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30 Years Experience in 


Precious and Semi-Precious Stones 


The cutting of gem stones requires the most delicate of jewelry 


craftsmanship. Our lapidary department is at your service to cut 


Cutting, Polishin g and Drillmg 
| 
| 


or re-cut stones to special shapes, to repair and polish chipped or 
broken stones, to supply stones of any type in any size or style to 


fit your particular needs. We invite inquiries. 


| 
A, Sauer G Company 
439 RACE STREET + CINCINNATI 2, OHIO | 
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sPEAKING OF THE 


NCE upon a time, it seems, jew- 

elers weren’t quite so selective 
in the matter of the “stones” they 
offered for sale. 

Back in 1875, for example, Mr. 
William T. Vogler, Salem, N. C., 
watch repairer and jewelry store 
operator, advertised that he had on 
hand “an elegant display of the best 
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selected stock ever brought to 
Salem.” At reasonable prices he of- 
fered such items as “musical boxes, 
walking canes, hair jewelry made to 
order, and marble gravestones of all 
sizes and styles.” 

We seem to hear an 1875 jeweler’s 
remark explaining why he won’t be 
able to fix a watch while the cus- 
tomer waits. “I’m simply swamped 
with work,” the voice says. ‘After 
I replace three mainsprings I have 
to carve epitaphs on seven granite 
headstones.” 
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OL GORDON, New York im- 

porter of precious and semi- 
precious stones, could see no reason 
why the back of his business card 
should be blank. Also, he felt the 
present birthstone system inadequate. 
The result was a novel new list of 
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stones, by occupation (slightly al- 
tered to conform with JC-K’s 
policy). 
“For laundresses, the soapstone; 
“For architects, the cornerstone; 
“For cooks, the puddingstone; 
“For soldiers, the bloodstone; 
“For politicians, the blarney- 
stone; 
“For borrowers, the touchstone: 
“For policemen, the pavingstone; 
“For stockbrokers, the curbstone; 
“For shoemakers, the cobblestone; 
“For tourists, the Yellowstone; 
“For beauties, the peachstone; 
“For lovers, the moonstone; 
“For editors, the grindstone; 
“For motorists, the milestone; 
“For doctors, the gallstone; 
“For pedestrians, the tombstone; 
“For jewelers, the Crrcurar- 
Keystone.” 
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ROWN’S JEWELERS, just out- 
side of the Los Angeles shop- 
ping district, is making a strong bid 
for watch repair work by instituting 
a free pickup and delivery service. 
Here is how it works. The ecus- 
tomer phones Brown’s and asks to 
have the watch picked up. When it 
arrives at the store an estimate is 
made and the customer is advised 
before work is started. 

In addition, Brown’s offer 30-day 
charge accounts on watch repairs, 
and features a $5 complete renewing 
job on watches, plus cost of parts. 
An “Emergency Repair Service” of- 


Jewelers 


Circular: 
hey stone 


fers three-day service for those who 
must have their watches. They ask 
that the emergency service not be 
demanded unless absolutely neces- 
sary. , 

The pickup and delivery service 
is designed to extend the normal 
trading area for the store and, in 
addition, serve as an introduction 
that will gradually bring increased 
traffic. 
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= Ralph B. Cook, Oklaho- 
ma City, Okla., jeweler, opened 
his office in the Hightower Building 
recently, he received a nasty shock. 
Under his door was a _ crudely- 
scrawled note in pencil which stated: 
“I warn only once, then I strike! 
Mr. X.” 








Checking with the other occupants 
of the building, Cook learned that at 
least three others (including the Bet- 
ter Business Bureau) had received 
similar, cryptic notes. Oh, it was 
awful! 

Police, checking up, visited a dress 
shop in the same building. There 
they found a lady employee who was 
terribly embarrassed. It seems her 
12-year-old daughter had been visit- 
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“HIS DREAM OF MORE PARKER “SI'S” IS GETTING CLOSER 
ALL THE TIME’. —- BS. 


THE PARKER PEN COMPANY 


JANESVILLE, WISCONSIN 
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ing her the previous afternoon and, 
in a spell of ennui, amused herself 
by walking around and distributing 
the threatening notes. On her way 
home with her mother, at midnight, 
the child had confessed: “I het I 
scared a lot of people in that build- 
ing. I slipped a bunch of notes un- 
der their doors.” 
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ND then there are jewelers who 
have enough sense of humor to 
turn a nuisance into an asset. 

When Klein’s, Montgomery, Ala., 
jeweler, installed an automatic ele- 
vator to carry customers up to the 
second-level china and glassware de- 
partments, building conditions made 
it necessary to install an extremely 
slow type. Customers, waiting to as- 
cend, would fume and mutter be- 
tween clenched teeth that ‘‘something 
ought to be done about it.” 

Something was. Although Klein’s 
couldn’t make the lift go any faster, 
they did prepare a shellacked wood- 
en sign which was attached over the 
call buttons. The sign merely said: 
“Elevator—Remember ‘Patience is 
a Virtue.’ ”’ 

Most customers waiting for the 
elevator grin when theyread the mes- 
sage, and complaints ewe stopped 
altogether. According to a store offi- 
cial, “Some of our customers get a 

















50 Years Ago This Month 


Excerpts from Tue Jeweers’ CircuLaR 
weekly during June, 1896 


—tThe cycle bracelet is a new 
English fashion. This is a curb 
chain affair in the middle of which 
is a whistle so set that the wearer 
is enabled to use it without detach- 
ing the chain from the wrist. 


—tThere are splendid liquor- 
flasks for the feminine traveller 
... Of cut glass with tops of silver, 
finished in rose gilt. 


A new item is a combination 
glove and purse hook which serves 











as an easily accessible carrier for 
small change. Held securely in the 
palm of the hand it saves the wear- 
er from the insanitary practice of 
holding a coin between the lips. 





kick out of showing this sign to their 
friends when they visit the store.” 





"How should | know? All | know is that 
she wants a waterproof watch!" 
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E’VE heard a lot about close 

employer - employee _relation- 
ships, but the incident which is al- 
leged to have occurred at the Jabel 
plant, in Newark, N. J., recently, 
really cops the prize. 

It seems that Jack Abelson, head 
of the firm, was showing some visi- 
tors around the plant and stopped 
at one workman’s bench to pick up 
a ring which was in the process of 
manufacture. It was hot, so he did 
the normal thing—he dropped it and 
opened his mouth to utter the usual 
exclamation. 

The workman, however, beat him 
to the punch. “Ouch!” he said, 
helpfully. 
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b esnallaig heard of Bill Shakes- 

peare, of course. Writing fellow 
who, among other things, knocked 
off a play in which appeared the 
quotation: “Beware the Ides of 
March.” 

Seattle, Wash., has a Bill Shakes- 
peare, too. No writing fellow, he’s a 
jeweler who has learned, to his cha- 
grin, that his famous namesake’s re- 
mark had some value. 


Seems that on March 15, last, a 
thief cut a neat hole in the show- 
window of the Seattle Bill Shakes- 
peare’s store, and made off with a 
$40 wristwatch and a $20 man’s ring. 
Alarums and excursions followed. 


Not to rub it in, or anything, Mr. 
Shakespeare, but you may be con- 
soled by another quotation: “Who 
steals my purse steals trash . . . but 
he who filches my good name robs 
me of that which not enriches him.” 
And as far as we can determine, 
there isn’t a jeweler in Seattle named 
Francis Bacon. 
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OCATED in a small community 
where most of his customers are 
also personal friends, neighbors, or 
lodge brothers, Clifford Odell, of the 
Odell Jewelry Co., Compton, Cal., 
makes it a policy to send wreaths 
or floral offerings whenever a cus- 
tomer or an immediate member of a 
customer’s family dies. Done un- 
ostentatiously and without a thought 
as to whether it is “good business,” 
or not, this last tribute to a de- 
parted friend and customer never- 
theless indicates the background of 
Odell’s success. 
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Completed window unit, featuring the elements necessary for 
informal summer entertaining, creates a cool, inviting effect. 


A Window For The Coming Month 
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Summer leisure means summer entertaining. Miss Dixon, JC-K’s 


display consultant, describes here an appropriate display for 


July to call attention to sparkling glassware, china and silver. 


PARKLING glassware, gay china and silver for 
informal entertaining nestle cosily on fluffy clouds 
of spun glass for this cool looking summer window. 

Sky blue fabric or paper covers the background. The 
window floor is covered with the spun glass and small 
clouds are made by draping the glass over beaver board 
platforms suspended from the ceiling with heavy threads. 
The copy scroll, also hung from the ceiling reads— 
“For Cool Entertaining!” 

Merchandise in colorful and informal patterns should 
be carefully chosen to offer specific suggestions for the 
serving of summer foods. Each grouping should show 
as many related items as possible—serving pieces, indi- 
vidual dishes and flatware pieces, salts and peppers, 
sauceboats, and so forth. Small cards listing the uses 
for each grouping of pieces would make the display more 
helpful and interesting to prospective hostesses—with 
pitcher and glasses—‘For iced tea or coffee, fruit or 
wine cup”; with salad bowl—‘For tossing crisp greens 
or mixing fruit salad’; with casserole or chafing dish— 

(Please turn to page 264) 


by VIRGINIA DIXON 
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MATERIALS NEEDED TO 
ASSEMBLE THIS DISPLAY 


Materials 
2 lbs. Spun Glass—white 
(Sylkglass) 


Atmosphere Blue or Morning 
Glory Seamless Background 
Paper—107" wide 


or 
any plain sky blue fabric 


Beaver board for cloud 
supports 

(quantity depends on 
Heavy crochet cotton—blue 
for hanging clouds 
Illustration board for copy 
scroll 


lf not available locally may be 
ordered from: 


Texkraft Sales Co. 

10 East 33rd Street 
New York 16, N. Y. 
or write to— 

Radiant Glass Fibers Co. 
208 East 27th Street 
New York 16, N. Y. 
for nearest distributor 
Texkraft Sales Co. 

10 East 33rd Street 
New York 16, N. Y. 


or 4 
Kreative Displays 

8809 W. Pico Blvd. 

Los Angeles 35, Calif. 

Local lumber dealer 


number and size used) 
Needlework Dept. or Store 


Art Supply Store 




























This letter from a Dutch girl warms our heart! 








HOLLAND 
Flushing 2S-10-45 


To THE INTERNATIONAL SILVER COMPANY 
Meriden, Conn. 






Dear Sirs: 


One of these days I read the weekly edition of Life of April 9, 1945 and there I 
saw your advertisement of 1847 Rogers Bros.—America’s Finest Silverplate. 
Eternally Yours. I have never seen such a fine silverplate, it is marvelous. 


I am fianced a four years and first we didn’t marry because it was war and it 
was not possible to buy things for our future home. Now war is over and the only 
thing we cannot buy in Holland is silverplate. The Germans have all stolen and 
now there is no material to make outfits. 

















So I kindly request you to send me one of your complete outfits. 


When we have received it, we’ll marry as soon as possible. All my friends then 
will see it and I’ll tell them that it is an American production and then I make 
publicity and recommend your company to all my friends. 


Of course as soon as possible I’ll remake you the indebted amount. 


I hope you can understand my letter because it is not very easy to write English 
and being a Dutch girl and then without mistakes. 


I send you all the best greetings from Holland to my American friends. 


I am writing for your parcel and I hope to receive it very soon. Thanking you 
in anticipation. 





Yours very truly, 


JULIA BRYSSE 








P. S. from Us 


iS BROS 
YEs, we sent the little Dutch girl her longed- 18 47 ROGE R BRO ® 
for set of 1847 Rogers Bros. as a wedding gift. ee ° ° 

(We felt sure that’s what you’d want us to do.) WUC Vite ~ 


And with it, we sent our best wishes—and 


those of every 1847 Rogers Bros. dealer in the 
United States. 


International Silver Co., Meriden, Conn, 
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Edgar E. Baker, president of the Jewelers 





EDGAR E. BAKER 


Board of Trade, stresses the industry’s need 
for stabilized credit relations, especially 
now that jewelry sales are at an all-time 


high, and outlines services rendered by Board. 


ITH retail jewelry sales in the United States 

now running at better than a billion dollars an- 
nually, the jewelry industry is in constant need of stabil- 
ized credit relations which benefit the entire industry, 
and such credit information must be thorough, up-to-date 
and accurate. . 

Such a service is that rendered by the Jewelers Board 
of Trade, which, regardless of constant changing busi- 
ness conditions, continually promotes the interests of 
the jewelry industry by providing its members with a 
broad, thorough and accurate credit service. Its reports 
are constantly revised on the basis of latest current in- 
formation available. 

The Board of Trade is a mutual, non-profit, mem- 
bership corporation and serves all branches of the in- 
dustry: manufacturers, importers, wholesalers, and re- 
tailers. It feels that in the period ahead, its various 
services will prove, more than ever, to be of real value 
and a necessity to its members and the industry in gen- 
eral, 

Perhaps, it would be well to briefly outline the many 
services offered by The Jewelers Board of Trade. 

The Board is national in scope. With offices in the 
important cities—Providence, New York, Chicago and 
San Francisco—it is able to maintain nation-wide con- 
tact with the industry. Because it is a mutual, coopera- 
tive association, it is able to render its important and 
helpful credit service at a minimum cost. 

Through the years a corps of trained investigators, 
researchers, and analysts have compiled a vast source of 
credit information pertaining to the jewelry field. This 
Reporting Department’s up-to-the-minute information 
can be provided to members at a very short notice. 

Twice a year, the Board publishes a Reference Book, 
which contains the names and detailed data, very care- 
fully arranged for quick and easy reference, of those 
engaged in the various branches of the jewelry industry. 
This book has been found invaluable for immediate cred- 
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it checking, for directory use in the shipping room, as a 
guide for sales organizations, and as a mailing list for 
advertising departments. 

A weekly bulletin, supplementing the Reference Book, 
is also sent to members. This contains new and impor- 
tant information, which serves to keep the Reference 
Book up-to-date. 

The Board’s “continuous service” is a convenient fea- 
ture which allows subscribing members to receive all 
credit reports and special notices of changes issued on 
all subjects of inquiry for one year from the date of the 
original inquiry. Travelers are provided with identifica- 
tion cards to enable the holder to seek immediate credit 
information at any of the Board’s branch offices. 


The Adjustment Department offers helpful service to 
members, protecting their claims in adjustments against 
honest debtors, who have become financially embarrassed. 
When advisable the President of the Board has the 
authority to appoint a Creditors’ Committee, which is 
empowered to investigate and make recommendations. 

The Research Department’s work is directed toward 
extensive statistical and informative functions. Separate 
files, which are open to all without charge, contain an 
exhaustive list of trade-named, trade-marked, or speci- 
fied products of manufacturers and merchandise handled 
by the distributors. This service has, over the past 
years, proved extremely helpful to many in the industry. 

Such is a brief picture of the background of The 
Jewelers Board of Trade, whose history goes back to 
1874 when De Loid Safford founded the Jewelers Mer- 
cantile Agency, Ltd. The organization then had four 
employees and about 100 members. Today it has 2,142 
members aiid 91 employees, with its work and service 
constantly increasing. Its executives are men who have 
had years of experience in handling credit problems and 
who have served the Association efficiently for many 


years. 
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Located on the street floor, near the ele- 
vator, the Baby Shop is easily accessible, 


Added Sales and Repeat Business 
From Grouping of Baby Goods 


IVERSIFICATION of merchandise, a valuable 

location and consistent advertising were the most 
important factors in establishing a baby goods depart- 
ment at Tilden-Thurber, Providence, R. I. Officially 
opened May 9, 1945, and therefore a year old, this de- 
partment is already on a paying basis and has become 
one of the permanent additions to Tilden-Thurber 
service. 

The new venture had a better than average chance 
of success from the beginning, since it had the backing 
of a jewelry concern known nationally for its business 
integrity and prestige. This company was established 
90 years ago and has continually emphasized finest qual- 
ity merchandise and dependable service. The store occu- 
pies four floors devoted to the sale of jewelry, silver- 
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ware, art goods, leather goods, fine glassware and 
stationery. 

The store has a valuable location, fronting on a main 
street of the downtown shopping area. The entire length 
of the store extends along a secondary street that carries 
an important cross-city traffic. Both streets carry heavy 
pedestrian traffic. 

In the store, the Baby Shop is centrally located on the 
street floor, facing the elevator. It gets plenty of atten- 
tion from those waiting for the elevator and, as one 
leaves the elevator, it is directly in full view. The shop 
adjoins the watch department and is diagonally across 
from the popular silverware department. 

The space was formerly devoted to a line of merchan- 
dise that did not pay for itself, and F. B. Thurber, presi- 
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A year ago Tilden-Thurber, Providence retailers, combed their 





other departments for baby goods and combined them into a 






separate department which readily captured the publie’s faney. 































easy for customers to make a choice. 


by MILDRED S. SULLIVAN 





dent, considered various changes which would use this 
valuable location to better advantage. He realized that 
a wide variety of baby merchandise was being sold in 
various departments, and departmentization of these 
articles was decided upon. 

“In little less than a year,” summarizes Mr. Thurber, 
“this department has become a paying proposition and 
the groundwork has been laid for a permanent depart- 
ment with a very promising future. The Baby Shop has 
attracted many new customers each month, and the Original announcement of | 
repeat business is good. We find people like the idea of the Baby Shop cited specific | 

| 


Baby jewelry is departmentalized in 
the Tilden-Thurber shop, making it 








concentrating their shopping for baby gifts. a Re 

‘In times like these, such a department can be highly 
recommended because it is not seasonal. It is a year- 
round, dependable business. Babies are coming all the 
d time, and having birthdays, which means a good turn- 
over. While we have not figured the turnover in exact 





D figures, we know it is very satisfactory. Even with the 

h current shortage of merchandise, the proposition is high- 

‘] ly satisfactory.” 

y The merchandise is well diversified, much more so 
than in many similar departments. In general, all jewel- 

e ry and silverware items are good sellers. Fork and spoon 

sets are always good, retailing at $1.75 for plated ware 

e and at four and five dollars for sterling, the latter being 

p the more popular. A complete line of cups is carried, 

3 ranging from the $4.50 orange juice number up to $25 
engraved cups, with those in the $8-$10 bracket being 

- the fastest sellers. Another good line is that of rattles, 

- (Please turn to page 264) 
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The unusual layout of the 
“House of Gems" indicates 
to customers the creative 
ingenuity of the owners. 


The pillar surmounted by 
the clock in the rear of 
the photograph above, is 
actually camouflage for 
necessary but unsightly 
watch racks, register, etc. 


CENTS 
WATCHES 











Reflect 
In Modern Store Design 











Jewelry Creations 


NUSUAL design was in the back of the minds of 

Alton Scott and J. P. Bowers when they planned 

their “House of Gems” in Chambersburg; Pa. But ur 

usual design of the store was not the only application of 

the idea. The firm intended to create jewelry of unusual 

design, and emphasize this fact in the layout and decor 
of the establishment. 

As can be seen by the accompanying photographs, this 
notion was effectively carried out in the House of Gems 
which was opened to the public on September 22, 1945. 
Outside, the shop presents an attractive (but not vio 
lently “different”) aspect. Within, innovations and de- 
partures from traditional methods of laying out 4 
jewelry store, cause the customer to realize that some- 
thing new is being attempted. 
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When designing their new store, the owners of the “House of 


Gems” believed that an attractive shop would eall attention 


to the firm’s taste and skill in designing distinetive jewelry. 


According to John Bowers, co-owner of the store, the 


walls and ceiling were treated in canary yellow with a 
navy blue ceiling border. Wall cases and wood fixtures 
were executed in twilight blue with navy trim, aud the 
natural maple flooring was partially covered with plain, 
dusty-rose rugs. 

At the rear of the store a paneled partition was paint- 
ed all white, while shadow-boxes in the partition were 
decorated in white and gold with silk lining. Draperies, 
at the sides, were carefully chosen in a figured rose pat- 
tern, to harmonize with the floor-covering. 

High sloping display cases were selected for many 
of the jewelry items carried by the firm, since they per- 
mit maximum display in a limited space. When a jewelry 
item is placed on top for scrutiny by the customer, it 
is brought up to eye level where detail is more fully 
revealed. 


Two features of the store immediately compel the at- 
tention of the customer. One is the novel, round, recessed 
display cases which exhibit ceramics and giftwares, and 
have glass shelving. The other is a large, attractively 
fitted display case which is placed in the center of the 
floor. The purpose of locating this case in such a posi- 
tion is, according to Mr. Bowers, “to slow down cus- 
tomers in their haste to reach the service counter in the 
rear, and cause them to browse among the wall cases 
and notice the stock.” 

One extremely clever arrangement in the House of 
Gems is not readily apparent to the casual customer. 
It is a large, semi-tubular screen directly in front of 
the rear partition, surmounted by a clock. To the aver- 
age customer it is merely another decorative touch. But 
to the store staff it performs a variety of functions inas- 

(Please turn to page 266) 
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Exterior of the “House of Gems" is simple, 
yet attractive. Note omple window space. 




















Small But Oft Repeated 


That’s an idea behind the institutional ads which this 
California jeweler runs on the Sunday society page. And 


customers testify to the fact that the insertions are read. 





THE JEWELERS’ CIRCULAR-KEYSTONE 
















HOSE who maintain that small-space, consistently 

run “prestige” advertising is a useless waste of 
money will find it difficult to argue with B. D. Howes 
and Son, California jewelers. For this firm has put 
such ads to extremely effective use, and it is planned 
to continue the institutional campaign indefinitely. 

The Howes ads are small, being but a single column 
by four inches. And no specific merchandise is ever 
mentioned. But a message, headed by a single, com- 
pelling word, draws reader attention to the age of the 
firm, its reputation for continuous, painstaking service, 
or some other worthwhile aspect of the establishment's 
career. ; 

Copy for the ads is changed each week and, although 
the format of the insertion is consistently the same 
week in and week out, the variation in message makes 
for high readership. Many store visitors have told Dur- 
ward Howes, president of the firm, that the message 
is always noticed, partly because of its regular appear- 
ance on the same page of the society section of the 
Sunday Los Angeles Times, and partly because of the 
unique wording and coordination of the lone word at 
the top with the short copy below. 

The underlying idea of the Howes ads is simple, as 
can be seen by the samples reproduced on this page. 
A single word at the top of the ad compels the reader's 
attention, and the text of the message, briefly stated 
below, ties in with the initial word. Frequently (al- 
though not always) the message makes some reference 
to the store’s 76-year career. 

For example, one advertisement was headlined with 
the word “Progress.” Then, beneath, it was stated sim- 
ply that “Latest developments in jewelry design go well 
with the quality tradition of B. D. Howes & Son, where 
progress is blended with the graceful past.” 

In another ad, the word “Priceless” engaged the 
reader’s attention, followed by this message: “There is 


a measure of satisfaction in the selection of jewelry 
(Please turn to page 268) 
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RELIABILITY 
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Wear not one heart but four on 
your sleeve, says manufacturer 
Ernest Steiner, in his clever 
book, "All That Glitters . |." 


by RENEE FORBES 


Enamel and antique gold finish give this 
brooch the traditional look of so much of 
the new costume jewelry. Far from tradi- 
tional is Steiner's suggestion to wear it 
pinned to the sash of a simple black dress. 


Don't Sell 


Costume Jewelry 


Short! 
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the war and with proper treatment it should do 
equally well in these haleyon days. Just a few words of 
caution from those who know—the manufacturers—may 
help you avoid some of the more common pitfalls. 

The men who make costume jewelry are making it 
easier than ever for you to sell and sponsor their goods 
without apology. Although the lines for this fall are 
diverse in mood and style, they all have in common an 
excellence in quality ang workmanship which could not 
possibly be achieved during wartime. The accent on 
old fashioned, detailed pieces as opposed to sheer glitter 
will prove to be a great aid to the jeweler who wants 


oo seemeng jewelry did right well for you during 


to sell both precious gems and costume jewelry to the 
detriment of neither. 

Careful buying, clever salespeople and dramatic dis- 
play are essential, say the manufacturers, if you want to 
sell costume jewelry successfully. The jeweler, they 
point out, must be highly selective in his buying. must 
judge each piece on its merits, and must never, never 
buy anything merely because it is cheap. “A jeweler 
can’t afford cheap jewelry,” is the way one manufacturer 
puts it. He tells the story of the woman who buys a 
poorly made earring at her neighborhood jewelry store, 
brings it back once, then twice, then three times for re- 

(Please turn to page 270) 


Accessory jewelry saved the day when stocks were war-shortened 


and it should do equally well now that things are looking up 


again. Manufacturers caution: you can’t afford cheap jewelry. 


A chatelaine and earring set with 
a theme is this Battani creation. 
"Out of This World" is the theme 
and materials are gold plated ster- 
ling set with sparkling rhinestones. 
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Coro's little ballet dancer is of 
gold plated sterling with her bou- 
quet, headdress and ballet costume 
sparkling with vari-colored stones. 


This water boy is another of Coro's 
“conversation fieces." Interesting 
novelty pieces like these are assets 
to any retail jeweler's merchandise. 


215 





For JEWELERS 


HILE other media continue in time, they do not effectiveness of any radio campaign, this one factor plays 

have the advantage of appearing at a certain a tremendously important part. 
time and place every day. Radio programs can and do. In some industries time is selected in relationship to 
At the time that the listener is tuned to a jeweler’s pro- product purchase. For example, the baker wants to 
gram, there is no competition from any other advertiser reach the housewife before she goes to the grocery store, 
nor are there any large or small advertisements to con- However, this is certainly not the case in the jewelry © 
flict with the message. business where the desire for fine jewelry must be gradu- 7 
' To capitalize on this factor fully, the entire problem ally built up over a period of months or years. This is 7 
of time must be considered carefully. In the overall (Please turn to page 273) q 





Third in a series of articles covering 
the use of radio by retail jewelers. 
Choice of time and type of program are 
eonsidered at length in this installment. 


"Dise Jockeys," such as WNEW's At 
Ford, are much in favor with j 
ers interested in low-budget music 


Everyone is interested in the news 
and many jewelers have found ana- 
lysts and commentators of great value. 
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Drama is generally expensive. 
However, either transcriptions 
or "co-op" shows such as ABC's 
"Fat Man" (right) can be used. 


by MARIE FORD, Editor 
Radio Showmanship 


Music, always popular, can be 
provided by small groups of in- 
strumentalists as at the left. 


Quiz and audience partici- 
pation programs are certain 
to appeal to a large part 
of the listening audience, 
particularly the ladies who 
flock to attend such shows. 
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Half of Imported Swiss Watches 


Contained Io | or More Jewels 


Official U. S. Department of Commerece statistics disclose 


that imports of jeweled watches inereased at a much greater 


rate than did the cheaper “cigar store” type of timepiece. 


LTHOUGH, as has been brought out in the debate 

on the subject of limiting Swiss watch imports 

into the United States, more than 50 million Swiss 

watches were imported into this country from 1939 to 

1945, only about half that number were of the “quality” 

type containing 15 or more jewels. Of the remainder, 

slightly mure than two-thirds were of either the non- 

jeweled or the one, two or four jeweled type; and about 
one-third in the seven, and 11 jeweled class. 

Since last autumn, when the trade became one vast 
seething cauldron as a result of the State Department’s 
note to Switzerland requesting a “ceiling” on exports of 
watches to the U. S., various statistics have been released 
concerning the quantity of watches received annually 
from Switzerland. By and large these statistics agreed, 
generally, although there was some variation. All of the 
statistics, however, cited only the total number of Swiss 
watches and watch movements received in this country, 
and no effort was made to determine the quantity of each 
type of watch. 

Because to jewelers and to American manufacturers of 
jeweled watches, the important question is not ths total 
number of watches imported, but the number of imports 
and the trends of imports in the jeweled watch classifica- 
tion only, THe Jeweters’ CircuLar-KeysTone deter- 
mined to find out just how many of each of the various 
classes was brought in to this country during each of the 
past several years. 


During the war years, of course, such statistics op 
foreign trade were marked “confidential” and carefully 
guarded by the Government lest an Axis agent put them 
to some nefarious use. With the war’s end, however, 
facts concerning imports of commodities were released 
by the Department of Commerce. Statistics concerning 
clocks, watches and watch movements were contained in 
the United States Foreign Trade Statistical Publication 
FT-110-C under “Schedule 9, Miscellaneous Imports of 
Commodities by Countries.’ 

The figures appearing below cover the past seven 
years, subdivided into the various qualities and Classes. 

A study of this tabulation brings out some rather in- 
teresting points. One is the fact that imports of jeweled 
watches increased to a much greater degree than the 
cheaper grades. Thus, although total imports approxi- 
mately trebled from 1939 to 1945, imports of watches 
and watch movements with 15 or more jewels were near- 
ly five and one-half times as great in the latter year as 
in 1939 and imports of watches in the seven jewel class 
nearly five times as large. 

Movements in the non-jewel and one jewel bracket 
increased at about the same rate as the over-all total. In 
fact, during the period from 1940 to 1944, only moder- 
ate gains were listed and in two of those years—1942 
and 1944—imports of watches in this classification were 
actually less than in 1939. 

(Please turn to page 277) 





WATCH IMPORT STATISTICS—1939-1945: 


— 





Type of Watch 1939 1940 1941 


1944 





1942 1943 1945 Total 





213,213 269,494 256,053 


184,992 386,368 158,450 690,567 | 2,159,137 - 








1,202,435 
267,703 


..| 1,242,164 


1,358,530 
516,610 
1,615,510 


1,682,528 
490,553 
1,836,492 


2,117,598 
1,516,247 


3,989,674 - 


938,054 
1,228,282 
4,475,999 


1,799,684 
1,238,325 
5,983,278 


11,205,736 
5,994,970 
21,074,547 








.| 2,925,515 





3,760,144 





4,265,626 





8,009,887 





6,800,785 








9,311,846 





40,434,390 
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al 
' Time for Baseball 


i). “a This year, as for years past, all 





major league umpires will use Longines Watches 
for timing all baseball games—including the 
World Series. Time in baseball is mostly con- 
cerned with penalties; the game must not be 
stalled, or the umpire will be heard from. In 
baseball, and all other sports where time is a 
factor, the undisputed time authority is 
Longines, the world’s most honored watch. 
Millions of fans are specifically reached by 
Longines-Wittnauer baseball program and sta- 
dium advertisements, an important plus for 
Longines-Wittnauer Jeweler agencies. 


—— nr 


Longines-Wittnauer Watch Company 
580 Fifth Avenue, New York 19 


EP 
Lenytnes 
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(Left) A mural presenting an 
allegorical study of time is 
the dominant feature of the 
Saga retail store. (Below) 
A view of the spacious U, S, 
Time Corp. offices above the 
Saga store. (Bottom) A close- 
up view of the allegorical 
figures surmounting the ped. 
estal in the photograph above, 








New York’s Newest 


Features “Time 





Radio City’s new Saga store 
blends retail jewelry with 
U. S. Time Corp. offices. 


IFTH AVENUE’S newest jewelry store has the 
comfortable look of a living room in the home of a 
family of means and taste. The soft, low couches and 
chairs, the deep pile rug, the grandfather’s clock in one 
corner, heighten the impression that it is a well ap- 
pointed home. The new store is called simply, Saga; 
certainly an appropriate name for a shop specializing in 
clocks and watches. A subsidiary of United States Time 
Corporation, it is located at Fifty-first Street, in Radio 
City. ; 
Tieing in with the time theme is a mural covering the 
upper half of one of the shop’s walls. Painted by Mrs. 
Gunvor Bull-Teilman, it is an allegorical study with 
figures representing the sun, the moon and time itself. 
Its soft tones of blue blend perfectly with the colors in 
the shop. The rest of the decor is in muted rose, a 
rich coffee brown, and deep green. Two windows of the 
corner shop are of curved “invisible” glass which, while 
wide, are low enough to retain the look of a living room. 
The shop deals exclusively in fine jewelry, keeping to 
the conservative side in both its stock and its manner of 
presentation. No huge cocktail rings, no elaborately 
encrusted wrist watches, are found in Saga’s stock. 
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New Triumphs for an Old Tradition 


This advertising appears in: 


LIFE 

THE SATURDAY EVENING POST 

THE NEW YORKER 

TIME 

NEWSWEEK 

BRIDE'S MAGAZINE 

MADEMOISELLE 

CHARM 

AMERICAN MAGAZINE 

NEW YORK TIMES MAGAZINE SECTION 


CHRISTIAN SCIENCE MONITOR 
MAGAZINE SECTION 


AMERICAN WEEKLY 


FOR JUNE, 1946 


To young couples planning marriage, choosing a 
diamond engagement ring is a tradition of significance 
and importance . . . and it is gaining in fame and favor 
every day. The new diamond advertising, with 167,626,841 
messages in the country’s leading magazines, gives stress 
to this inspiring fact, and constantly stirs new interest in 
the diamond as the symbol of love and marriage. With 
dramatic four-color pages illustrated by renowned artists, 
these 167,626,841 attractive, readable messages point 
out another salient fact, the wisdom of seeking the advice 
of a trusted jeweler. De Beers Consolidated Mines, Ltd., 


and Associated Companies. 





Jewelry Publicity Board 
Speeds Up Drive For Funds 


Unanimous endorsement of program at various industry meetings 
throughout the country indicates trade is in back of campaign 


which now only awaits rest of money to be put into early action. 





HE campaign for funds with which to underwrite with the program in the shortest period of time, as many 
the post-war program of the Jewelry Industry members as possible of the many branches of the 
Publicity Board—a program that aims to keep retail industry. 
jewelry sales at high levels—is now entering a second A report on work accomplished in this initial stage 
and new stage. . that was made to the Publicity Board’s Steering Com- 
Its first stage was a missionary or educational period mittee at a meeting held in New York on May 1, 1946, 
—a stage in which it was necessary to make familiar (Please turn to page 296) 





COMMITTEE CHAIRMAN OF THE METROPOLITAN NEW YORK CAMPAIGN FOR 
PLEDGES FOR THE UNITED JEWELRY INDUSTRY PROMOTION PROGRAM 


Honorary Chairman General Chairman 


Gustav H. Niemeyer Herman L. Baskin 
Handy & Harman, Inc. Baskin Bros., Inc. 


Co-Chairmen 


Oscar M. Lazrus Aaron Sverdlik William B. Ogush Dave Kay 
Benrus Watch Co. Robinson & Sverdlik William B. Ogush, Inc. 


Diamonds Watches Scholastic Jewelry 

Henry |. Jacobson, Div. Chairman Harry D. Henshel, Div. Chairman August Packer, Div. Chairman 

Jacobson Bros. Bulova Watch Co. Dieges & Clust 

Alex H. Arnstein Morris Hoffman, Co-Chairman ° 

Arnstein Bros. & Co. Invicta-Seeland, Inc. Gold Filled Jewelry and 
Watch Attachments 


Steve Hoffman Norman M. Morris 
Max Jacoby, Div. Chairman 


. Norman M. Morris, Inc. 
Manufacturing Jewelers John Hall Jacoby-Bender, Inc. 


(Gold and Platinum) Sieeiinan, Slated Max Gershberg 

Mortin Untermeyer, Div. Chairman Sam Peorimon Lasko Strap Co. 

Untermeyer, Robbins & Co. Longines-Wittnauer 

Max Flyer, Co-Chairman H. Russell Williams Retailers 

M. Flyer & Son Waltham Watch Co. Victor Lombert, Div. Chairman 

Louis Heyman Albert Bookbinder Lambert Bros., Inc. 

Oscar Heyman & Bros. Benrus Watch Co. Phineas . Peters, Co-Chairman 

Ben Rosenthal Sam Hittner President Brooklyn Retail Jewelers Ass'n. 

Rosenthal & Kaplan Bulova Watch Co. Seymour Greenberg 

Colored Stones Jewelry Box & Display —— hig vee — 

Leopold Nathan, Div. Chairman Milton Weill, Div. Chairman e Al om ont ei 

S. Nathan & Sons Arrow Mfg. Co. Charles T Evans Secretary 

George Klinik Edwin Freed American National Retail 

a Co. Jesse Mautner Jewelers Association 

ees Blitz . Wolfsheim & Sachs, !nc. William Wagner, Secretary 

Kittay & Blitz iin National Assn. of Credit Jewelers 

Pearls : . John Colgan, Div. Chairman - = a — 

Walter Eitelbach, Div. Chairman Handy & Harman, Inc. B woe “Y Sch in a 
enjamin H. wartz, Presi 

Newark Manufacturers : + saad Co Long Island Retail Jewelers Assn. 

Leonard Shiman, Div. Chairman “ ‘ Harry Gross, President 

Shiman Mfg. Co. Silverware Brooklyn Retail Jewelers Assn. 

Chorles Church Louis Farber, Div. Chairman Meyer Gordon, President 

Church and Company Sheffield Silver Co. Westchester Assn. of Jewelers 


C. A. Meal 
Forstner Chain Corp. Costume Jewelry Silver Shops 
Gerald Rosenberger, Div. Chairman 'S. Wyler, Div. Chairman 
Wholesalers & Mfgrs. Agents Gere, ‘ine. S. Wyler, Inc. 
Jerome L. Grant, Div. Chairman Miss Hester M. Browne 


Amer. Jewelry Distributors, Inc. Coro, Inc. Electroplaters 
Hyman Cohen Milton Heller Adolph Bregoman, Div. Chairman 


A. Cohen & Son i Heller & Son Masters Electroplating Assn. 
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Dealers are running out of 
words to describe the nation- 
wide public demand for Ronson Lighters and Ronson 
Redskin Lighter Accessories. Such dealer comments 
as “fantastic; “unbelievable; “out of this world” 
make forcefully clear why they rate Ronson their 


“Number One Traffic Item.” 


With the passing of each month, Ronson production O N s O N * 


is being stepped up. Depend upon this, however: In 


the drive to increase output, there will never be any WORLD’S GREATEST LIGHTER 
compromise with the standards of craftsmanship and | 


quality which have made Ronson the leader. And, 
further, look to Ronson advertising dominance to 
assure increasing profit volume to you who retail the 
Ronson line. 





OUR S5OTH YEAR 
OF LEADERSHIP 





RONSON ART METAL WORKS, INC., 
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“Tea Time’ is Selling Time 


(Above) The. winner of a dish- 
washing contest is given a cor- 
sage by the Rogers "Tea Time" 
m.c. (Right) Visitors, around 
the tea table, are interviewed 
over a hand microphone by mas- 
ter of ceremonies, Alan LeVine. 


EELING that too much emphasis has been placed 
upon commercial announcements and not enough 
upon “painless” selling. Rogers, Bakersfield, Calif., 
jewelers, have combined an afternoon party with novel 
advertising to the complete satisfaction of all concerned. 
Several months ago Bud Willett, Rogers’ manager, 
and Alan LeVine, radio publicity man and announcer, 
arrived at the conclusion that too many “spots” were 
more of a hindrance than an asset in creating public 
good-will. As a result, ‘““Tea Time” was born. 

The first step in drawing up the new program was 
securing a point of origin. After much consideration, 
one of the banquet rooms of the El Tejon Hotel was 
selected and arrangements were made with the man- 
agement to have tables set and tea served at the proper 
time. 

Realizing, however, that tea and cookies alone would 
hardly be sufficient incentive to draw an audience for 
the program, additional arrangements were made. Lead- 
ing merchants were contacted and the idea of “Tea 
Time” was presented to them. For their awarding 
gifts such as nylon hose, perfume and orchids on the 
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But both visitors and 
listeners are pleased 
to learn there is no 

high-pressure on the 


Rogers tea-time show. 


program, Rogers agreed to reciprocate by mentioning 
their name and product on the air. This not only de- 
veloped a greater listening audience, but also cut down 
the production budget for the program. 

Four days before the first broadcast, courtesy an- 
nouncements were made over the local radio station 
inviting the ladies of Bakersfield and Kern county to 
the first broadcast. 

On the day of the first broadcast, the doors were 
opened to the audience at 3:00 o'clock. Ten minutes 
later every seat in the banquet room was taken and 
the rear of the hall was packed to capacity. Tea and 
cookies were then served and the master of ceremonies, 
Alan LeVine, began “warming up” the audience. 

When the engineer gave the “on the air” signal, the 
audience was in a jovial frame of mind as a result of 
LeVine’s jokes, interviews and high-jinks. Consisting 
primarily of party stunts and ad-lib interviews, the 
program was an immediate success principally because 
the seclusion and intimacy of the banquet hall aided 
spontaneity and banished any tendency toward self- 

(Please turn to page 278) 
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Rarin’ to Go 


A young man had taken his lady fair to 
the races and just before the start of the first 


race she turned to him and coyly asked, 


“Do you happen to have a safety pin?” 





As he opened his mouth to reply, the 


crowd shouted, 
“They’re off!” 
She fainted in his arms. 


Lots of times when a race starts, people 
happen to be thinking of something else and 
for that reason they never finish in the 
money. For years we have been watching 
the retail jewelry situation very carefully and 
have come to the conclusion that the time is 


once again ripe for us to be of service. 


Our new line of diamond rings is geared 


for present merchandising conditions. 


. Our diamond wedding rings are far ahead 





of anything you have ever seen. Get in touch 
with us at once and let us show you what 


we have. 

















2 WEDD 
Nace 
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Selling Copy 
Should Arouse 


A Buying Urge 


by DAVID MARKSTEIN 


The Barricg 


we de Com 


© Present To 


Although pleasant to look at, this ad misplaces 
emphasis and makes the store, not the goods, at. 
tractive. It is strictly a case of “seller's talk.” 


This second in a series of “advertising clinics’? considers the 


art of writing good selling copy within an ad. The purpose of 


such copy, as in a good headline, is to make items desirable. 


| Be the first installment of JC-K’s advertising clinic 
attention was focused primarily upon the ad’s head- 
line. It was concluded that the most successful head- 
lines compel reader attention by appealing to one of 
three primary urges: a desire for mastery, the hunger 
motive, or the sex drive. 

The headline, however, is only part of the advertise- 
ment, even though it is usually the inducement which at- 
tracts the reader’s attention. Other, equally important 


ve M1 conc Kass LL : 
YOUR DIAMO 


SHOULD COME FROM “4°.° 8° 
1. Color... Always Bive White 2. Size... Plelaly Marked 
2. Perfection... Besed on Gov't. Tests 4. Mountings .- 
5. Always Becked by © Gverentee Bord 


. Te Salt Your Teste 


You may incorporate off or ony of these reasons in your 

entry. This lant of them... i's jt « helping hand 

te get you storted ‘Use them os you soo fit... We 

wl not tall you omy mare or there wouldn't be ny fhe 
y im the contest. 
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££. Besemen Operetiog Beyten’s Oldest Credit Jewelery 














39 SOUTH MAIN ST. 


This od, on the contrary, employs “buyer's talk,” 
by making the diamonds seem attractive through the 
use of substantial reasons for purchasing them. 


ingredients are illustrations and the “selling copy.” 

The subject of illustrations will be considered in a 
later installment devoted to lay-out, since the two mat- 
ters are inseparable. Before discussing lay-out, or the 
format of the advertisement, attention must be paid to 
the “selling copy” or advertiser’s factual message. 

Writing copy that sells is not an art requiring special 
talent any more than delivering a sales-talk is. But it is 
a craft following certain basic rules which have been 
proven by experience. 

As in the case of an advertising headline, the pri- 
mary aim of good selling copy is to hit a buying urge. 
This can be accomplished most easily by sticking to the 
principle observed in writing headlines: appeal to one 
of the basic, primitive desires. In short, mastery (van- 
ity), hunger or sex. 


SPEAK THE BUYER'S LANGUAGE 

A common mistake made by many advertising copy- 
writers is failure to speak the purchaser’s language. 
Many times, in their zeal to “push” products, copy-writ- 
ers fall back upon such statements as “made from the 
finest materials,’ or “the best value we’ve ever offered.” 
This is the seller’s opinion and doesn’t, really, offer the 
customer anything at all. It does not attempt to strike 
the chord of self-interest which should be the basis for 
all advertising appeals. Selling-copy which describes 


the pleasure to be obtained from a specific article, or the 
(Please turn to page 290) 
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KR EEPSAKE gives the jeweler all the 











elements of merchandising success . . . the 
consumer appeal of the most famous name 
in diamonds . . . continuous national 
advertising in 15 leading magazines and 
100 newspapers, and a sparkling line of 


merchandising, advertising and display material. 


1. H. POND GO., INC. SYRACUSE 2. NeY. 


s 
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of vhs. Ware 


--- A Merchandising Primer 


Finely matched pearls, as in these necklaces, are objects of beauty 
and value. Single gems are used in clip, tie pin, studs, and rings. 


F all the gems treasured by man, the pearl has by 

far the longest record in the pages of history. 

Its early adoption as a jewel of ornamentation was due 
for the most part to the fact that in its natural state it 
offered the ultimate in beauty, and no cutting or polish- 
ing was necessary to bring this out as in the other gems. 

Where and when pearls were first discovered and sub- 
sequently used as ornaments is, of course, unknown but 
archeological discoveries dating far back in time have 
uncovered evidence of their use. In this country, evi- 
dence has been found that even before the red men as we 
know them existed, an earlier race treasured these gems 
found in molluscs in sea shoals as well as in some of the 
inland waters. Quantities of pearls have been found in 
the burial mounds, many of them loose; many strung 
together in necklaces and bracelets. 

In those days man knew nothing of drills and so they 
slowly burned a hole through the pearl with a red hot 
copper wire, thereby destroying the delicate coloring 
of the gems. But this natural coloring did not appeal 
to the men of that era; they preferred the brilliant blues 
and reds and so the pearls were often dyed in these 
shades. 


Like the other prized gems, pearls became known to 
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A eondensation of the facts and 
fiction on the birthstones in an 
easy-to-read form for jewelers 


to pass on to their customers. 


Europe through the Orient, probably through Egypt, 
as a result of the incursions of the Macedonians into 
that country. Later when Alexander the Great overran 
Persia, his men became aware of the gem when they’ 
spread through Arabia and the Persian Gulf where the 
ancient fisheries existed. 

Three centuries B. C. when Rome began to rise and 
overrun the countries of the Near East, they brought 
back many pearls as part of their plunder. The Romans 
adopted the pearl as a jewel of the first importance, 
probably because they found them so regarded by the 
older countries they had plundered. They became & 
royal luxury and were regarded as a sign of wealth and 
power, with enormous sums being paid for pearls of 
rare size and beauty. 

(Please turn to page 279) 
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Kingoff’s new Richmond store is 
still on architect’s board 

but when it is completed it win 
embody all latest developments 


of modern retail store design, 


Architect's drawing of new Kingoff 
store shows open front design which 
permits full vision into the store. 


New Store Awaits Only ‘Go Ahead’ 


ITH government restrictions on new construc- 

tion, the new Kingoff Jewelry Store, to be opened 
at Richmond, Va., is still in the planning stage, but, 
given the green light, work is already to begin on what 
will ultimately be one of the finest and most modern 
retail jewelry stores in existence today. 

The store will be located at 310 East Broad Street. 
The store front has incorporated in its design the “open” 
or “visual” front which is becoming more apparent in 
modern retail store design. This design puts the entire 
store interior on display to the passerby as well as to 
draw his interest to the interior by allowing the show- 
case of merchandise on display to run continuously from 
the sidewalk to the rear wall of the store, visually unin- 
terrupted by an all-glass front partition. This aim is 
furthered by extending the interior floor and ceiling de- 
signs right out to the sidewalk, and by carrying outside, 
showcases and show windows through the glass parti- 
tion into the store. This open front idea is calculated 
to improve upon the results: of window shopping since 
the display of articles does not stop at the front door. 

The show window on the right, as can be seen by the 
drawing illustrated herewith, has been located so as to 
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obtain the maximum shade from a southwest exposure. 
On the other hand, the use of a brilliant white surface 
on the face of the building capitalizes on the sunlight by 
the resulting brightness which makes the store stand out 
from its surroundings. Also the store sign, constructed 
of silhouette letters, stands out against the white back- 
ground. The store name is repeated again vertically m 
the vertical extrusion set flush with the marquee. 

On the inside. the fixtures will be in keeping with the 
modern decor of the building and will offer several 
innovations in effective lighting and full display tech 
nique. Complete lines of nationally known jewelry, 
watches and diamonds, as well as cameras, radios, applt 
ances and luggage will be shown on the first floor. In 
addition, a cleverly designed silver salon will feature 
complete stocks of well known sterling and plated silver 
ware. The mezzanine will be devoted to private offices 
and lounges. 

Victor A. Heiner, who is well known to the trade # 
the owner of Kingoff’s in Roanoke, Va., is president of 
the new store, with Stanley I. Kahn as vice-president 
Mr. Kahn, who will manage the new Richmond store. 

(Please turn to page 284) 
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Jewelry Design Ideas: The marquise, a graceful and delicate cut, is 


most widely used in diamond solitaires, but its possibilities, as seen here in designs by Marie Petit 


of New York, are limited neither to diamonds nor to rings. Combined with brilliants and tiny ca- 
bochons, marquise-cut sapphires form the basis for this pin, clip and earring set. Note Miss Petit’s 


new shoulder pin at upper left with its ribbon of platinum mesh. 
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“A Real Pearl Necklace that anyone can afford.” That’s 
a strong sales story to tell to your customers. 


Now the Victoria “Remembrance” Pearls make this possible. 
Your customers can start a Remembrance necklace at a nominal 
price, and then add a pearl or two for every birthday, anniversary 
or special occasion: Before you know it they'll have a real Pear] 
necklace, not simulated, not cultured, but genuine Oriental Pearls. 


For you, Mr. Retailer, this means a profitable initial sale, 
and a repeat at least once a year. To help you sell the 
Victoria “Remembrance” Pearls we have prepared a_ 
counter display; we will give you free envelope stuffers 
to enclose in your mailing and will start a national 
advertising campaign for the Holiday Season. 






1 ask your wholesaler today 


VICTORIA PEARL CO. LTD. 


Rockefeller Center, New York 20, N. Y. 
a division of S. NATHAN & CO., Inc. established 1901. 
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How Much Profit Did I Make? 


Here’s a method of knowing how much profit was made on a 


special sale, a vital piece of information which will prove 


valuable when similar special events are contemplated. 


by ERNEST W. FAIR 


oe \, Vi ELL, I think I made $300 from that sale, 
but... hmm... maybe after all was figured 
in it might have been $200, or...” 

Many a jeweler has gone through the same indecision 
when attempting to figure how much profit he actually 
made from a special sale prt on in his store. 

Just taking the gross business done or even the in- 
crease of gross business over regular business will not 
give us anywhere near a fair indication of how profit- 
able our sale was ... there are too many hidden and 
special factors which must be considered. 

And if the average jeweler is to hold sales success- 
fully he has to know which are the specific ideas that 
were profitable and which were not. Determining 
whether one type of sale or another is most profitable 
for one particular store can never be a matter of guess- 
work. 

The accompanying “Sale Check Card” has been de- 
signed to take as much of the guesswork out of deter- 
mining the actual profitable value of every sale we hold. 
One of these cards properly made out can give us an 
instant check on every sale we hold and when they are 
filed away can be used to plan all future sales for they 
readily point, in cold dollars and cents, to those which 
have proven most profitable for us. 

This card, in addition, is particularly valuable in that 
it brings to light most of the “hiden cost factors” in 
conducting a sale and gives us a ready tabulation of 
every factor that went into our sale. 

Let us see how it can be used in actual practice. The 
first line calls for the dates of the sale and days of the 
week on which it is held, for both are important factors 
when we use this data in the future to plan other sales. 
A comparative check of a number of these cards can 
also give the jeweler a ready idea of not only which days 
of the week, but what days of the month, are most profit- 
able for sales purposes with his own individual store. 

The second line calls for the amount of newspaper 
advertising used, the publication in which it was used 
and the total cost, and copies of such advertisements 
should be attached to this card when it is filed. Here 
too, we have another check point, for a study of a number 
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SALE CHECK CARD 
XYZ Jewelry Company 


Date of Sale Days of the week 





Amount Advertising used in Cost $ 





-Radio Advertising used on Cost $ 





Bills, Cards, other Advertising cost Cost $ 





Extra Salespeople for Sale: Number Cost $ 





Other Snecial costs of Promoting Sale Cost $ 








SALES REPORT 





ITEM No. Sold | Sale Price 


















































TOTAL NET PROFIT - - $ 





SUMMARY: 

Total profit from sales, last column above 

Store overhead for period, less advertising costs $ 

Special sales cost, as above.................. ee 
Total overhead cost of sale 


NET TOTAL PROFIT FROM SALE, subtract top 
from bottom figures 











Check card for determining sale profits 


of these cards can show which newspaper at our service 
are proving most profitable for our advertising. 
The third line calls for a similar treatment of radio 
advertising, the fourth is for bills and other forms of 
(Please turn to page 282) ; 
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RINGS by SOLOMON and MALKIN and MODERN JEWELRY CASTING CO. 


OVAL MANUFACTURING CO.., Inc. + 64 W 3éth St + 


. TRUE COLOR, GEM-LIKE, GLASS STONES 
OVAL IMPORTING CO.., Inc. * 212 U 
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Little Known Gem Stones 


. Best known of the chrysoberyl family of gems are the alexandrites, 
top, and the catseyes, below. Rough crystal formation is shown 
at lef:. Stones here are ‘from Wm. V. Schmidt Co., Inc., New York. 


Third in a series of articles on those gem stones 


generally unfamiliar to the public: but which should 


receive the appreciation that is due them. 


HOUGH the commonest form of this stone is prob- , 


ably the least known of any of its gem varietie#; the 
family also includes two of the most expensive stones. 
These are alexandrite and catseye—two subdivisions 
which have their own names. and their own characteris- 
tics. However, chrysoberyl makes an attractive, if 
neglected, gem in its own right, It is an oxide of beryl- 
lium and aluminum, it occurs commonly in pegmatite 
dikes and is an associate of such related minerals as 
beryl and phenakite. No one knows why chrysobery! 
should form under conditions where it appears that ade- 
quate silica is available; it is one of the many problems 
in mineralogy which remain to be solved. 


by FREDERICK H. POUGH, Ph.D. 
Curator of Geology and Mineralogy 
American Museum of Natural History 


Chrysoberyl is ‘very hard, about 814 on the Mohs 
scale, and very durable. Its gravity is 3.71° and its re- 
fractive index about 1.75. Although it cry$tallizes in 
the orthorhombic system, it has a characteristic manner 
of growing in three intergrown crystals which give an 
appearance of hexagonal symmetry. This is particular} 
well shown in the Uralian alexandrite chrysoberyl crys 

(Please turn to page 286) 
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THE Sapphire EXQUISITE GEM OF CEYLON 


CEYLON. 
Seland off 





or 
from Ratnapura, “Village of the Gems,” come the 





loveliest sapphires of all colors. Importing directly from 
Ceylon to New York, we present one of the world’s most important 


collections of genuine sapphires both mounted and unmounted. 


rage 


Harold COMES 





ved . 


BRITISH BUILDING, ROCKEFELLER CENTER, 620 FIFTH AVENUE, NEW YORK, KN. Y. 
237 





FoR JUNE, 1946 





Left, Vever's fantastic water lily, made 
entirely of diamonds and emeralds; Bry's 
gold chatelaine fastened by rosettes of 
rubies; another chatelaine by Fontana 
swagged across Molyneux's black gown. 


Theatre de la Mode's version of the 
boxes at the Paris Opera, showing 
a group of tiny dolls gowned by the 
“haute couture" and wearing jewels 
created especially for them by the 
greatest jewelry houses in France. 


Cartier's plastron of diame 
rubies and gold is an intri 
part of the Worth gown it ade 


Tiny Mannequins 


Display New Styles 





In French Jewelry: 


, VEN the most self-assured society belle will admit 
these days that New York’s best dressed women 
reside in the old Whitelaw Reid mansion on Madison 


Avenue, The women in question are all beautifully. 


garbed in the latest Paris fashions, their hair-do’s have 
been created by the leading coiffeurs of France, and 
their jewelry was designed especially for them by a 
dozen of the capital’s leading jewelers. Their only 
handicap is the fact that they are not flesh and blood 
hnt wire and crinoline and none stands more than 32 
inches high. They are the tiny mannequins sent to 
America as good-will ambassadors from the nation that 
is resuming its place as the fashion center of the world. 
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If you have any doubts about the preeminence of ouf 
French cousins in that field, let the photographs on thesé 
pages dispel them. 
The hundreds of dolls on exhibit in New York thi 
month will soon tour throughout the United States for 
the benefit of American Relief for France. Slated @ 
hit Boston, Chicago, St. Louis, San Francisco and 
Angeles, these little ladies are sure to make their I= 
fluence felt by fashion-conscious American women. Thef 
will be the visible demonstration of the vitality of Frenelt 
designing genius as well as the means by which underm 
nourished French children will be aided. For the “Thea 
tre de la Mode,” as it is called, was created by 
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reamuee of the Ages | 

On towering edifices of fable and fact.cf hope and fulfilinat is built the 
glovy of the diamend the whe rll a Winston jewel, whethor the smallest wale! 
ot titled mastoyrcce, Lbs the treamue of the ages. 


HARRY WINSTON. 


RARE JEWELS OF THE WORTD 
2 

SEVEN EAST FIFTY-£1RST STREET-NEW YORK 

220 WEST FIFTK STREET- LOS ANGELES 


OWNERS AND CUTTERS 


JONKER VARGAS saxo lIRERATOR DIAMONES 
TUE WINSTON COLLECTIONS MAY GE St 


ON REQUEST BY FINE JEWELERS IN YOUR CITY 

















One of the little stages on which the ! 
pageant of fashion is shown. This 4 
called "Nocturne," shows formal clothes — 


Diamonds sparkle on the black ostrich 
fan of the Molyneux doll; on the other, 
medieval gold collar and cuffs by Van 
Cleef & Arpels adorn Maggy Rouff gown. 


French apparel industries to help raise funds for 
L’Entre’aide Francais, the national charity organization. 

The 300 dolls in the show are arranged in charming 
stage sets depicting typical Parisian scenes. Most bril- 
liant of the scenes is a miniature duplicate of the Paris 
Opera on opening night. On stage is a full cast of danc- 
ers in bouffant pastel gowns taking a curtain call, while 
the loges on either side are filled with graceful élégantes 
in resplendent evening gowns enhanced by jewelry in 
diamonds and other precious stones reduced to doll size. 
Made by 12 of the leading Paris jewelers, the pieces 
were especially designed for the tiny figures and include 

(Please turn to page 283) 


Bouvin's waterfall pin cascades down the front 
of a white gown by LeLong; Boucheron's collar 
of diamonds on a black velvet gown by Rochas. 


Turban-twisted bracelet and recklace by Chaumet 
worn with white; shoulder corsage and headdress 
with purple satin. Below is a tiny street fair. 


’ 
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THE GUILD OF AMERICAN DIAMOND CUTTERS 


an affiliate of 


BAUMGOLD BROS., INC. 


62 WEST 47th STREET, NEW YORK CITY, N.Y. 


Vielee Plant: 305 East 45th Street, N. Y. C. Los Angeles Office: 220 West 5th Street 


Diamond Tool Research Co. YY 304 East 45th Street, N. Y. C. 


\ "Trade Mark U.S. Pot. App. for 








‘Teaser’ Ads 


Interest Students 


And Build Sales 


What is F* ? 
P’ 
Fer 


Fraternity Favors 


i ts a New, Complete 
eae of ideal Fraternity 
and Sorority Favors 


C, 


OPEN on St 
EVERY 
THE DRAG 
2236 GUADALUPE 


N odd and unusual type of “teaser” advertisement, 

run in a college newspaper recently by a small 

jewelry store, brought such amazing results that the 

store manager has mapped out an entirely new adver- 
tising campaign. 

By the use of a conspicuous type of advertisement, 
the small store was able to register large increases in 
the sale of school rings, fraternity, sorority and organi- 
zation pins, crested identification bracelets, lighters, com- 
pacts, fountain pens, and radios, Dell Sheftall, manager 
of a jewelry store in Austin, Texas, said. 

The question—‘Did you know F? is coming soon to 
Kruger’s Jewelry Store?’’—-printed in large, bold type 
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“F Square" kept students guessing in 
Kruger's initial ad in college paper, 
above. Followup ad, left, solved the 
problem and brought them to the store. 


by JUNE BENEFIELD 


Small “teaser”? ads in college paper 
spark interest of students and bring 
them in to buy at Kruger’s Jewelry 


Store, in Dallas, Texas. 


on the sports page of the college paper comprised the 
initial ad. It was run three times on alternating days. 
The “teaser” was explained in the school’s big Sunday 
issue, and stated simply that the strange “F square” 
meant that new stocks of fraternity and organizational 
favors had just arrived at the jewelry store. The teaser 
ads were three columns by six inches, and the explana- 
tory ad wus three columns by eight inches. 

The small ads brought club officers to the Kruger 
Jewelry Store inquiring about special group orders of 
crested items; it brought fraternity men and sorority 
women to the store to buy rings and compacts, and it 
brought the curious, who in turn purchased needed items. 

Mr. Sheftall and his staff carefully arranged the store 
for the inquiring students before the ad was given to 
the paper. The outside show windows, although very 


small, were attractively arranged with the new college 


favors along with radios and fountain pens. A special 

display of college rings, crested compacts, cigarette 

cases, necklaces and pens were arranged in the store's 

largest showcase, located near the center of the store. 
(Please turn to page 284) 
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@ She will quickly recognize the superior beauty of the Magic Circle ‘s, ‘ 
x 
diamond. This is the most important selling point! Her interest will  %, ‘\ 
‘ ‘ 
quicken as you explain the process whereby the added ‘‘magic circle ‘ * | 
. \ 

around the girdle” will bring to her most precious diamond an added * ‘ | 

‘ . A | 
glory hitherto unobtainable. @ The facts about the complete Magic x~ * 

» % 
Circle dealership and all of its various services and dealer helps are ‘, \ 
ey 

available upon receipt of your inquiry. ‘ ‘ 


Magic Eisele 


DIAMONDS 





A PRODUCT OF 


RUDOLPH DEUTSCH Co. 


CLEVELAND 15, OHIO 






REG.U.S. Pat, Orr 















































Credit Must Be Available 
When the Public Needs It 


REDIT managers of the nation’s larger mercantile 

enterprises are quite generally agreed that instal- 
ment selling will play a part of steadily increasing im- 
portance in the future distribution of consumer goods. 

This was evident in discussions of deferred payment 
merchandising which marked a conference of the Nation- 
al Retail Dry Goods Association’s Credit Management 
division, held in Chicago, in April. Wherever merchan- 
dise is sold on the instalment plan the views expressed 
by the various speakers will be found of timely and help- 
ful interest. 

After the country reaches full production, a Milwau- 
kee, Wis., banker, Carl M. Flora, predicted, “the amount 
of consumer credit outstanding may reach a total of 15 
billion dollars.” Roscoe R. Rau, executive vice-president 
of the National Retail Furniture Association, Chicago, 
asserted that “in the merchandising era ahead instalment 
selling will be taken for granted one million percent.” 
And Clarence E. Wolfinger, credit manager of Lit Bros., 


PA A 


by H. H. SLAWSON 


Philadelphia, forecast that “eventually, when supply 
catches up with demand, credit may find it necessary to 
seek the customer, instead of the customer seeking cred- 

Mr. Flora, who is vice-president of the First Wiscon- 
sin National Bank, Milwaukee, and chairman of the 
American Bankers Association Committee on Consumer 
Credit, was of the opinion that, because of shortages and 
scarcity of durable goods, consumer credit is not yet 
playing a vital role in our economy. 

“As production increases, however, consumer credit 
must be widely utilized to maintain our economy on 4 
democratic basis,” he asserted. ‘To bankers, therefore. 
it is obvious that when supply equals demand, very 
strong pressure may exist to extend consumer credit on 
unsound terms.” 

“Now is the time,’ Mr. Flora declared, “for us to 
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; Diamond Rings . . .  . Diamond Bracelets 
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Diamond Cutters 
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establish sound credit principles and a plan of voluntary 
cooperation that will insure the extension of credit on a 
sound basis when the pressure does come for unsound 
terms.” 


STEADY FLOW OF GOODS DEMANDED 


It is the job of credit executives and bankers, he main- 
tained, to insure a steady flow of consumer goods by 
financing their distribution. Elaborating, he said: “If 
manufacturers do not have a market for their output, 
production will soon cease and unemployment will result. 
We can provide no more jobs for people to build auto- 
mobiles, radios, refrigerators, etc., than we can find ways 
to distribute and finance these goods. 

“Consumer credit has created mass markets and made 
possible mass production. Therefore, it is obvious that 
consumer credit will play a leading part in providing a 
high level of national income.” 

Mr. Flora conceded that consumer credit does not 
create new buying power. But it does channel purchas- 
ing power of the average American family into worth- 
while purchases that enable them to enjoy a higher 


The instalment business will always be with us ang 
to regulate or legislate it out of existence, according to 
Mr. Rau of the Retail Furniture Association, “might 
well result in a profound change in our system of pri- 
vate enterprise.” 

“Retailers, banks, finance companies and manufactyr. 
ers,” he said, “all have far greater liquidity, more capi- 
tal and loose cash to finance expanding volume than jp 
any year before the war.” Definitely then, as he sees it, 
the outlook is for wider distribution of appliances ang 
other instalment-sold merchandise, from every kind of 
outlet, “down to the average filling station.” 


SEES MORE LIBERAL PLANS 


Mr. Rau referred to the “coming battle” between 
banks and sales finance companies for the business of 
handling instalment purchases of consumer durable 
goods and added that in the period ahead these two insti- 
tutions will make indirect collection plans available on 
a much more open and widespread basis than formerly 
was the case. 

“Their plans,” he said, “will be available to almost 


Diseussions of deferred payment merehandising at NRDGA’s 


Chieago eredit management conference indicate that reaching 


full production depends upon extension of reasonable credit terms. 


standard of living than they could otherwise achieve. 

“When, for instance, a family buys a mechanical re- 
frigerator with a life of some ten years, and finances the 
balance in twenty-four monthly instalments,” he said, 
“every time that family makes a payment they are ac- 
tually saving money which has been invested in a utility 
that will improve their health and increase their stand- 
and of living. If they had not had the discipline of 
forced savings through monthly payments, they might 
never have acquired a mechanical refrigerator.” 


URGE USE OF CURRENT INCOME 


“The American Bankers Association,’ he explained, 
“has taken the position that it is the responsibility of 
bankers to persuade people to hold their E bonds until 
maturity and to buy necessary goods out of current in- 
come for cash or on prudently budgeted instalment terms. 
If they do that, one of the greatest inflationary dangers 
will be averted.” 

“But if credit terms required by regulation are too 
severe to permit families in the middle and lower income 
brackets to make such purchases,” he quoted from the 
ABA statement, “either a hardship will be worked on 
those people, including veterans, or they will be forced 
to redeem their E bonds. 

“If a continued savings program to combat inflation 
is to be successful, then practical, realistic policies must 
be followed on selective credit controls. People with sub- 
stantial war savings, or those who are willing to cash 
their E bonds, should not be favored in the distribution 
of goods over the lower income groups.” 
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any merchant who can prove reliability as to credit and 
his own financial standing.” 

He reviewed his organization’s activities in uncover- 
ing “an amazing scheme promoted by a few utility lead- 
ers, several home building promoters, plus some of the 
leading national building magazines, to include washing 
machines, stoves, refrigerators and other movable appli- 
ances in the purchase price of a FHA home, and include 
the cost in the 25-year payment plan.” 

This idea still persists in certain circles, he said, and 
talk is heard of expanding the plan further to cover 
financing of home appliances and equipment, movable as 
well as fastened down, on remodeling jobs. 

“Home goods merchants,” said Mr. Rau, “do not feel 
that it would be wise at any time to overstimulate the 
idea of super-extended terms for relatively low-cost 
items. If government backs 25-years-to-pay for appli- 
ances and the like, the ground work would be laid for 
consumer credit that would obligate too much of the in- 
come of too many people for too long a time.” 


GOVERNMENT AID IN OFFING 


Government guaranteed financing of instalment sales 
is not new, Mr. Rau said. Stoves, for example, have 
been approved for FHA insurance in forty-two states. 
The question to be considered now is what will happen 
to home equipment going into veterans’ housing where 
the terms are even more lenient than twenty-five years? 

An effective approach to the problem of selling instal- 
ment credit is being used by Montgomery Ward & Co., 

(Please turn to page 285) 
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Multi-Facet...the only 
totally faceted diamond... 


reaching new heights in sales. 


Write for franchise 
availability in your 
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Examples of the Gl variety 
of "cat's eyes’ which are, 
actually, portions of the 
organism of the sea snail 
shown at bottom of the 
picture. Genuine cat's eye 
differs in being a mineral 
(chrysoberyl) which shows 
a band of light like the eye 
of a cat, across the stone. 


eRe 


Men ‘of the armed services have brought home from the Pacifie 


be it 
hundreds of pieces of the sea snail which they term “eat’s eyes.” 


While not resembling the true gem, they have their own beauty. 


MENG the many curious natural history souvenirs 
from the Pacific coral islands, sent home or brought 
home by members of the armed forces, the so-called 
“cat’s eyes” are among the most highly prized. We say 
“so-called” because what is usually meant when the sol- 
diers, sailors, and marines speak of “cat’s eyes” is a 
very different thing from the true cat’s eye. The latter 
is a mineral—chrysoberyl—and shows a chatoyancy or 
band of light like the narrowed pupil of a cat’s eye, 
which moves across the stone as it is rolled back and 
forth. What the boys are bringing home from the Pacific 
is a portion of the organism of the sea snail—the part 
which closes the opening of the shell when the snail 
draws inside. It is often colored in such a way as to 
resemble an eye, but has no chatoyancy, and being shell, 
is relatively soft. They are nearly circular in outline, 
flat on the bottom and convex on top. Small ones are 
about as large as half a pea, large ones, the size of 
dimes or even quarters. They have a gleaming “eye,” 
often with a greenish pupil surrounded by circular zones 
of pearly white, ivory, and dark brown; but their colors 
vary, some having dark blue centers, others red or 
yellow. 
The present writer’s interest in cat’s eyes began early 
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by WILLIAM K. GREGORY, Ph.D. 
Curator Emeritus of Fishes and of 
Comparative Anatomy, American 
Museum of Natural History, N.Y.C. 


in 1939, when he first picked up one of them on the 
beach at Herron Island, a part of the Great Barrier 
Reef, off the coast of Queensland, Australia. Pretty 
soon the diving member of his party brought in another 
from the coral reef and finally one was found in its nat- 
ural position—inside the coiled tube of a turban shell 
(T'urbo petholatus). Evidently it was the operculum ot 
trap-door of the shell, which fits snugly into the trumpet- 
like tube and protects its owner, the living sea-nail, from 
intruders. 

In the previous year, on the bench near Cape Town, 
South Africa, we had bought from a Greek fisherman 
three large turban shells of an allied species (Turbo 
sarmaticus). In these the operculum of the largest was 
as large as a fifty-cent piece. These opercula had n0 
“eyes.” but the convex side was composed of innumerable 
hard papillae, or warts, springing from a rounded lump 
of the same material. The flat side of this trapdoor 
was firmly attached to the upper surface of the reat 

(lease turn to page 805) 
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The new Gemstone 
collections present 
beautiful rings for every 
taste preference in every 
consumer price range 
from $25 to $5000... 
Each Gemstone origination 

e is truly a masterpiece of fine 

' craftsmanship, featuring 

genuine stones brought di- 

rect from world sources, in 

mountings of exclusive de- 
sign. Stocks available for 
immediate delivery. 
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by GENEVIA |. COLE 


(Left) A girl clerk at the Daniels 
store presents a "paid out’ cus- 
tomer “with a gift. (Below) "Get ‘em 
young" is Daniels’ motto, and rings 
are presented to customers’ babies. 


Push Good-Will 


For Suceess 


Getting custemers ‘back on the books again’’ is 
a difficult process sometimes, but Daniels, Des 
Moines, Iowa. combine imagination and ideas. 


You'll be leg You wetted 
were : 


@6@ TIMULATE your business with ideas.” That's 

the basic principle for the successful operation of 
a retail jewelry store, according to Daniel T. Cohen, 
manager of Daniels Jewelry Store, Des Moines, Iowa. 
He practices what he preaches, and by the exercise of 
brains and imagination has achieved some remarkable 
results in having his old customers coming to the store, 
and drawing new ones as well. Mr. Cohen believes 
there’s always a good idea somewhere that can be used 
to good advantage if you only look for it. 


Here are some of the things that he has found effec- 
tive: 


One of the problems of the credit store is to get back 


into the store and onto the active books again the cus- " i : o Most of Daniels’ newspaper 
“ =/ advertising features mer 


temer who has finished paying his account, and there- : = chandise. However, occo 


fore has no occasion for further weekly or monthly visits = sional insertions (such os 
t ke hi ts. Here’s th Daniels h — those shown on the follow- 
o make his payments. ere’s the way Daniels han- s ios pope) ovo of GH 


. AN 
dies it. 108 'NO. FEDERAL: BesMO tutional character tied: 
; in with a special occasion. 


When an account is completely paid in full, a letter is 
sent to the customer thanking him for his business and 
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THE MOST DIVERSIFIED 
STOCK OF QUALITY STONES 
IN THE WORLD! pon 


Here is one of America’s most sales-commanding collections 
of popular precious, semi-precious, synthetic and 
imitation stones . . . ready to grace the proud creations of 
the country’s foremost creative jewelry manufacturers. 
Here, blazing with dramatic brilliance born of perfect 
precision cut, are quality stones of every shape, color and 
description. . .every one .nasterfully measured and 
accurately sized with traditional K&B craftsmanship. 
This significant perfection is inevitably evoking a new 
dynamic interest on the part of jewelers everywhere. 
Anticipate the retail demand of alert merchandisers who 
recognize the compelling effectiveness of K&B stones. 
Earn the confidence and the loyalty of a discriminating trade 
by using a stone source of unequalled excellence ... 


Kittay & Blitz, Inc, We invite your consideration. 


22 WEST 48 ST., NEW YORK 19, N.Y. 


IMPORTERS AND CUTTERS... PRECIOUS .. . SEMI-PRECIOUS . . . SYNTHETIC AND IMITATION QUALITY STONES 


FOR JUNE, 1946 











Daniel Cohen, manager of the 
store, displays an engagement 
ring to a prospective bride. 


informing him that if he will bring the letter back into 
the store within two weeks, there will be a free gift wait- 
ing for him. The free gift is a glass salt and pepper 
shaker set with a sterling silver top, on a tray with a fan 
shaped handle, or some other inexpensive but attractive 
item. Enclosed with the latter is a credit card. 


When the customer arrives for his free gift, Mr. 
Cohen or the clerk who greets him, takes advantage of 
the opportunity to show some articles that seem likely 
to interest that particular person and suggest diplomati- 
cally that they open the account again. The customer is 
naturally in a friendly mood after receiving his gift, and 
being out of debt, feels free to take on another purchase, 
with the result that a new sale is usually made and a 
good account kept active. 


Another of Mr. Cohen’s methods for getting people 
into the store is to be on the alert for favorable “buys” 
of various kinds of merchandise—even if they’re a little 





outside the field of strictly jewelry items. Then instead 
of taking advantage of the low cost to make a long profit, 
Daniels prices them at very little above cost, and uses 
them to draw traffic into the store with a special sale. 


For example, not long ago they had a sale of glass 
tumblers, which would normally sell for about $1 a 
dozen, but which Daniels offered at 59c a dozen. They 
sold about fourteen hundred and forty dozen and brought 
droves of people into the store. Many of them bought 
not only the tumblers, but various jewelry items as well, 
and all of them at least had an introduction to the store 
and its merchandise. Plated silver flatware and alumi- 
num ware are other goods that have been used in this 
way. 

Studies of jewelry store merchandising such as the 
recent Elmo Roper survey for the Jewelry Industry Pub- 
licity Board, have repeatedly shown that one of the 
greatest needs for the jeweler is more store traffic. Dan- 
iels by this simple stunt created it. 


Of course, this method might not be acceptable to the 
“exclusive” jeweler, but for the store catering to the 
popular market it certainly gets results. 


Mr. Cohen also has proof that direct mail advertising 
is a good method of promoting business. In ordinary 
(Please turn to puge 307) 
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View of the 
window dis- 
play of Dan- 
iels' store. 





(Left) Adver. 
tising for spe- 
cial occasions 
is a "must" 
with the Daniels 
firm. (Below) 
The ''Honor 
Card" given to 
customers con- 
cluding a credit 
purchase often 
causes them 
to keep the 
account open. 





po 


Tue Easter Brive 
ond 


BRIDES.To. Be 


_ This watch service guarantee bond, given with 
watches purchased from Daniels, has coupons 
covering replacement of crystals, crown, etc. 
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Search For New Revenues 
Threatens Inereased Tax Burden 







Inereasing municipal expenditures for payrolls, publie werks 
and generally expanded post-war facilities, hold threat of 
new taxes to be levied against the retailer at point of sale. 























NCREASED tax burdens for jewelers are threatened by BETHUNE JONES 


by an intensified search for new non-property tax 






revenues now under way in cities throughout the coun- 
try, a survey of developments in the municipal finance Toledo took one of the most significant steps in the 
field discloses. municipal revenue field this year with the adoption of 
Pressure for increased municipal expenditures for a 1 per cent municipal income tax, estimated to yield 
payrolls, public works and generally expanded post-war between $3,000,000 and $4,000,000 a year. Inaugurated 
facilities and services is giving unprecedented impetus March 1, the tax is levied on wages, salaries and com- 
to the trend of recent years toward adoption of new missions of all residents and non-residents earned in 
municipal taxes and increased municipal sharing in the Toledo; net profits of all Toledo businesses and profes- 
receipts of state-collected taxes. sions, or those conducted by non-residents in Toledo, 
* General sales tax, so-called “luxury” levies, income and on that part of the net profits of corporations earned 
taxes, business license taxes and other forms of new in Toledo. The tax on wages and salaries is deductible 
revenue sources are being increasingly considered by by employers from pay checks of employees, while those 
cities for local imposition. That this trend can seri- not classified as employees will pay quarterly on declara- 
ously affect the over-all level of taxes in the states was tions of estimated tax. 
demonstrated when New York State’s legislature this 









year enacted reductions of $122,000,000 in state levies MANY CITIES EYE LOCAL TAXES 
but authorized New York City to impose new local taxes Although Philadelphia is the only other city in which 
with an anticipated yield of $69,000,000. The state tax such a tax is currently effective, the revenue potentiali- 

























cuts would have been far more than offset had the legis- ties of municipal income taxes are being considered by 
lature approved an originally proposed $142,000,000 many other municipalities. Among the cities where such 
New York City tax program. a levy has been suggested this year are Dayton, Ohio; 
New York, Boston, St. Louis, Minneapolis and Mil- 
NEW YORK SALES TAX DOUBLED waukee, with similar proposals having been raised 
Among other things, New York City was authorized earlier in many others, including Dallas, Providence, 
to raise its local sales tax from 1 to 2 per cent, and to Kansas City and Detroit. 
double its gross business and similar taxes. Proposals 
which were abandoned in the New York City program, PHILADELPHIA ABANDONS SALES LEVY 
but which are nevertheless significant as to what may Prior to enacting its municipal income levy, Phila- 
be expected later, included a wage tax and a 5 per cent delphia abandoned a short-lived local sales tax. Adopted 
tax on the sale of so-called “luxury” items. . in 1938, the sales tax, levied at the rate of 2 per cent, 
Mayor James M. Curley of Boston has proposed a brought in only $6,793,614 during its 11-month exis 
Massachusetts state constitutional amendment to enable tence. Merchants said it cost 11,000 retail clerks their 
cities to levy new local taxes, including general sales jobs, and blamed it for causing a drop of $53,200,000 
taxes and “luxury” taxes. A number of bills to authorize in retail sales. 
broadening of local tax bases were introduced this year Put into effect in 1940 at the rate of 114 per cent, 
in the Rhode Island legislature under particular pres- the Philadelphia income tax yielded $16,195,139 that 
sure from Providence and Newport. Municipal officials year; $18,377,901 in 1941 and $24,762,401 in 1942. 
in many other sections of the country, including Chicago, With the rate reduced to 1 per cent in 1943, it produced 
Minneapolis and St. Louis, have been joining in the $20,761,884; $22,315,116 in 1944 and $22,430,458 last 
search for new revenue sources. (Please turn to page 811) 
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To the Ladies. . . 





A series of personality portraits 


of women in the jewelry field. 


Vill 


y Bo 


Homemaker and Jeweler 


vu 


— after Herman W. Antemann opened his 
little jewelry and goldsmith’s shop in Albany, 
N. Y., 85 years ago, he,decided to do something special 
for a new arrival in the household of one of his custom- 
ers. The gift he finally hit upon for the baby was the 
first of hundreds now. cherished by men and women all 
over the country. It was a tiny ring, created by melting 
down a single gold coin, set with a one-point diamond. 
Done entirely by hand, like so many of the things one 
could get at Antemann’s, the ring soon became a tradi- 
tion both with the store and with the families of Albany. 

Today Antemann customers continue to be delight- 
fully surprised by the gifts their heirs and heiresses re- 
ceive from the store that sent that first coin ring, thanks 
to the founder’s granddaughter, Elizabeth Booth. Mrs. 
Booth, who with her aunt, runs the H. W. Antemann 
store in Albany’s Maiden Lane, went to work in the shop 
only 10 years ago, at a time when the ring tradition was 
all but forgotten. She revived it and it is once again as 
much a part of the store as its huge collection of opals 
and its reputation for “different” jewelry. Mrs. Booth, 
who has been running the store practically single-handed 
during the past year or so, is a remarkable woman, in 
spite of her protestations of being “just an ordinary 
person.” She stepped from the role of homemaker and 
club woman to that of jewelry buyer, manager and gem 
expert with an ease that would have floored “just an or- 
dinary person.” 
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ELIZABETH M. BOOTH 


Until 1936 she had been purusing a far from inactive 
career involving the management of a 14-room home in 
an Albany suburb and raising four very lively children, 
so retailing did not offer any sharp contrasts to’ Mrs. 
Booth. She merely transferred her apparently inex- 
haustible stores of energy and enthusiasm to: her ‘new 
job. She set about learning all she could about the trade, 
about gemstones, and about Antemann’s., Althoughysome 
of her earliest memories involved her grandfather's 
shop, she had been too busy during the intervening years 
to learn much about the store itself. It was at this point 
that Mrs. Booth discovered and revived the baby ring 
custom, much to the satisfaction of Albany’s youngest 
set. 

She discovered a lot of other things, too, not the least 
of which was the science of gemology. With the enthw- 
siasm of a woman to whom new things are not a chal 
lenge but an opportunity, Mrs. Booth started to take 
courses at the Gemological Institute a few years ago 
and is now a Registered Jeweler. “Selling jewelry isnt 
like selling just anything,” Mrs. Booth told us recently. 
“You have to: know a lot more than the layman to get 
by.” Although her time is fully occupied with her work 
in the store, her frequent buying trips and her lectures, 
she is beginning to find time to study for the Certified 
Gemologist title, the highest awarded by the GIA. 

Antemann’s has always had a_ name, ; for unique 
(Please turn to page 313) 
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BONDED DIAMOND RINGS 


Dramatic full-color ads in leading national magazines 
command attention ...create customer demand for 
Cardinal Bonded Diamond wedding and engagement 
rings. Powerful sales promotion and merchandising aids. 
plus a unique new selling idea builds customer con- 
fidence and sales. An actual Bond, given at the time of 
purchase assures customer satisfaction. Write today 


for further details. 


e Full color ads in e Window Displays! e Radio Spot 
leading national e Counter Displays! Announcements! 
magazines! @ Dealer Ads! e Newspaper Ads! 


CARDINAL DIAMOND SYNDICATE 


BAUMAN. MASSA JEWELRY CO., ST. LOUIS, MO. « M. B. BARKAN COMPANY, MILWAUKEE, WIS. 
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(Right) Counters are placed 
only on one side of the new 
Jack's store, although wall 
cases are placed opposite. 
(Below) A view of the front 
of the store showing desk- 
type counter in foreground. 


Jack’s Rome, N. Y., 
store was designed 

to make sales easier 
by departmentalizing 


their merchandising. 


Modern Design for Sales Efficiency 


AKING the utmost advantage of limited space, 
the new home of Jack’s Jewelry Co., Rome, N. Y., 
reflects careful planning and attention to detail which 
resulted in an extremely attractive, modern shop. 
Measuring approximately 15 feet by 72 feet, the 
store did not lend itself well to more than a single dis- 
play counter. Consequently, provision was made to 
departmentalize the merchandise and identify the sec- 
tions by means of wall-lettering illuminated from be- 
hind. 
Upon entering the store, the first display encoun- 
tered is jewelry and, after that, watches, diamonds and 


silverware. Opposite, despite the lack of a counter, — 


are protruding displays alternated with mirrors. These 
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displays feature gif.wares, clocks, wallets and acces 
sories. 

A desk-type counter, with chair, is located between 
the diamond and silver departments for the better 
examination of merchandise by customers. Opposite, 
adjacent to a large showcase, is a comfortable seat for 
customers who are waiting for attention. 

The fixtures, wall-lettering and cabinets in the store 
are all constructed of pickled oak. The floor covering; 
which creates the impression of greater space through 
the use of alternating dark and light strips, is of the 
new Manville tile. All illumination is recessed except 
for twelve “bullet” spotlights which are focused 
various displays. 
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Bluebird 


FOR HAPPINESS 


















Single, two and three strand necklaces are beautifully 
packaged . . . some have diamond clasps. Sold only 
through jewelers, Bluebirds retail from $10 to $62.50 














BLUEBIRD + 55 East Washington Street » Chicago, 2 
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SIMULATED 


Commercial Standard Proposed 
For Gold-Plated Articles 


New code would establish minimum thickness 
of plating for items labeled “‘gold-plated”’’, and 
forbid quoting karat qualities or equivalents. 


PROPOSED new commercial standard designed 

to make the description “gold-plated” mean at 
least a reasonable degree of quality in the goods so de- 
scribed was carefully considered at a meeting of manu- 
facturers in that field, held at Providence on Friday, 
May 19, at the Providence-Biltmore Hotel. 

The code, which would give gold-electroplated articles 
the benefit of a known standard of quality, such as is 
now enjoyed by karat gold goods, gold filled and rolled 
gold plate, items made of a combination of silver and 
karat gold, and platinum jewelry was formulated and 
submitted jointly by the Jewelers’ Vigilance Committee 
and the New England Manufacturing Jewelers’ & Sil- 
versmiths’ Association. Its complete text, as revised by 
the meeting is appended to this article on page 342. 


LIMITS ‘GOLD PLATED‘ 


‘Chief requirement under the proposed standard is 
that for an article to be marked or described as “gold- 
plated” it must have a minimum thickness of plating 
equivalent to seven millionths of an inch of fine gold. 
This, it was explained, really means the minimum to be 
aimed at by the plater is one one-hundred thousandth of 
fine gold. The difference is a tolerance of 30 per cent 
which is to be allowed because of the fact that in actual 
practice an article will seldom be plated to exactly tlie 
same thickness on all parts of the surface and therefore 
an allowance is made for these variations. Note that the 
seven one millionths is not the average for the whole 
article, but the minimum for the part with the thinnest 
plating. ’ 

Articles whose plating is of less than the thickness 
provided for may not be described as gold plated but 
only as “gold colored,” “gold washed,’ or some similar 
term. 


THICKNESS IN TERMS OF FINE GOLD PLATE 


Note also that the thickness is measured in terms of 
the amount of fine gold plate of the article. The reason 
for this, it was explained, is because it is impossible to 
measure the thickness of plating accurately on any other 
basis. Also, as was pointed out at the meeting, it is im- 
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possible to control accurately the karat quality of the 
gold deposited on the article by the electroplating 
method. 

For the same reason, the use of terms referring tp 
karat quality of the plating or any equivalent thereof 
are expressly prohibited. This, of course, is merely a 
confirmation of the policy already followed by the Fed- 
eral Trade Commission which in various cease and desist 
orders, has forbidden that gold electroplating shall be 
labeled or advertised as being of a certain karat quality, 


TOLERANCES NOT PERMITTED 


No tolerances are to be allowed from the standards 
mentioned above, but certain parts of articles which are 
not normally electroplated are exempt from the require- 
ment, such as screws, springs, knife blades and the like. 

Methods for sampling and testing the thickness of 
plating are provided for in paragraphs 1] and 12 of the. 
standard, though in actual practice, it was pointed out, 
that since in a properly operated electroplating bath an 
immersion of five seconds can be expected to produce a 
plating of one one millionth of an inch in thickness, im 
mersion in the bath for 50 to 60 seconds will provide 
reasonable assurance that the quality standard will be 
met. The scientific testing method is provided for use 
only in accurate determination of quality when protests 
or complaints arise. 


OPPORTUNITY FOR SUGGESTIONS 

The test of the standard, as revised and agreed upon, 
at the meeting will now be circulated by the Bureau of 
Standards among all interested parties who will be given 
ample opportunity to suggest any further changes or re 
visions. These, in turn, will be thoroughly considered 
and the final draft of the standard will then be drawn 
and submitted to a vote of the industry. If this is affirma- 
tive, as is generally the case, its text will then become a 
commercial standard having the force of law. 

Its text, as it stands at the present incorporating the 
revisions made at the Providence meeting, reads 4 


follows: 
(Please turn to page 342) 
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Three-Quarters of Families 


Bought No Jewelry Last Year 


Analysis of a typical American market area conducted by the 
Milwaukee Journal discloses that only one-quarter of all the 
families bought diamonds, watches or costume jewelry, and 
many of the purchases were made in a department store at that. 


REATER MILWAUKEE, Wis., is a typical Amer- 

ican city area. It boasts 228,927 families from 

all walks of life, ranging from the extremely poor to the 
wealthy. 

This typical American market, according to a con- 
sumer analysis made by the Milwaukee Journal, is 
far from jewelry conscious. A mere 26.5 per cent of 
the families had a member who had entered a jewelry 
store in the previous year to purchase diamonds, watches 
or costume jewelry costing more than $15. In short, 
three-quarters of the families in the Milwaukee area 
were unaware of the existence of jewelry stores or, if 
aware of them, not sufficiently interested to enter. look 
around, and buy. 

This, of course, bolsters the contention set before the 
trade last fall (and hammered home ever since )—that 
the Jewelry Industry Publicity Board’s million-dollar- 
a-year program is vitally needed to make the people of 
America jewelry conscious. The basis for the Board’s 
argument is the survey conducted by Elmo Roper. Now, 
from another, disinterested source, comes confirmation of 
the fact that jewelers must unite in a program to pro- 
mote their trade. 

The consumer analysis conducted by the Milwaukee 
Journal is far from a haphazard affair. It has been in 
existence for 23 years and is, in effect, the ‘“grand- 
daddy” of all consumer surveys being conducted today. 
Concluded in April, it bases its figures on tabulations 
made from questionnaires filled in by responsible resi- 
dents of greater Milwaukee, in January, 1946. 


JEWELRY QUESTION SIMPLE 


By and large, the questionnaire submitted to Milwau- 
kee residents concerned all buying habits: foods, soaps, 
drugs, beverages, homes and equipment, and general 
habits. It was under this latter classification that the 
data relative to the jewelry trade was secured. The ques- 
tion was simple: “Have you purchased any of the follow- 
ing types of jewelry within the last year? (Check which 
you purchased and type of store where purchased.) 

“[] Diamonds at [] Jewelry store []) Department 
store; 
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“(| Watches at [_] Jewelry store [_) Department store; 

“[] Costume jewelry (valued at over $15) gf 
(| Jewelry store (] Department store (_] Women’s Weg 
store.” 

That’s all there was to the question as it appeared on 
the blank submitted to heads of Milwaukee families. But, 
because of the fashion in which the Journal’s survey op: 
erates, it provided a wealth of information about the 
jewelry-buying habits of the people. 

For example, of the 26.5 per cent of Milwaukee fam- 
ilies who did purchase jewelry during 1945, 55.5 per 
cent purchased costume jewelry valued at over $15, 49.8 
per cent purchased watches and 13.7 per cent purchased 
diamonds. However—not all of the purchases were 
made in jewelry stores! 

Although the great majority of the diamonds bought 
in Milwaukee during 1945 (87.1 per cent) came from 
jewelry stores, jewelers lost approximately one of every 
eight potential sales to other retailers, 12.1 per cent of 
the diamond purchases being in department stores. Stil 
fewer families bought their watches at a jewelers: 83 per 
cent, while the remainder went to department stores for 
timepieces. And, although only costume, jewelry costing 
more than $15 was considered, a mere 55 per cent wai 
bought in jewelry stores: 86.3 per cent came from de 
partment stores, 6.8 per cent was bought in women's 
wear stores and the remaining 1.8 per cent was acquired 
from some other source. 


JEWELRY BUYERS IN ALL WAGE GROUPS 
Since the Milwaukee Journal’s survey considers, 
among other things, the income status of purchasets 
(questionnaires are sorted according to rent areas), # 
curious fact developed. Although one might expect that 
higher income groups would purchase the greatest 
amount of jewelry, the returns indicated that Milwaukee 
purchasers had been pretty evenly divided among fou 
groups. Those paying rent amounting to $50 a m 
or more bought 29.8 per cent of the jewelry, those pay 
ing $40 to $50 rent bought 25.6 per cent, those in the 
$30 to $40 bracket bought 25.7 per cent, and the lowett 
(Please turn to page 341) 
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A WINDOW FOR THE COMING MONTH 
(From page 205) 


“For that one hot dish!”; with tray or platter—‘For 
cold cuts and relishes.” 

A wide variety of groupings is possible depending on 
the merchandise available—bouillon cups for jellied con- 
somme, parfait glasses, fruit bowls and cake dishes may 
be shown. In flatware, iced tea spoons, ice cream forks, 
salad serving spoon and fork and individual salad forks, 
cold meat forks, tomato servers and berry spoons should 
be featured. 


TO MAKE CLOUDS 


Large cloud on the window floor is made by simply 
fluffing out spun glass and spreading it thickly over the 
floor area. Gloves should be worn when handling the 
glass as the small particles sometimes irritate the skin. 
For the smaller clouds—cut ovals of beaver board the 
size wanted. Punch holes for inserting the threads by 
which the platform is suspended. When the platform is 
in place cover ‘it with the spun glass, fluffing it well 
around the edges so that the board is completely con- 
cealed. 

The glass may be re-used and is completely fireproof. 
Two pounds will do an average size window. 

The number and size of the small suspended clouds 
will depend of course on the size of the window and 








the merchandise you wish to show on them, Oval, ‘ 
proximately 14” by 9” were used for the model windo, 






TO MAKE COPY SCROLL 





Copy scroll is cut from illustration board or show carj 
board and hand-lettered. It can also be suspended fron, 
the window ceiling with thread. Scroll in model mes. 
sured 24” long by 4” wide. 









GROUPED BABY GOODS BUILD SALES 
(From page 209) 


with a lower-priced item for $1.80, silver and mother of 
pearl rattles for $4.50, and dumb-bell rattles at $8.50, 

There are rings, generally in 10-karat gold, ranging 
from $2.40 to $10, lockets from $3.60 to $12, identifica. 
tion bracelets at $1.80, and fancy bracelets at $9 an 
$11.50. A very popular gift item is the chromium ep. 
closed dish warmer, in three sections, selling for $4.75, 
Always in regular demand are brush, comb and mirror 
sets, baby books and round photograph frames made of 
sterling and selling at $2.50. Another good line are the 
Mason Masterpieces whereby baby’s first shoes are pre 
served as book ends, ash trays and a variety of similar 
articles. These are taken on order from $3.15 wp, 
depending upon the article and the material of which 
it is made. 

Merchandise is purchased from various manufacturers 
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by George L. Collins, manager of the Baby Shop, the 
sterling silver and plated ware departments. According 
to Mr. Collins, this collection of merchandise represents 
items from many departments in the store, including the 
silverware, jewelry, and gift departments; the art, sta- 
tionery, and novelty departments. 

“The big thing is to departmentize this merchandise,” 
he explains, “thereby making it easy for the customer 
to make selections. Many times a person seeks a gift 
for the new baby and has little idea just what to get. 
By seeing this merchandise grouped together, the cus- 
tomer makes a quicker selection and often buys two or 
three articles. She may see other items which suggest 
themselves for the baby for Christmas or perhaps for his 
first birthday, and there we benefit from a good repeat 
business. When we consider the progress that has been 
made during these times, we realize the venture will be 
even more successful when these limitations are re- 
moved.” 

The department is about nine feet long and has an 
overhead marker reading “Baby Gifts.” Merchandise in 
the display case is shown against a background of blue 
rayon, with larger articles such as brush, comb and mir- 
ror sets shown against a white doily. It makes an attrac- 
tive-looking display. 

Advertising for the Baby Shop was first used in the 
Providence Sunday Journal in space two columns six 
inches long. Headed “Announcing The Baby Shop,” the 
copy emphasized half a dozen merchandise items, illus- 


trated and priced, and added “Many other items fee 
baby at a wide price range.” This has been followed by 
one small, reminder-type advertisement each week, These 
are never merchandise ads, but always of an institutions) 
character. 

Merchandise advertising over Providence and Pay. 
tucket radio stations is used from time to time, but with. 
out any specific schedule. The store contracts for spot 
announcements, and the baby department comes in fy 
its share of this time. Spots are 125 words and empha- 
size merchandise at a specific price, a price range or g 
price given as $3, and up. Text of the message often 
suggests that the fond uncle or the grandfather might 
give the baby a certain gift. Messages emphasize the 
fact that there are gifts for new born babies and thoge 
up to five or six years old. This merchandise also gets 
its share of space in the Tilden-Thurber window dis- 
plays, which are always good pullers. 


MODERN STORE DESIGN REFLECTS JEWELRY 
(From page 211) 


much as it hides the entrance to the service department, 
houses the watch-repair racks, writing desk, cash- 
register and odd-storage space. All of these items are 
unsightly if exposed in a store, and the clever combina- 
tion behind the screen helps increase the shop’s attrae- 
tiveness. 

On either side of the tubular screen in front of the 
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rear partition are three chrome chairs and a smal] table 
with a diamond light thereon. Thus, there are two 
“offices” available for the showing of diamonds and 
jewelry designs. 


SPECIALIZE IN JEWELRY DESIGN 


Thus uniquely arranged the House of Gems makes P 
specialty of jewelry design, attracting customers who 
have precious or semi-precious stones and wish them 
remounted. After the stones are inspected for value, g 
sketch is submitted to the customer along with Proposed 
specifications and reasons for the style suggested, 

In one instance, a soldier returned from overseas with 
several loose, odd-sized diamonds and wished to employ 
them in a ring. After examining the stones, a prelinj- 
nary suggestion of a “snake” ring was made and, when 
the customer agreed drawings were produced and th 
following specifications drawn up: 

“1, Styled in a heavy masculine manner in keeping 
with the athletic stature of the individual. 

“2. Largest diamond set in serpent’s head, and smaller 
stones graduated back toward the bottom. ; 
“3. Diamond settings in body in bead flush mountings, 

simulate natural body markings of serpent. 

“4. Left side sculptured in three tubular coils ip 
heavy relief, right side coils gracefully melting into half- 
rounded shank. Left side kept heavier to focus and 
carry the eye to serpent’s head to accentuate diamonds, 

“5. Provision made to add additional stones at 
future date, if desired.” 

A four-page, black and gold bound folder is the lead- 
ing promotion piece for the House of Gems. Titled “The 
Story of Your Diamond,” it includes a registration page 
for the ring purchased from the firm and, in addition, 
includes two full pages of historical material concerning 
diamonds. 

Although the design and sale of fine jewelry are two 
paramount aspects of the House of Gems’ operation, the 
maintenance of an extensive repair department is not 
overlooked, either. The department’s space is almost 
one-half as large as the main part of the shop, and is 
equipped with virtually every type of repair part for 


| watches, clocks and jewelry. 


The proprietors of the House of Gems have both been 
associated with the jewelry business for many years. 


| Mr. Scott has been active in the jewelry business for 
_ 25 years, and Mr. Bowers has been associated with the 


trade for over 14 years. 


SMALL BUT OFT REPEATED 
(From page 213) 

here that money alone could never buy. Our 75 years 
of service add a personal interest that is priceless.” 

One advertisement in the Howes series was truly 
different: it was one of those rare ads which admit that 
there are other places to trade than the firm which is 
advertising. The title word in this ad was “Respect 
and, beneath, it was stated: “This community is far 
ored with several outstanding jewelry firms, each har 
ing won a loyal clientele. This establishment is proud 
to be in such distinguished company, equally pledged 
to highest standards.” 


THE JEWELERS’ CIRCULAR-KEYSTONE 


















915.000 REWARD 


On March 29, 1946, the jewelry described below was stolen from a room in the “Homestead,” Virginia 
Hot Springs. 

The above reward is offered for the recovery, or information leading to the recovery, of this jewelry, and 
the arrest and conviction of the thief or thieves, or any person criminally receiving, buying, or withhold- 
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The series was started when the Howes firm was 
beginning its 75th year in the jewelry business. Con- 
vinced that dignified institutional advertisements would 
assist in building prestige, Mr. Howes also felt that 
the scarcity of merchandise warranted this approach 
rather than displays concerning specific articles. For a 
long-range program it was felt that prestige ads would 
be most productive, particularly in view of the fact that 
many customers had learned that courtesy, as well as 
merchandise, was scarce during the war. To quote Mr. 
Howes: “Since courtesy has never been rationed in any 
of our-four stores, we think it good business to shout 
about it.” 


DON'T SELL COSTUME JEWELRY SHORT! 
(From page 215) 
pairs on the shoddy clip. Even if the jeweler charges 
for such repairs, his time—and patience—are certainly 
taxed out of all proportion to the price he gets. 

This sort of thing can be avoided by demanding well- 
plated goods, taking care to see that findings, chains, 
etc., are well made, choosing styles that have staying 
power and will not linger on the shelf after the fad of 
the moment passes by. 

The key figure in the accessory jewelry set-up is your 
sales girl. All the manufacturers consulted agree that a 
girl, preferably young, preferably attractive, should be 
put in charge of the costume jewelry department. Even 
if the “department” is only a small counter and a couple 








of shelves, it should definitely be separated from the 
precious jewelry. The girl who takes care of it should 
ideally, have good style sense, know what “they” pe 
wearing, and, most important of all, she should not be 


snobbish about low-priced jewelry. 


COSTUME JEWELRY NEEDS NO APOLOGY 


The man who has been handling diamonds lj his 
selling life, when called upon to show a twenty-five 
dollar pin, is apt to act as though it were just a litt) 
unworthy of him. It’s an understandable reaction, but it 
won't help your accessory jewelry department. Today's 
product needs no apologies and because it serves a dif. 
ferent purpose from that of fine jewelry, selling it wijj 
not prevent a sale of diamonds, rubies or karat gold, 
On the contrary, it will promote such sales. Let’s put it 
this way: Mrs. A enters your store in search of some. 
thing nice for Aunt Jane. She has fifteen dollars tp 
spend and she thinks jewelry would be suitable. There 
isn’t a chance in the world of Mrs. A buying Aunt Jane 
a diamond necklace, but she is inside a jewelry store 
and is in the mood to buy. The wise jeweler will sell 
her an attractive piece of accessory jewelry worthy of 
his store’s name without embarrassing her by a haughty 
attitude toward her fifteen dollar purchase. The next 
time Mrs. A thinks of buying jewelry she will return 
to the shop that treated her costume jewelry purchase 
as a sale, not a charity. 

Because accessory jewelry depends so much on its 
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fashion appeal, one prominent manufacturer suggests 
placing a chair and table near that counter with several 
fashion magazines at hand. This not only creates in- 
terest in the style aspect of jewelry, but it helps the 
customer get a line on big city fashions. Not only do 
most of the larger houses advertise, but they hew close 
to the fashion line laid down in fashion publications. 
The style factor should never be overlooked in selling 
costume jewelry, and it is the magazines that educate 
American women to want and buy smart looking things. 

One clever manufacturer has capitalized on the com- 
mon desire to know the correct thing in fashions by pub- 
lishing a handsome little booklet which he advertises in 
the pages of the women’s magazines. Entitled ‘All That 
Glitters .. .,” the leaflet places its emphasis on ingenious 
ideas in using jewelry as an important part of the ward- 
robe. Suggestions for turning two pins and a chain 
bracelet into a chatelaine, for wearing “families” of pins, 
for combjning an important brooch with a bit of ribbon 
for a belt fob, and other imaginative ideas are sprinkled 
through the well illustrated booklet. The suggestions 
all add up to one basic idea—that jewelry is a requisite 
for the well dressed woman. The reader is urged to usc 
originality and imagination in her choice of jewels and 
the photographs give equal attention to good taste and 
“drama.” The booklet is sent free to anyone who re- 
quests it and thousands have done just that. Many 
jewelers have taken advantage of this manufacturer’s 
, offer to supply them with as many as they can use as 
counter attractions. 











Costume jewelry for this fall is largely antique jp 
fecling and design. Pink gold and bright yellow gold 
have been leaders for the past few seasons but the }j 
thing to look for now is antique finish. Costume jewelers 
constantly strive for that “real” look on the very land- 
able theory that this is what your customers want and 
nothing looks more modest and genuine than the dull 
gleam of antique gold and silver. Chatelaines, replete 
with keys, lockets, snuff boxes and what-have-you are 
a favorite. One house decorates them with -an oj 
English ivy design and does matching heavy necklaces, 
too. 

Combined with the antique gold in many pieces jg 
mesh and this house even features silver mesh with , 
gold pin as a fob. Gold and silver make an unusual 
combination and would go beautifully with, say, a gray 
sport suit. 


FEATURE RHINESTONE CLUSTERS 


Now that rhinestones are back, they’re seen in smart 
combinations of silver and gold. One firm, known for its 
skill with silver wire, is showing an authentic looking 
Victorian necklace made up of seven round clusters of 
rhinestones surrounded by loops of silver. It is done, 
too, in amethyst and antique gold for that true heirloom 
look. 

The Persian influence is seen in matching sets by stil] 
another house. These have the richly carved detail often 
seen in the jewelry of the Near East. They are unblush- 
ingly exotic and romantic and look particularly well in 
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antique silver. The same house turns about face and pro- 
duces & handsome line of highly polished modern chokers 
and bracelets. Made of interlocking triangles of richly 

old plated silver, they are simple and useful as the 
wt chain, but with a difference ! 

Nor has the snake chain deserted us completely. There 
seems to be no abatement in the demand for them and 
every costume jewelry house is whipping up a variation 
on this familiar and attractive theme. Just as we pre- 
dicted last fall, this is one piece of jewelry that has 
staying power. Combined with the still popular sunburst 
pins and sometimes entwined with pearls, it is destined 
to be as popular as ever this fall. 


RADIO PROMOTION FOR JEWELERS 
(From page 216) 


true if the jeweler directs his message to the feminine 
ear during the day when she is alone, or if he uses 
evening time when it is possible to direct subtle hints 
to the masculine audience in behalf of his fair lady. It 
is equally true of peak holiday seasons, where the prob- 
lem is to convince the listener that jewelry is the best 
of all possible gifts. 

Let us assume that the jeweler has selected the audi- 
ence to which he wants to direct his commercial message. 
The next step is to select a time at which that audience 
is available. In other words, the living and working 
habits of the listening audience provide the key to the 
selection of the most advantageous time. 

In this connection, it is interesting to note that in a 
random sampling of 30 jewelers, 50 per cent of them 
selected evening time. Obviously, these jewelers were 
interested in reaching the general listening public and, 
in doing so, capitalize on the natural gregariousness of 
people by addressing the family when it is all together. 

In this same group, 33 per cent used afternoon time 
and 17 per cent morning time. These two groups were 
appealing primarily to women. It adds up to the fact 
that jewelers in this random sampling were evenly 
divided between the general and feminine audience in 
their basic sales approach to the radio listener. 

Naturally, the type of program selected has bearing 
on the selection of broadcast time. A juvenile program 
must be aired at a time when the kiddies are available. 
Likewise, quiz shows aimed at a mixed audience, with 
masculine and feminine participation, can be effective 
only in the evening. 

However, making a theoretical selection of time is one 
thing but it is quite another to fit that selection into 
actual station schedules. While charts, diagrams and 
graphs may point up the desirability of some specific 
unit of time, if it isn’t to be had the jeweler who wants 
to go on the air must settle for the next best thing. 

Most broadcasters and experienced advertisers will 
agree that the selection of time may be said to have 
almost greater significance than the selection of a pro- 
gram. A given audience will respond to a variety of 
programs, but there will be certain peak listening peri- 
ods when more of that audience is available than at any 
other time. 

For example, Kay Jewelers commanded a peak audi- 
ence for its weekly KROW quiz feature between 9:00 
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and 9:30 p. m. The 8:00 to 8:45 p. .m slot for Gunter’s, 
Anniston, Ala., over WHMA was equally good. Schiff- 
man’s programs, over WBIG, Greensboro, N. C., at 
9:30 p. m. is another example of desirable night radio 
time. 

For afternoon time, the 4:00 to 5:00 p. m. program 
over KFAC for the Slavick Jewelry Co., and the 12:15 
to 12:30 p. m. time for the Kay Jewelry Co., Toledo, 
Ohio, represents a wide range of desirable time. Mostly, 
advertisers show greatest preference for early afternoon 
time (before the housewife sets out on an afternoon 
junket) or late afternoon time (after she has returned). 


However, the jeweler cannot consider time alone in 
relation to his program. The adjacent and competing 
programs are also significant. In order to determine 
whether a given program has a chance for success, the 
popularity of preceding, following and competing pro- 
grams must be taken into account. 


PRECEDING, FOLLOWING SHOWS IMPORTANT 


A program can capture an audience if it has merit, 
but it helps if the preceding and following programs are 
ones which appeal to the same audience. If these adja- 
cencies have established audiences, the problem of 
launching a. new program is that much simplified. 

By the same token, a consideration of programs aired 
on other stations at the same time is also valuable. The 
chances for success are greater if the program in ques- 
tion differs in editorial content from its competitors. 


If, for example, a jeweler’s program competes with ‘ 
highly successful quiz show, a program of music woul 
stand a better chance of building listeners since it would 
appeal to an audience with different tastes. 

While such jewelers as Hart’s, Warren, Ohio, and the 
Kay Co., Peoria, Ill., have learned from experience that 
these elements are important in a broadcast campaign 
almost any time has some merit and every program has 
an audience. 

Good time—that is, a peak listening time—is an agget 
The jeweler who is fortunate enough to acquire time of 
this kind ean afford to experiment until he gets the par- 
ticular program which is most effective for his purposes, 
He may switch programs but he'll hang on to his option 
on air time. 

If the best time units are filled, it means just that 
much more work to build up an audience. But that 
audience can be built. The better the program, the 
larger the audience. And the jeweler has a never-ending 
opportunity to increase the number of listeners to his 
show. : 


TYPES OF PROGRAMS ARE NUMEROUS 


Programming is the life blood of radio. While it js 
true that the public has liked almost every type of pro- 
gram put on the air, programs stay there over a period 
of time because the public wants them. It is the job of 
the advertiser to create a program that is wanted, cither 
through his own efforts or in combination with a radio 
station or advertising agency. 
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In other words, no matter what the jeweler’s purpose 
-. broadcast campaign, it is not a matter of finding 
ve one and only program that will do the job. In all 
probability, any one of several shows will serve the 
purpose equally well. rd 

Whether a program is slanted at the feminine listener 
or at the general audience, there are certain basic ap- 
proaches which have proved profitable. In the main, 
these program types may be classified as news, music, 
drama, quiz features or public service. The significant 
thing is that there are many variations on these basic 
approaches to editorial content. 

NEWSCASTS 

News has a broad, general appeal to all listeners, re- 
gardless of economic status, and many jewelers have 
found that such programs represent a splendid sales 
vehicle. 

When the Kingoff Jewelry Co., Danville, Va., took 
on sponsorship of “Headline Edition” over WBITM it 
was to reach a textile mill audience which liked its news 
explained and dramatized. On the other hand, the Helz- 
berg Jewelry Co., Des Moines, sought a more analytical 
audience and sponsored Raymond Swing over KRNT. 

In between these two approaches is the sponsor who 
wants to reach the general listening group at a time 
which fits the listening habit of the mass audience. 
Milen’s, Oakland, Calif., reached this group with 10:30 
p. m. news, supplemented with time signals, over KROW. 
The sponsorship remained unbroken for more than six 
years and was supplemented by the addition of a 10:30 
a. m. newscast, daily. 


MUSICAL PROGRAMS 


One-half of all radio time is devoted to music, but 
surveys disclose that about 40 per cent of the nation’s 
housewives would like to hear even more. For listeners 
under 35 years of age the choice is apt to be popular 
music, with quieter, more familiar strains preferred by 
older women. 

Numerous examples of musical programs have already 
been cited in connection with an appeal to ‘teen agers 
and romantic couples. There are also, however, other 
listener groups which may be reached through the 
medium. 

The “Musical Masterpieces” series sponsored over 
KFAC by the Slavick Jewelry Co., Los Angeles, is an 
example of an extremely popular program. It is signifi- 
cant that in addition to this series, the firm sponsored 
at one time a five-a-week news commentary on KFI, 
daily participation in Art Baker’s “Notebook” on the 
same station, six weekly newscasts on KFAC and a daily 
recorded musical show called “Footlight Favorites.” 
Each of these programs reached a different audience and 
the sum total of the combined effort was to establish the 
Slavick nae with the largest possible percentage of 
the listening public. 

To reach an entirely different audience, one interested 
in hill-billy music, Granville’s, San Francisco, offered 
KFRC listeners a half-hour “Happy Valley Barn Dance” 
thrice weekly. And Huberman’s, Philadelphia, Pa., ap- 
pealed to the younger set with its “Midnight Band- 
wagon,” featuring popular records, over WIP. 
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These examples serve to prove the fact that music 
can be adapted to the needs of almost any sponsor. 
When records are used they have the added advantage 
of being easily produced and relatively inexpensive. 


DRAMATIC SHOWS 


In addition to dramatic programs aimed at a specific 
audience, such as those mentioned in connection with 
romantic couples (see JC-K for April), dramatizations 
can be made appealing to different tastes. 

For instance, the King Jewelry Co., Los Angeles, has 
sponsored “The Sealed Book,” a half-hour mystery yarn; 
“So the Story Goes,” a quarter-hour human interest 
series, and a transcribed version of “The Shadow.” 

For the most part, dramatic programs of this kind 
are purchased through producers who offer them on a 
syndicated basis. Certainly, few jewelers would find 
the writing and producing of such programs strictly for 
their own use a justifiable expense. 


AUDIENCE PARTICIPATION 


Public interest in quiz features has been maintained 
at a high level over a period of years, and numerous 
variations on the basic pattern may be evolved for 
jewelers. 

Zale’s, with 12 stores in Oklahoma, Texas, Missouri 
and Nebraska, is one sponsor partial to question-and- 
answer shows. Another is Hudson Jewelers, Los An- 
geles, sponsors of a five-a-week half-hour audience quiz 
show, “Name It And You Can Have It.” over KMPC. 


The Zerweck Jewelry Co. sponsored a weekly “Cy 
Auction” from the stage of a local theatre, and the even, 
was broadcast over WTMV, East St. Louis, I). 

Such programs create a personal relationship betwee, 
the audience and the sponsor and also provides excellent 
opportunities for merchandising tie-ins. Best of qj} 
they can be so built as to stimulate store traffic ws 
marked degree. 


PUBLIC SERVICE 

Programs of public service are not, as a rule, pap. 
ticularly popular with jewelers, possibly because of the 
limited field. Crothers Jewelers in Yakima, Wash., con- 
ducts a program known as “Mr. Fixit” over KIT which 
might, possibly, be considered as a public service singe 
listeners are permitted to use the show as a medium of 
exchange, purchase and sale. Other, more truly public. 
spirited programs are normal commercial offerings which 
suspend advertising in favor of publicity for Communi 
Chests and charity appeals, programs which champion 
needed civic improvements, and so on. 

One extraordinary public-spirited program is spon- 
sored by Adolph Blickman, manager of Rogers Jewelry 
Co., Indianapolis. A ten-minute period broadcast at Sun- 
day noontime over WFBM, the program is devoted ex- 
clusively to discussion of vital matters by prominent 
local speakers. Not only is no commercial continuity 
used on the program—the name Rogers is not heard 
either. The announcer introduces the show merely by 
stating ‘““We bring you the 93rd in a series of Sunday 
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oon broadcasts made possible by Mr. Adolph Blick- 
yet Such gestures, though rare, are certain to win 


public approval. 
There are, of course, other types of programs but those 


mentioned here represent the. basic approaches most fre- 
quently used. For those jewelers not afraid to experi- 
ment, there are many different methods of capturing 
the public fancy. However, most jewelers prefer to 
stick to the tested, less experimental types of programs 
where results are more certain. 

New and original ideas have contributed more than 
anything else to the growth and development of radio 
as an advertising and entertainment medium. Each offers 
an effective vehicle for the commercial message, pro- 
viding the particular show is adapted to the specific 
purpose of the advertiser and is slanted at a definite 
audience group. Beyond that, the show must be well 
done and carried on for a sufficiently long period of time 
to build an audience for itself. 

One important principle: avoid a program that can- 
not continue indefinitely. ‘To run a show for a short 
while and then drop it is to destroy an investment. If 
a program suits the jeweler’s purpose and interests the 
audience the jeweler wants to reach, it is best to keep 
at it until there is proof either that the program is suc- 
cessful or that people definitely have no interest in it. 

For example, in the case of the Albert S. Samuels Co., 
San Francisco, the half-hour interview show from a 
hotel lobby accomplished absolutely nothing in its first 











13 weeks. But the Samuels people felt that they were 
on the right track and they continued the program. Sure 
enough! The program slowly began to sell diamonds 
in its 15th week. The regular weekly half-hour impact 
of friendly, reassuring messages began to bear fruit. 
Diamond sales soared. At the year’s end, counting the 
first discouraging 13 weeks, diamond sales were up 22 
per cent, while general store volume had risen a mere 
3 per cent. 

It is with such practice as this that the jeweler is in 
a position to take full advantage of the flexibility of 
radio as an advertising medium. 

Next: Choosing the proper station; expenditures. 


HALF OF SWISS WATCHES OF BETTER GRADES 
(From page 218) 

For some reason, however, imports of this class of 
watch took a sudden spurt in 1945, jumping to 690,567, 
which is a little more than three times prewar volume— 
or about in line with the increase in total importations. 

In the case of watches with from two to six jewels, 
the growth in imports was much less than in any other 
category, the total having been 1,202,435 in 1939 and 
reaching 1,799,684 in 1945, or an increase of roughly 
50 per cent. 

In other words, imports of Swiss watches of the 
grades customarily handled by jewelers increased much 
more rapidly than those of the cigar store, drug store, 
hardware store type of watch. We heard a great deal 
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about these cylinders and pin lever movements during ably to be found in the disruption of shipping thro 

some of the war years, but evidently their importance August and September, during which time stocks pre- 
in the pattern of watch importations was greatly over- sumably accumulated in Europe and then the accumul,. 
rated. tion shipped over in the next following month—Octobe, 

Whatever threat the Swiss watch industry may hold —thereby greatly swelling the import figures for that 
for American producers of watches appears to be more month. 
serious for Elgin, Hamilton and Waltham than for the —_—— 

Ingersolls, Ingrahams and Waterburys. 

In addition to the year-by-year figures, a tabulation “TEA TIME” IS SELLING TIME 
of the month-by-month figures for 1945 is also interest- vee eye Sa) 
ing. These statistics are given in the following table: consciousness on the part of the guests. Use of a han ‘ 
microphone was also a help in this regard. 

Stunts, on the program, are usually of the “homey” 
15 jewels | 7to14 | 2to6 ; sort, such as dish-washing contests, common-inform. 
and up jewels jewels i tion quizzes, and the like. The prizes, of course, are 
, commensurate with the difficulty of the project or ques. 
72,102 51,137 16,667 tion. 
tin was ane According to Bud Willet, the Rogers manager, “Teg 
593,817 | 101,640 | 184,623 Time” has proven a bonanza “principally because the 
75,687 | 102,632 little fella likes the little station. A local program of 
66,987 | 169,796 . tf , 

156,799 | 367,356 this sort has a definite ‘home-town’ appeal, and the 
— 97,123 listener at home hears the names and addresses of 


100,139 571,059 i i : 
237,894 | 414,493 2.149518 neighbors and friends they know well. Also, listeners 


486,811 | 179,122 | 206,122 993,914 are encouraged to phone Rogers and suggest party 
433,353 | 98,093 | 82,508 677,139 stunts or ‘gags’ to be used on the program, thus hear- 


5,583,270 | 1,238,325 | 1,799,684 9,311,846 ing their own names mentioned. 
“A program such as “Tea Time’ need not be run as 
a network feature, either,’ according to Mr. Willets, 
As can be seen from the foregoing, a tremendous peak “The informality, spontaneity and friendliness in- 
occurred in October following two months during which volved in such a program is conducive to better rela- 
imports were relatively small. The explanation is prob- tionships between consumer and retailer.” 
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JEWELERS 


You know that more and more desirable merchandise is coming into 
the market each week and with our buyers constantly in the market 
this new jewelry store quality merchandise is immediately made 
available to you through our store. 


You can be better prepared for the very good business of the imme- 
diate future if you freshen up your stock from our large assortments 
in every line. 


We urge you to visit our store when in Chicago where you will find 
carefully selected stocks of the merchandise that is in demand. 


BENJ. ALLEN & CO., INC. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
Silversmiths Bldg. | 
10 So. Wabash Avenue CHICAGO 3, ILLINOIS 
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GEM OF THE MONTH 
(From page 228) 


never in the history of jewels did the vogue 
for one 80 nearly approach a frenzy as did the pear! 
during Rome’s days of power and grandeur. The high 
esteem in which it was held there is reflected in the 
Scriptures ; the Saviour used it in His parables as a 
symbol ; and the gates of the Holy City as the prophet 
John saw it in his vision, were of pearls. 

The women of Rome wore them hung in loose clusters 
suspended from their ears that the rattling they made 
might remind them of the beauty they could not see, 
and to attract admiration of others. These were 
called “crotalia,” meaning “rattles.” Young men 
of fortune in Athens and Rome followed the Persian 
fashion of wearing one in the right ear, hung as a 
clapper in a small metal bell. So strong and general 
did the desire to own pearls become, that Caesar forbade 
unmarried women, and women under a certain rank, to 


Probably 


wear them. 

From ancient times until the present day pearls have 
remained in high esteem and the value of the natural 
gem has gone undimmed despite the development of the 
cultured variety and many imitations. 

The finest pearls are produced by a certain species 
of bivalve molluscs of what we term the oyster family. 
There are several species of this family which produce 
pearls in addition to the freshwater variety, or mussels. 
However, although it is possible for any mollusc which 
possesses a shell with a nacreous lining to produce pearls, 
few of them actually do, and only two species—the pearl 
oyster (Margaritifera) and the pearl-mussel (Unio) 
repay the cost of systematic fishing. So, to disprove 
the old story that raises its head in the newspapers every 
so often about the person who, sitting down to a succu- 
lent dish of oysters on the half-shell, discovers a pearl 
of rare beauty and value, we say that all he has to do is 
to look at the lining of the shell. These oysters do not 
possess the nacreous secretion which produces a fine 
pearl and if a pearl were found it would be very small 
and as worthless and with no more lustre than a small 
white pebble. 


The production of a pearl by the mollusc is entirely 
an abnormal process. In other words, it is only when 
a foreign body enters the shell and the oyster is unable 
to expel it, that he starts the pearl making process of 
excreting the calcium carbonate which in time builds up 
around the foreign substance and creates a pearl. 


It was in the 18th century that the Chinese first in- 
troduced the idea of deliberately introducing a foreign 
substance into the fresh-water mussels found in their 
rivers. In the latter part of the last century the Japanese 
took up the practice, cementing small pellets of mother- 
of-pearl to the shell lining. The product was blister- 
pearls. It is only recently that the latter after extensive 
experiments succeeded in developing the process which 
resulted in the introduction of what we know as cultured 
pearls, 

The following questions and answers set forth in 
easy-to-read form, information which is designed te 
answer in general those questions which may come up 
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An ideal accessory to 
today’s fashions, designed to pre- 
serve the charm and beauty of na- 
ture itself . . .““Bench-Made” means 
expert craftsmanship . . , in heavy 
Sterling silver. 


678E 
$3.00 each 

















FOR JEWELERS 


A SINGLE POLICY 


to fully cover 
ALL INSURANCE NEEDS 


Practically ‘all risk" protection of your Merchan- 
dise and Stock—both inside and outside your 
premises—contemplating physical loss or damage. 


A "St. Paul" Jewelers Block Policy 
not only covers your financial in- 
terests, but also serves to guard 
your goodwill. 


Have you investigated the advan- 
tages of a Jewelers Block Policy? 


... Why not do so now — today... by writing 
JEWELERS BLOCK DEPARTMENT 


SURANCE COMPANY 
ST. PAUL, MINN. 


111 W. Fifth St. 
St. Paul 2, Minn. 
EASTERN DEPT. 
80 John St. 
New York 7 


PACIFIC DEPT. 
Mills Bidg. 
Sen Francisco 4 





First Ameri-an Company to write and since specializing 
in providing Jewelers Block Policies 














between salesman and customer regarding knowledge 
of pearls: 


What is a pearl? 


A pearl is an accidental occurrence created by a for 
eign substance, such as a grain of sand, a parasite te 
other irritant, entering the shell and the mollusc, unable 
to rid itself of the irritant, coats it with layers of nacre. 


What is nacre? 


This is the same material that composes the inside of 
the shell, mother-of-pearl, made up of calcium carbonate 
secreted by the mollusc in its mantle. 


Do all molluscs produce pearls? 


Theoretically, yes. However, no shellfish can produce 
a true pearl that does not have the nacreous lining to 
its shell and of these only certain species of the salt. 
water and freshwater variety produce pearls that are of 
commercial value. 


What is a true pearl? 


A true pearl is one that has an even lustre and sheen, 
consisting of concentric layers of nacre, as distinguished 
from similar formations by molluscs out of material that 
is not “pearly.” 


What is an “Oriental” pearl? 


In the early days pearls brought from the Orient 
were called “Oriental” pearls. Later when pearls were 
found ,in other seas they were also classified with them 
until the term “oriental” is now applied usually to all 
true pearls taken from saltwater molluscs. Pearls from 
freshwater molluscs are referred to as “freshwater” or 
“sweetwater” pearls. 


To what does the word “orient” apply? 


To the lustre of the pearl. Originally used to define 
the: fine mellow luster which characterized the Oriental 
pearls. 


In what shape are pearls found? 


Round, which is the most valuable, followed by the 
pear shapes; button, half round with a flat side; baroque, 
of irregular shape; twinned, two or more spherical 
pearls joined in one mass; wing pearls, flat slender 
pieces shaped somewhat like the wing of a bird, and 
blister pearls, a nacreous formation on the shell of the 
mollusc. 


In what colors are pearls found? 


The ideal color for a pearl is white, although all fine 
white pearls show by comparison a tint of some color. 
Tones of color in the whites are yellow, blue, pink and 
green. 

There are also the “Fancies” which include all pearls 
of a decided color or those having a rare or beautiful 
tint. Various shades of blue, rose, copper and red with 
bronze effects, and black are included in this classifica- 
tion. Black pearls are much prized and the term covers 
a wide range of dark shades of gray, slate, brown and 
red. The ideal color is sufficient to be, as the name indi- 
cates, black. 
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Where are pearls found? 


Pearl oysters are found more or less in abundance 
on the shoals and reefs of every land within a belt of 
the earth lying between 80 degrees north and south of 
the Equator. Coral reefs and limestone foundations 
usually form the beds on which they propagate. 


Where are the principal pearl fisheries P 


The Persian Gulf and the waters off Ceylon, India, 








SATISFACTION IN QUALITY 
by GORDON M. BROWN 


Once upon a time a man bought an article of quality 
merchandise for which he paid more than he had been 
accustomed to pay for a similar, inferior item. He went 
home worrying about the price he had paid fearing that 
he had, perhaps, been played for a “sucker.” 

When he unwrapped the parcel, however, he found it 
contained, in addition to the article, an attractive little 

























f Australia, Mexico, Panama, Venezuela and the South card listing the superior merits of the item. On the other 
Sea Islands. The freshwater pearl mussel is found in side, it quoted John Ruskin, as follows: 
many rivers in the United States. There is hardly anything in the world that some 
What is a cultured pearl? man cannot make a little worse and sell a little 
: cheaper, and the people who consider price only are 
¢ A pearl developed by a molluse into which man has this man’s lawful prey! 
0 introduced a foreign substance to form the nucleus of the As the man read this card (and I was the man!)— 
- pearl. The oysters are then replaced in beds for three he experienced a warm feeling inside. He was satisfied 
f or more years and the pearl allowed to “grow.”’ that by paying the higher price he had demonstrated 
What is an imitation pearl? himself to be a discerning buyer. He even caught him- 
self feeling a little superior to the see-no-further-than- 
A glass bead coated with a substance extracted from the-end-of-their-noses fellows. He found himself mak- 
, fish scales to imitate the pearly luster of the real gem. ing occasion to boast casually of his good judgment. 
sé T . . . . . ??? a 
d The physical properties of pearls, both true and cul- ~ What if I did pay more for it?’ he would conclude. 
t % be Price isn’t everything! 
tured, are as follows: , 
| TERE TCT eee eee Calcium Carbonate All this came about because a seller had taken the 
ae White, yellow, rose, copper, red, blue, gray to black trouble to insure that the buyer remains “sold” on a 
Specific Gravity............... an vette eee ees a : in purchase! To progressive merchandisers, interested in 
t Frechwater—Lees then 2.66 he 2.72 repeat sales and free advertising by satisfied customers, 
€ BD: «iis 1 gh ha Oke Fe AR 3, to 4 that is important. 
u — Sa — — — 
ll 
" 
r 
ANNOUNCING 
B Service—F Deliveri 
etter Jervice—faster Deliveries 
| JEWELRY DISPLAYS 
; e TRAYS ¢ BACKGROUNDS 
: ¢ PLATFORMS * MECHANICAL DISPLAYS 
T William Korn’s three sons are now members of the firm and have joined him in 
d calling on the jewelry trade, presenting the newest and smartest ideas in Jewelry 
e Displays. This enables us to contact our customers more frequently, keep more 
WILLIAM KORN closely in touch with their needs, and offer them a moré personal, more efficient 
service. All business will be transacted DIRECT WITH THE FACTORY. 
— y i 
; Be Sure to Visit Tell Us Your Needs — We'll Do the Rest! 
. Write us your requirements in Jewelry Displays. We will submit photographs, 
d OUR DISPLAY suggestions and prices for your consideration, without obligation on your part. 
at the Your inquiry will receive prompt personal attention. 
s 
i CHICAGO BUY DIRECT FROM FACTORY AND YOU SAVE. 
bh 
seWELRY FAIR) =~ WILLIAM KORN & CO 
8 Congress Hotel : 
d Designers and Manufacturers 
i July 29-Aug. 1 . 
17-21 Elm St. Buffalo 3, N. ¥ 
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HOW MUCH PROFIT DID | MAKE? 


(From page 234) 


advertising, the fifth for the number of extra sales- 
people hired and their cost, for this is an extra expense 
which should be added to the cost of holding the sale 
if we are to secure a true picture of the actual profit 
made at the sale. An additional line is for any other 
form of promotional ependiture we may have used. The 
total of these figures in the final column then gives the 
jeweler the special costs of holding this particular sale. 

The center columnar section is then devoted to the 
sale report itself with the first column for the items 
offered in the sale, the second the number sold, the third 
the sale price, the fourth the item’s cost and the final 
column is for the net profit secured by subtractihg 
column four from column three and multiplying by 
column two. 


An example: Suppose a necklace were the item, this 
then would be noted in column one. Column two would 
show that we sold 20 of them, and column three the 
price of $25 while the cost column shows them billed to 
us at $18 or $7 profit on each necklace which multiplied 
by the 20 sold gives us $140 gross profit for the final 
column of the necklace line. 

We follow a similar notation on other items offered 
in the sale on each line and add the total of the last 
column to find our profit thereon. 

In the summary the important facts are then analysed. 
The first line calls for the figure we have just noted by 


adding the final summary section column. Let ys sup. 
pose, for illustration, that this was $225. The second 
line calls for the general overhead expense of the stor. 
less advertising costs, for the period of the sale (for 
our purposes let us jot this down as $65). To this ws 
add the next line which is a summary of the special sale 
costs shown at the top of the card, or $85, and the total 
we placed in the proper spot on the next line, or $] 50, 
as our expense for the sale, which sum subtracted from 
our first figure of $225 leaves us with an actual net profit 
of $75 for our sale. 

This is about as true a figure as the average jeweler 
could obtain without the services of a CPA. It not only 
gives him a very clear picture of the actual profit he 
has made from his sale but enables him to exercise close; 
control over the actual expenses of future sales, for the 
card breaks down specifically the costs of one’s sale 
which can readily escape one. 

Properly filled out these cards can not only give the 
jeweler a ready check on “how he is doing” with his 
sales but can show him which items prove best sellers 
in his area for such special sales, help control costs of 
promoting sales, and show which newspaper advertising 
and what types are proving most effective for him. Also, 
as we pointed out before, it gives a clearer idea of which 
days of the week and which dates of the month are most 
profitable sale days for his particular store in his par- 
ticular location. 

It is a simple easy-to-use efficient card which can be 
prepared by any jeweler’s printer at low cost and en- 
ables us to exercise one more specific control. 
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BARBARA BATES NAME 
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TINY MANNEQUINS DISPLAY FRENCH JEWELRY 
(From page 240) 


thousands of individual hand-set stones, some in mount- 
ings as small as a quarter of an inch in length. 

Theatre de la Mode as a whole is destined to have a 
revolutionizing effeet on American fashions because the 
oes and splendor. The designs, while not the exag- 
gerated ones of the immediate postwar months, display 
sufficient originality and daring to make the American 
fashion designers sit up and take notice. The dominant 
note of the affair is richness—richness in fabric, in color 
and in imagination. Brocades, laces and satins are seen 
throughout the show; complicated headdresses, elaborate 
but becoming coiffures and news-making jewelry are to 
be seen throughout the little theatres. 

Each of the 18 dolls in the Paris Opera scene shown 
on these pages tells a jewelry fashion story all by her- 
self. Notable among the stories told is the tale of the 
utility necklace. Though it is made of flexible gold and 
diamonds and undoubtedly costs a lot more than the 
common safety pin, it does a very serviceable job of 
holding up the drapery which is an intrinsic part of the 
Alix gown which it adorns. This bit of utilitarian 
jewelry designing comes from the house of Regnier. 


BRACELETS, NECKLACES SHOWN 


Also important are the many bracelet-and-necklace 
sets. Chaumet does a turban-like bracelet which twists 
round the doll’s wrist to give a draped effect to the little 
ornament. Worn with it is a necklace of diamonds and 
rubies of similar but not exact design. 


Girdles, boleros, belts and collars made entirely of 
precious stones and metals, though hardly adaptable to 
the human figure (unless it be that of an inordinately 
wealthy woman) are a sensational feature of the exhibit. 
The work on these accessories has much in it to interes! 
the jeweler and many of the ideas are certain to be 
adapted into costume jewelry. Designed in collaboration 
with the couturiers, these pieces are an intrinsic part 
of each costume. There is, for example, the sash of 18 
karat gold rope made by Van Cleef & Arpels especially 
for one of Maggy Rouft’s gowns. The medieval look of 
the long sash is further enhanced by a gorget or metal 
collar of carved gold studded with jade and rubies. 
(Gorgets were worn by knights in armor to protect 
their necks and shoulders in battle. Its practical possi- 
bilities for use by women today are great or small, ac- 
cording to your point of view.) Also reminiscent of King 
Arthur’s hey-day is the matching bracelet—four brace- 
lets, really. The four are hinged together for ease of 
movement and go almost to the elbow. 


One jeweler, Boucheron, even invaded the province 
of the milliner when he turned out a charming little 
“hat” of gold wire, emeralds and turquoise to cover the 
Grecian hair-do of a doll dressed in white chiffon by 
Gres. The basket-shaped swirl of metal and stones is 
complemented by cuffs of similar design. 

Cartier’s “plastron” of diamonds and rubies is an 
important part of the Worth gown with which it is 
shown. Surmounted by a tubular diamond choker, it 





FOR JUNE, 1946 





of the show is one of almost Victorian elegance, 
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SIMULATED 


earls 


The ultimate in simulated Pearls—-now featured by better 
jewelers everywhere. See Countess Pearls complete line of 
Necklaces, Bracelets and Earrings—now on display—or 
write for details. Attractively packaged in ultra smart 


velvet covered gift bcxes. 


The Jewel Box A 
Countess original — 
featuring hand knotted 
Oriental Replica neck- 
lace with 10K _ aold 
clasp in plush covered 
box with satin lined 
removable tray 


TO RETAIL AT 


$30 


KEYSTONE DISCOUNT 


COUNTESS PEARLS, 1 WEST 34th ST.. NEW YORK 1, N. Y. 
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Although ALTON WATCHES are 
not now plentiful, the high stand- 
ard of quality and workmanship 
has been maintained and will 


ever be. 


Weksler & Goodman, Inc. 


5 South CHICAGO 3 
Wabash Ave. ILLINOIS 














covers the entire bodice of the gown with a fine lace. 
like trimming. Worn with it are earrings that 
cover the ear with a circlet of diamonds rising from , 
cluster of rubies. This situation poses no problems fai 
the doll, but it may to milady. Similar to the Plastrop 
in feeling is the bolero by Meller which follows the lines 
of Raphael’s gown and buckles .in the back with a dis. 
mond clasp. 

Boivin’s waterfall necklace drops from a pin at the 
doll’s throat right down to her-middle, ‘sparkling a th, 
way with diamonds and gold. Like the plastron it seen; 
to be a part of the dress rather than an accessory. The 
chatelaine, already a favorite in gold and silver, jg 
shown by Vever in the form of a diamond water lily 
centered with emeralds. Its foliage cascades down on 
shoulder while the stem sweeps across the neckline of 
the Chaumont gown. 

Other news notes: Van Cleef & Arpels epaulets and 
tiara (the only one in the show) adorning Schiaparelli’s 
red, white and blue gown . . . Heavy, stone-studded 
bracelets, melon-shaped, and looking very like the new 
knuckle rings . . . Boivin’s twisted dull gold bracele 

. aigrettes and other feathers combined with jewel 
for headdresses, fans . . . Cartier’s fantastic bird cage 
containing a magnificent bird of ~ paradise right inside 
the doll’s chest. 


"TEASER" ADS INTEREST STUDENTS 
(From page 242) 


To reach the special case, students had to walk through 
a large part of the small store and by-pass two other 
specially prepared showcases which contained the new 
est lines of fountain pens, a small radio, a record player 
and perfumes. 

“We were able to mark up large sales in a new line 
of personalized perfume which we had never stocked 
previously as a result of the odd ad,” Mr. Sheftall said 

“Each month when my advertising inches are figuret 
out, I usually lay aside about half of them for the cok 
lege paper, for it is there that I reap results,” Mb. 
Sheftall pointed out. “During special seasons, like the 
beginning of a new semester or term, or during festive 
occasions, I devote additional advertising space to the 
college paper.” . 

Mr. Sheftall feels that a jewelry store in any college 
town would reap good benefits from teaser type adver 
tisements tied in with some of the school’s largest extri 
curricular activities. 


NEW STORE AWAITS ONLY "GO AHEAD" 
(From page 280) 


has been associated with Kingoff’s in Roanoke for the 
past nine years, with the exception of four years 
were spent in the Navy during the war. 
Merchandising and advertising policies will be in line 
with those which have proved successful in the Roanolit 
store in which nationally known merchandise is 8 
in keeping with the traditional slogan of the firm—If 
it’s from Kingoff’s, it’s guaranteed.” 
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CREDIT MUST BE AVAILABLE WHEN NEEDED 
(From page 246) 


Mr. Rau said. In their latest catalog, he related, a bank 
savings deposit book and war bonds are pictured, with 
the statement “No Need To Disturb Savings,” accom- 
panied by an explanation of how customers can establish 
a time-pay account with the company. 


CASH ERA ON THE WANE 

“More selling of credit will be done in the future,” he 
declared. “The day is past, however, when instalment 
credit will be sold on the basis of terms to pay. The 
cash spending spree cannot last forever and credit men 
must place renewed stress on methods of getting and 
holding time-pay customers. 

“There is general agreement that the selling approach 
on credit merchandising to the customer will be much 
heavier than ever before and that retailers must prepare 
accordingly. Likewise there is general belief that terms 
are bound to expand as business becomes more competi- 
tive—regardless of whether the government is still regu- 
lating terms or not.” 

Regulation W is a controversial issue, he admitted, 
some businessmen feeling that they have benefitted by 
it, while others resent any more Federal control of their 
business than absolutely essential to the public welfare. 

“I believe,” he continued, “that all credit men respon- 
sible for instalment accounts-receivable are agreed that 





Regulation W has shown that the instalment business 
can be conducted on a profitable basis with sound and 
safe terms for payment of accounts. Whether or not we 
continue to have it, let us keep sensible terms in the 
instalment business of the future.” 

Mr. Wolfinger of Lit Bros., chairman of NRDGA’s 
Credit Sales Promotion committee, declared that the time 
is now ripe to prepare credit sales promotion programs. 
“We can really become enthusiastic,” he. added, “over 
the long range possibilities of consumer credit. It is a 
major tool of social and economic progress and the means 
of bringing the necessities and luxuries of life to every- 


”? 


one. 


CREDIT PROMOTION IMPORTANT 


In the past, said Mr. Wolfinger, credit sales promo- 
tion was looked upon as a by-product of the credit de- 
partment. Today it is “a major function of the progres- 
sive store.”” He warned, however, that “sufficient investi- 
gation and checking through the credit bureau files are 
just as important on solicits as on regular accounts.” 


The preferred method of inviting new accounts is by 
letter, with newspaper coupons and house-to-house solici- 
tation running close seconds, he said. Details of proce- 
dure were outlined and other phases of the solicitation 
discussed, including the importance of getting the cus- 
tomer to use the account soon after acceptance; the need 
for informality in handling applications for opening an 
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account; the opportunity for expanding credit business 
during seasonal sales, among paid up deferred-payment 
accounts, will-call transactions and follow-ups on in- 
active accounts. 

“Credit sales promotion,” he declared, “‘is a full time 
job. You must set your goals and make plans to reach 
your objectives. It is not practical to sit back and wish- 
fully and hopefully wait for new business. You have to 
go after it. Plan your programs, select your tools and 
continue to use that which by experience produces re- 
sults.” 

Instalment credit sales can be one of the greatest 
economic assets to the country, both for durable and 
non-durable goods, provided they have a basis in sound 
credit policies, declared Edward F. Higgins, general 
credit manager of Allied Stores Corp., New York City. 
Citing Federal Reserve figures, he asserted that retailers 
“have not begun to tap the volume possibilities of instal- 
ment sales.” 

“I do not tell you to over-extend your credit,’ said 
Mr. Higgins, “nor yet to freeze your volume by nig- 
gardly and fearful credit policies. But, for Heaven’s 
sake, watch the economic changes in your community and 
adjust your credit policies to local conditions.”’ 


LITTLE KNOWN GEM STONES 
(From page 236) 


tals. Presumably the pure mineral should be white, 
though no examples of such a substance have ever been 


found in nature. The commonest color is yellow brown, 
this ranges from a fairly brown and not too attractiy 
stone to a desirable dull green and a light yellow, The 
high index of refraction gives the faceted stone greg 
brilliance. This, coupled with its hardness and dug. 
bility make it a far more attractive and satisfactory gem 
than some of its rivals; the softer, duller citrine quartz 
the softer peridot, the duller golden beryl or heliodor, 
or the easily blemished zircon. But the true drawback 
to greater popularity is this very similarity already 
suggested, for it is insufficiently distinctive in appeay. 
ance and, hence, is confused with the less expensive and 
more abundant and better publicized gems. The finest 
chrysoberyls are some which have been found in com. 
paratively recent years in the State of Minas Gerais jn 
Brazil. The gem stones of this locality are a very bril- 
liant greenish yellow, suggesting in appearance some of 
the uranium-pigmented light yellow, fluorescent synthetic 
spinel made in Europe before the war. These stones are 
very attractive, and gems of considerable size, 20 to 50 
carats or more, can be obtained. For large prominent 
ring-stones, few other gems can rival this material, 
desirable for its several properties of hardness, dura- 
bility, brilliance, attractive color, and availability. Asso- 
ciated with this chrysoberyl are smaller pebbles which 
oecasionally show the bluish lustrous sheen which indi- 
cates the presence of inclusions which make a cat’s eye. 

Ceylon and Brazil are the two sources of chrysobery! 
cat’s eyes, and Ceylon probably produces more and bet- 
ter stones than its South American rival. Clear gem 
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bbles of the whole color range from yellow green to 
brownish green are found there, in association with the 
ther gems. The finer and more varied colors of the 
co stones has pushed the Ceylon chrysoberyls into the 
beckground, except for the highly valued cat’s eyes. 
These, like star sapphires, have a series of microscopic 
tubes running through them, parallel to a crystal direc- 
tion. They differ from those in the sapphires by run- 
ning in a single direction, hence, instead of reflecting 
three streaks from their sides, when suitably displayed 
in a cabochon-cut gem, they reflect a single bar. This 
streak has received the obvious name of cat’s-eye. Such 


single streaks are found in other stones, tourmalines, © 


for example, or quartz with asbestos inclusions, but the 
term cat’s eye alone is reserved for the chrysoberyl gems. 
Other stones are known as cat’s eye tourmalines, cat’s 


eye scapolite, cat’s eye quartz, and so on. 


LARGE CAT'S EYES NOT COMMON 


The color of the cat’s eye, its freedom from flaws and 
the quality of the streak all, together with the size, de- 
termine the value of the gem. Large cat’s eyes are not 
common, and they sell at very high prices. According 
to present tastes, deep honey brown, translucent stones 
are the most desired. The stone should be deep enough 
to permit the cabochon to be quite high, as this will make 
a narrower eye, and intensify the contrasting color of 
the sides. The streak may vary from nearly white to 
bluish, sometimes with almost the luster of a bluish 
moonstone. 

The color of chrysoberyls is due to an impurity, as 
in most of our gems, and we find the same contaminat- 
ing elements present. Iron is probably the most impor- 
tant, chromium is probably responsible for some of the 
greens. An interesting, almost unique gem is that vari- 
ety of chrysoberyl in which the color is so balanced with 
different impurities that the makeup of the incident light 
is critical, resulting in a stone which will change color 
when viewed by different lights. This is the stone known 
as alexandrite, which is greenish by daylight and red- 
dish by night. The change can be explained by the fact 
that in this colored stone, there is a very strong absorp- 
tion in the middle portion of the visible light spectrum, 
and the color seen is made up of rays in the red end and 
in the blue green end of the spectrum. This can be seen 
by examining the stone through a spectroscope, an instru- 
ment which spreads white light out into a rainbow of 
color. Spreading out the light which has gone through 
an alexandrite reveals the peculiarity in the compenents 
of the color seen. Such an instrument has been widely 
used in England as a tool in stone identification, for it 
is a well-known fact that reds of two gems may be made 
up of entirely different bands in the spectrum and upon 
analysis they can be identified, even though to the eye 
they might look much the same. When these spectral 
peculiarities of alexandrites are imposed upon spectra 
made up of different values in the two ends (daylight is 
richer in the blue green, while artificial light is richer 
in the red yellow end), we naturally can look for a 
change in the color of the gem. The delicate color bal- 
ance is changed and one or the other end becomes domi- 
nant, the blue green by daylight, the red violet by night. 

We can well imagine that this startling effect of chang- 
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ing color was enhanced in the days when alexandrite 
was first discovered, when night-time illumination Waa 
the flickering yellow light of a lamp or candle. The gem 
was first discovered on the birthday of Czar Alexande, 
II of Russia, and the stone was named in his honor a 
it seemed to show the colors of Imperial Russia, red ang 
green. The mineral occurs in interesting well-formed 
pseudohexagonal crystals in the famous emerald mines 
of Takowaja, in the Urals. These deposits are minerilo. 
gically of greatest interest, for in the same deposits ye 
find emerald, the beryllium aluminum silicate; with 
phenakite, a simple beryllium silicate which would Sug- 
gest a shortage of available alumina, while the growth 
of chrysoberyl in place of the more common bery], Sug. 
gests a shortage in available silica. The explanation 
probably lies in a permeation of the altering wall rock 
locally by beryllium rich solutions and comparatively 
little other interchange of elements. Because of this 
manner of growth however, in the wall rock by replace. 
ment, instead of in open pockets, large clear gemmy 
masses are unknown. The largest Russian gems prob- 
ably do not much exceed 6 carats, few of these are with- 
out their flaws or inclusions. 

Far larger alexandrites have subsequently been found 
in Ceylon along with the less spectacular chrysoberyls, 
‘These may be quite large, the United States National 
Museum has one weighing 65.7 carats. Unfortunately, 
the Ceylon stones are less striking than the Russian 
stones. The greens of the Ceylon stones are often very 
rich, in contrast to the blue greens characteristic of 
Uralian stones, but the night-time hue of Ceylon stones 
is usually a browner red, in contrast to the violet red of 
the original Czar’s namesake. With Russian stones, espe- 
cially, it is difficult to find a real fine stone, any Russian 
stone is rare enough, to be sure. Usually the stone is 
tar lighter as a red stone, hence, if it is deep enough in 
color by night, it is too dark to reflect much light by day. 
A fine day stone, on the other hand, may be pale and 
insipid at night. Ceylon stones tend to be dark by night, 
though their day color is often excellent. 


NO SYNTHETIC ALEXANDRITE 


There is no such thing as a synthetic alexandrite, 
though the term is often used. There are two good imi- 
tations of alexandrites, made in synthetic materials. 
One of these is made of synthetic corundum, but it cannot 
be called synthetic alexandrite becanse it has not the 
chrysoberyl composition, it must be called alexandrite 
colored, synthetic sapphire. This material has been 
widely distributed and much has been bought in India 
and China. It has the disadvantage of not having a very 
good day color, at best it is a violet blue, changing to 
purple by night. The better synthetic imitation is that 
made of spinel, in which an excellent daytime green, of 
the Ceylon quality, is obtained, and a fair night-time 
red. It is really more brown than red, but is not very 
different from the color change seen in some genuite 
Ceylon stones. A dichroscope, which shows about the 
same color in both windows, is the easy authoritative 
test, for a true alexandrite shows strong dichroism. 

Catseye alexandrites have been found in Ceylon, bat 
they appear to be very rare. Neither catseye nor aler 
andrite needs much pushing to increase their popularity, 
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FOUNDED 1846 
LE LOCLE 
SUISSE 


ULYSSE NARDIN watch factory was established 
in 1846—it offers a century of superior craftsman- 


ship, skill and experience. 


ULYSSE NARDIN has won 8 grand prizes, 12 gold 


medals, 311] observatory prizes. 


ULYSSE NARDIN has won more prizes than any 
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ULYSSE NARDIN CHRONOMETERS, serving on 
the ships of our nation in war and peace, are in- 
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ULYSSE NARDIN chronometer watches are all— 
17 jewels—Shockproof—Temperature Adjusted— 
Styled exclusively and timed to seconds. 


ULYSSE NARDIN 


WATCH and CHRONOMETER CORPORATION of AMERIC\ 
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both are more limited by supply factors than de 
and all of today’s Russian alexandrites were 
many years ago. The common unappreciated Chrygo. 
bery!, however, could well be made more Popular, for 
it has many fine qualities which recommend it tee 
in place of other less durable, but no less expensive, 
gems. 


SELLING COPY SHOULD AROUSE BUYING URGE 
(From page 226) 


envy it will arouse, is certain to be more effective thay 
copy which merely mouths trade platitudes. 

Elmer Wheeler, president of the Tested Selling Insti. 
tute of New York once advised restaurant operators tp 
sell the “‘sizzle,” not the steak, which means that peo 
buy the pleasure of a good meal, not a hunk of meat; 
comfort, not chairs. In jewelry, nine times out of 19 
buy envy, or the appearance of prosperity, not painstak- 
ing craftsmanship. Selling copy must arouse emotion, 
Statistics are splendid when selling equipment to engi. 
neers, but for the average consumer some type of emp. 
tion must be aroused. 


USING THE ‘SELLING COPY’ 


When the reader’s attention has been secured through 
an attention-compelling headline and brought down tp 
the selling message, then the real job begins. Up to this 
point its reader is, in all probability, just mildly inter. 
ested—possibly only curious. It is the job of the selling 
copy to clinch the deal. 

This may be accomplished if the copy manages to dp 
four things. They are: 


1. Keep the reader’s attention and not permit it tp 
wander elsewhere on the page; 


2. Arouse the reader’s interest even further; 


3. Secure conviction, on the part of the reader, that 
the product being offered by the advertiser will satisfy 
a definite need, and 

4. Sell. This final stage is accomplished by what is 


vulgarly termed the “hook,” a phrase impelling th 
reader to action. “Do it Now!” “Write for Free Sam 
ple,” or “Call us Immediately !’”—these are specimens 
the imperative injunction which must wind up every a 
and cause the reader to act before the white-hot buying 
urge has had time to cool. id 

Many advertisers seem to believe that “highbrow 
language has an air of dignity. While in certain rate 
cases this may be true, more generally it will prove tom 
absurd. Good advertising is written simply, in 
that everyone can understand—often employing 
slang in order to provide “punch.” A reader, noticing® 
simply, colloquially phrased advertising message, WIA 
prone to say to himself ‘“‘Aha! Here’s a merchant rho 
speaks my language. That’s for me!” 


Brevity, in advertising, is greatly over-rated, @ 
True, the longer an advertisement is, the less likely ta q 
a reader will plow all the way through it. But ab @® 
same time, too much emphasis on brevity may cause We 
jeweler’s message to be underplayed. The only 
thumb concerning copy-length is simple: The message 
should be long enough to put the point across, but m® 
outrageously expanded and full of repetitions. : 

Next: Advertising lay-out and illustration. @ 
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made fine jewelry by 


HENRY POMMIER 


r 
a standard of excellence reeognized by 


leading jewelers evervwhere. 
The extensive line is constantly being augmented 
with new and unusual examples of chokers. 
necklaces. bracelets, watch cases, watch bands 
and compacts, interpreted in 


14 karat gold, sterling silver ad gold-filled. 
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Here’s something new under the sun. 
The nationally advertised FOMERZ 
“SAFTIGRIP” change purse with an 
original bit of styling — designed to fit the 
hand. Easy to grip—easy to carry. 

Of course, the ““SAFTIGRIP”’ has the 
other exclusive FOMERZ features ...a 
frame of extra-heavy plastic, reinforced 
to prevent spreading—a safety notch on 
the top of the slotting to prevent coins 
from falling out—2 convenient compart- 
ments for your keys—complete zipper 
enclosure. Nylon stitched for durability. 
In a variety of styles—$12 doz. to $18 doz. 
The ““SAFTIGRIP”’’ feature is also available in 
the FOMERZ key cases, coin purses, billfolds 
& manicure sets. 

Be sure to see the Merz Display, 
Chicago Gift Show, Palmer House, Rm. 755 
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Can You Heip Me? 





My Display Problem |. 





i: 


by VIRGINIA DIXON 
Readers’ questions about window and inside-store qj 
will be answered in this department each month by ps 
ginia Dixon, one of America’s topnotch display experts ia, 
talents have been brought to a focus on the jewelry field, 
Miss Divon is already well known to JO-K readers as tk 
author of many stand-out articles on jewelry store display, 


ene you tell me where I can have some transparent 
plastic display fixtures made up to my own order? 
—D. L. 


Answer—The Transplastic Fabricating Company, 
295 Huntington Avenue, Boston 15, Mass., will mam- 
facture display units in lucite and plexiglas to individual 
order. For price quotations, send them a sketch specify. 
ing dimensions and quantity desired. This firm also 
have stock units and will send a circular on request. 


We are planning to observe our store’s fiftieth anni- 

versary with a group of historical window displays 
and would like very much to obtain some costume acces- 
sories of that period to contrast with our present-day 
merchandise. Do you know where such material might 
be available for rental or loan?—M. R. T. 


Answer—Katherine Burr Fleming, 3129 Whitney 
Avenue, Mt. Carmel, Conn., has a collection of 18th and 
19th Century costumes and accessories which are ayail- 
able for rental for displays. She will send photographs 
on request. Imagine she will be able to supply you with 
some good material. Should think you could locate 
interesting pieces in your own community which would 
be of even greater local interest—possibly even jewelry, 
watches, or silverware purchased in your own store many 
years ago. The women’s clubs or a local historical s 
ciety should be able to help you with this. 


SHOPPING NOTES 


penn fabrics for display use are still scarce, but 
a number of substitutes are putting in their appeat 
ance—mostly papers that don’t look like paper—with 
nice textures and colors—others are variations of the 
glass fiber cloth. Facil Fabrics Company, 111 West 
24th Street, New York 11, N. Y., are introducing 
“Drapett” which has the satin finish of all the Facil 
materials, but folds and drapes easily and gracefully. 
It comes in good, pleasing, solid colors and has # sot 
of brocade-like texture. Dingleman-Wolff Company 
112 West 42nd Street, New York 18, N. Y., offer a new 
velour paper which they call “Bengaline Velour.” [tis 
86 inches wide and comes in twenty-five and fifty-yard 
rolls in fifteen different colors. For temporary installs 
tions, it could be used in place of bengaline fabric 
This firm also have one of the new glass fiber materials 
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In every gathering, at every party... 
ONE STANDS.OUT .. . the woman so 
beautiful, so exquisitely dressed, so 
charming that all eyes focus upon her. 
In every field of endeavor, ONESTANDS 
OUT. Among wholesale jewelers, it’s 
William Schenkein Company, with a 
background of 30 years of jewelry ex- 
perience. William Schenkein Company 
hitches its wagon to star names in jew- 
elry lines. For a dependable source for 
many of your jewelry needs, call upon 
William Schenkein Company. 


WHOLESALE JEWELERS 
446-450 STEEL BLDG. 
DENVER 2, COLORADO 
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It streamlines the strap: » 


Here at last!...The perfect watch 
strap. Exquisite leather combined 
with a cleverly designed, highly 
efficient buckle that adds beauty 
to the strap. Observe the snug, 
compact effect this new buckle 
provides...its recessed, locking 
tongue remains immovable. 


A full line of leathers with 
buckles in nickel, yellow or 
pink finishes. Also in gold- 
plated. All non-tarnishable. 





with an all-over mottled effect of white frosting—pag: 
ticularly recommended for “cold” effects with S 
and silver for summer entertaining. This comes in delj- 
cate shades of blue, green, chartreuse, rose and all-white, 


A last-minute suggestion for June wedding windoy; 
—white tissue paper bells—eight, ten, twelve, fif 
eighteen, twenty-six and thirty-one inches high from 
Austen Display, 31 West 31st Street, New York, or 
Werner Lewy, 27 E. Monroe Street, Chicago. From 
the same source—cellophane or tissue paper balls in gay 
colors—fine for fiesta atmosphere in summer displays, 


If you want to go right to the source of supply for 
tropical foliage and undersea “‘trimmings,” write to the 
Everglades Palm Company, Haines City, Florida, fo; 
their catalogue. They have many types of natural 
foliage attractively flocked in colors, sea fans, Spanish 
moss, star fish and other materials which lend then. 
selves to summer display effects. Two New York 
sources for similar materials are Arts and Flowers, 43 
West 56th Street, and Bonafide Display and Decors. 
tive Company, 61 West 37th Street. Colored sand, sea 
shells, and coral are also available from these firms, 


For grass mats for windows or store interior display, 
write to Eaton Brothers Corp., Hamburg, N. Y., for 
the name of their display jobber nearest you. These 
mats make a fine setting for summer table settings in- 
side the store or for a display of garden pottery or 
statuary. They can, of course, be used again and again 
——with reasonable care, they will last several seasons. 


A book for those interested in a scientific approach to 
the problem of visual merchandising is “The Psychology 
of Seeing,’ by Dr. Herman F. Brandt, Professor of 
Applied Psychology and Director of the Visual Research 
Laboratories of Drake University. Dr. Brandt has 
done extensive research on the habits of the human eye 
in the observation of a given field of vision. Although 
his observations have so far been confined to two 
dimensional fields such as the printed magazine page. 
he has conclusively proven that the eye tends to follow 
a consistent pattern rather than moving at random over 
the area. It is to be hoped that further research will 
be made on the observation of three dimensional areas, 
but there is plenty of interesting material in this book 
to give us a new slant on the possibilities of scientifie 
research applied to merchandising problems and it has, 
of course, definite application to advertising layouts. 


FRAUDULENT SALES OPEN TO DAMAGES 


Anyone defrauded in purchasing an article may t€ 
cover what he paid for it plus damages penalizing the 
seller, says the Ohio Supreme Court. The court #® 
ruled in ordering a new trial in the case of Elizabeth 
Saberton of Cincinnati against Harold Greenwald, jew 
eler, who sold her a reconditioned watch as new. 

The Hamilton County court had awarded her only 
$38.15, the price paid for the watch. The Ohio tribunal 
held the trial court had erred in not permitting 4 jut 
to consider the additional sum she sought as punis 
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AVAST AND BELAY!...HERE COMES 


ANSION BRACELET 


G-1 — GFSC 
1/20 12K Gold Filled @ NEW... Now every Stonewall Buccaneer bracelet comes with numbered 


and Stainless. guarantee. 
Carded. 11.50 retail @ NEW... Beautifully boxed for consumer appeal. 


Ped. tam ise @ SMART...Thinner construction. Beautifully styled. Links are not S-shaped 
eltiarierist ale 


@ SUPER... Featuring tube end and bracelet of superior one-piece construc- 
tion. Reinforced rivets. 

@ EXPANSION... .To 2! > times closed length. 

@ DISTINCTIVE... Individual designs for gold and gold filled. 

@ QUALITY... Badge of quality on every bracelet is a big retail selling feature. 

e@ PROTECTION... Distributed through wholesalers only. 


STONEWALL PRODUCTS CO. 


79 Seventh Avenue at 15th Street, New York 11, N.Y. 
WAtkins 9-4874 
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PUBLICITY BOARD SPEEDS FUND DRIVE 
(From page 222) 


caused the members of that committee to recommend 
unanimously that the campaign now move into a new 
phase. 

This report showed that presentations of the Publicity 
Board’s Post-War Program had been made at some 16 
different industry meetings in all parts of the country, 
and that at all of these meetings the program had been 
unanimously endorsed by vote from the floor. 

This unanimous endorsement of the program by so 
many different meetings of the industries in so many dif- 
ferent parts of the country plus the fact that in this m‘s- 
sionary stage more than 2000 members of the industry 
had subscribed close to $300,000, caused the Steering 
Committee to come to the conclusion that the industry 
genuinely wanted the Publicity Board’s program and 
that steps should now be taken to speed up receipt of 
pledges, all of this to the end that the program may be 
put into action in the shortest possible time. 


ASK HELP OF ORGANIZED GROUPS 


In this new “speed-up” stage the Steering Committee 
is following several courses of action. It is, for example, 
by resolution, asking organized groups in different 
branches of the industry to put intensive efforts behind 
the drive. Included in the organizations which have re- 
ceived such invitations are the American Watch Assem- 


blers Association; The American National Retaj] Jewel. 
ers Association; the Chicago Jewelers Association; the 
National Association of Credit Jewelers; the Jew 
Crafts Association, the Associate Jewelers, 
others. 

Some of these invited associations, as, for example 
the National Wholesale Jewelers Association ang the 
New England Manufacturing Jewelers’ and Silver. 
smiths’ Association, have already started speed 
drives among their memberships. 

In New Jersey, jewelry manufacturers, under the 
chairmanship of Leonard Shiman, are at work on plans 
for a drive which will culminate in early June at g Spe- 
cial luncheon meeting. 

Plans are also under way for action in this segonj 
stage of the campaign in Metropolitan New York. Thoge 
plans for a speed-up in New York have been mapped 
out by the committee listed on page 222. 

The New York speed-up drive, according to plang 
made by the foregoing committee will reach a climax a 
a dinner meeting of representatives of all branches of 
the industry that is scheduled to be held on the evening 
of June 19 at the Hotel Roosevelt. 

It is the confident hope of the Publicity Board's 
Steering Committee that, as a result of the organized 
effort of all of these various groups, the board will k 
able to announce before the end of June that the 
Jewelry Industry—acting as a united industry—s 
ready to take steps to put its program for keeping retail 
jewelry sales at high levels into action. 
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Among the nation’s wholesalers and jewelers alike, DICO 
Expansion Watch Bands for discriminating men and 
women have won deserving praise for their fine craftsman- 
ship and durability. This marked degree of acceptance 

is reflected by an ever-growing consumer demand which 
is exceeding our fondest hopes. A DICO Watch Band 
is an object of quality and beauty, enhancing the ap- 


pearance of any watch. Guaranteed in every respect. 


To Retail at: 
For Men: THE DELUXE-— Stainless Steel, $2.00 
With Gold Finish Top, Stainless Steel Back, $3.00 


For Women: THE DICO-ETTE— 
White, Pink or Yellow Finish, $3.00 


Each Band Handsomely Packaged 


” Colorful Display Cards With Each Order YOUR WHOLESALER WILL SUPPLY YOU 


Mats Furnished Upon Request 


Kee) PRODUCT 5 NORTH WABASH AVE.- CHICAGO 2, ILL. 
Manufacturers and Creators for The Jewelry Trade 
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‘News’ Items in Ad Layout 


Give Anniversary Interest 


Copy for “news” 
items in local 
Papers was 

vided by ode 
play of replicas 
of the Britis 
Crown Jewels in 
Gabriel's window, 


Gabriel’s, Mobile, Ala., combined their anniversary announcement 


with a number of apparent “news” items which called attention to 


the store, its history, management, and the values being offered. 


EWSPAPER advertising, effectively disguised as 

legitimate news, was used with great success by 
Gabriel’s, pioneer Mobile, Ala., jewelers in publicizing 
their 44th anniversary. 

Full spreads (facing pages) were utilized for the 
advertising campaign in three local newspapers: The 
Mobile Register, a morning paper, the Press, published 
in the afternoon, and the combined weekly paper, pub- 
lished on Sunday, the Mobile Press-Register. 

A large advertisement announcing the 44th anniver- 
sary of Gabriel’s occupied approximately three-quarters 
of the spread, staggered step-like down to the center 
fold from the left and right of the page. Merchandise 
was prominently displayed in the ad. 

In the upper-center section of the spread appeared 
the “news” stories concerning the Gabriel firm. It was 
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necessary, of course, to label the top section “advertise 
ment,” but that was accomplished easily by breaking the 
line at the top of the page. 

Nearly a dozen headlined “news” stories, plus photo 
graphs of Heyman Gabriel, founder, and Philip Gabriel, 
his son, were used in the reading matter on the page 
Since the spread appeared in three different papers, 
considerable variety of make-up was achieved by meas 
of switching the location of the stories, changing thei 
headlines slightly, etc. In addition, variety was achieved 
through the use of a two-column photograph of the it 
terior of the Gabriel store in one insertion, and a similar 
sized photograph of two detectives armed with shotgun 
guarding $500,000 worth of jewels in another. 


The “news” stories themselves, which were re-write 
(Please turn to page 344) 
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Flow! ...1N STAINLESS STEEL 
_ > PLATED WITH 





FEATURES: 


- RUST-PROOF 

* STAIN-PROOF 

* WATER-PROOF 

« NON-MAGNETIC 

* NON-CORROSIVE 

* STAINLESS STEEL 

+ PERSPIRATION-PROOF 


I. adjustable! It’s scientifically designed to fit any wrist watch! It’s easily moulded 
to fit the wrist contour comfortably! Ideal for engraving, this wrist watch band will 
add to the attractiveness of any watch. Available in two models: The standard TRAIL 
BLAZER, made of highly polished stainless steel in a natural finish to retail at $3.00,* 
or with outer surface plated with yellow gold and stainless steel next to the skin, to 
retail at $7.50* Trade Metal Products, Inc., which has taken over the complete stock 
and sales facilities for Trail Metal Products, pledges itself to a rigid adherance to 
the style and quality standards which highlight the value of this fast-selling band. 


IMMEDIATE DELIVERY! 


ATTENTION JOBBERS: Sold through job- MR. RETAILER: Order through your job- 


bers exclusively; write or wire for full details. ber only, or send us his name and address. 


*Priced Keystone 


Manutactured by 


TRADE METAL PRODUCTS, INC. - RIVERSIDE, ¥. 


SALES OFFICE: JAHAN TRADING CO., 330 FIFTH AVE., WM. 
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The Retail Jeweler 
And His Competition 


A well known retail jeweler sets forth his 
views on how problem of outside competition 


ean be most effectively overcome by jewelry 












KENNETH |. VAN Cort 


trade in talk given at Tri-State Jewelers’ 


Convention at Baltimore, Md., on May 6Gth. 


by KENNETH I. VAN COTT 
Vice-President of the A.N.R.J.A. 


HAT is the jeweler’s competition? First, let’s 

inquire who is the jeweler we are talking about? 
There are many jewelers in the trade who would not 
qualify. They are manufacturers that never spend a 
dime for advertising—who have no trade mark—but 
still enjoy a good business, just because they are in the 
jewelry business. If they confine their activities to man- 
ufacturing and wholesaling, they are entitled to every 
dollar of business they can get. But when they go out 
in competition with the retail jeweler, and sell to con- 
sumers—representing that they are selling at wholesale, 
when they are not—then that is competition to the 
jeweler—and mighty unfair competition, too. 

When catalog houses issue industrial catalogs and sell 
at fictitious discounts—misleading the public into think- 
ing they are getting something they are not—that is 
competition—again unfair. ; 

There is house to house selling of sterling silver— 
fostered by some manufacturers who want quick profits 
—and don’t care about the welfare and success of the 
retail jeweler. In my town—this competition is. emi- 
nently unfair, because the whole selling argument is 
based on untrue and unfair statements—which crucify 
the retail jeweler—and deliberately misrepresent the 
way he does business. 

There are the beauty shops, the drug stores, the cigar 
stores, who set up a counter of costume jewelry. The 
shoe stores, the automobile service stations. Everywhere 
you look, you find costume jewelry. Remember when 
you used to find watches? You will again. And then 
the mail-order houses, whose pages of jewelry multiply 
like rabb‘ts. 
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Suppliers are greatly to blame for some of this com- 
petition. I spotted an ad in “Gift and Art Buyer’ which 
goes to every little gift shop in the country—and lots 
of other outlets. “Get into the Jewelry Business” it 
read, “We will equip you with a grand display counter, 
and a representative stock—Send $100.” This same 
supplier claims to be one of the leading (not the larg- 
est) fashion costume jewelry houses. Would you stock 
his goods? I won’t—not any more. 

But we still have not defined what we mean by jeweler. 
What we are talking of is what is usually understcod by 
the term “legitimate retail jeweler.” He has a store or 
chain of stores, and through his windows, his displays 
in the store, his advertising, his activities, is a merchant 
in every sense of the word. He puts on “the show’— 
He continually calls the attention of the public to the 


- desirability of his wares. He supports not only his it 


dustry associations, but every worthwhile local commu 
nity activity. He is a good citizen. He deserves a break. 
I know of a few organizations who operate from up- 
stairs locations. They are good citizens too—they adver- 
tise, sometimes by mail, sometimes by paid ads in news: 
papers. They, too, contribute to the promotion of the 
entire industry. But I have little respect for those who 
do nothing—who give nothing—but take everything: 
You know who they are. They are the free riders. 
Now, there seems to be much excitement in our trade 
because of the competition of the department store. This 
is with us today—and increasing like a prairie fire. As 
goods become more available—as our production sched- 
ules catch up with demand—many suppliers will be 
(Please turn to page 344) 
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Three Sterling lesen 


~on a chain 


TODAY ... 


It can be worn in 
the modern style as 
a chatelaine. and Earring Set is as changeable as a chameleon and 


charms with its versatility. Worn three ways as you like 


Ver-ry pretty ... and practical, too! This Chatelaine 


TONIGHT... it... chatelaine today, pendant tonight, perhaps the pin 
Detach the chain at 
one end and it 
makes a lovely 
pendant. 


tomorrow! It’s gleaming gold, or rhodium, on sterling 
silver with glittering brilliants. To retail at $25 plus 
Fed. Tax. 


Yes, this is a jewel of an item that spells out quick sales. 
ge And it’s only one of many quick-moving costume jewelry 
TOMORROW ne AN ee g items . . . designed by Elmark — made by Elmark . . 
Nochain at all, and eX : that offer profit assurance. See 


milady has a small | CARS or write your jobber. 
or larger pin, A\Sio wm £X. 


Tho Mark of Jewelry Distinction eLmark 
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This ‘Consequence’ Paid Off ... 





Ralph Edwards, "Truth or 
Consequences" mic. ¢ells 
disabled Laurence Tran- 
ter of his good fortune. 
With the lucky vet are 
his iwin brother Leonard, 
his mother, his sister 
Mildred and his father. 
After receiving a full 
course of instruction in 
watchmaking at the Bul- 
ova school in New York, 
Laurence will be set up 
in business with a com- 
pletely-stocked jewelry 
store in Salt Lake City. 


Disabled Vet Laurence Tranter muffed the answer on radio’s 


“Truth or Consequences” program, and won a year’s training 


at the Bulova School plus a completely-stocked jewelry store. 


YEAR’S study at the Bulova School of Watch- 

making (including a salary and New York apart- 
ment) and, afterwards, a fully-stocked jewelry store in 
Salt Lake City, Utah (with a year’s rent paid in ad- 
vance )—that was the prize won by disabled GI Laurence 
Tranter on a recent Ralph Edwards “Truth or Con- 
sequences” broadcast. And, although it left him breath- 
less, Laurence was one of the happiest fellows in the 
world as a result. 

Until a short time before the broadcast, Laurence was 
just another GI patient in the Birmingham General hos- 
pital. just outside of Los Angeles. He had been wounded 
in the fighting on Luzon and a bullet, in his spine, had 
paralyzed him from the waist down. 

Life in Birmingham General was dull, for Laurence, 
just as it is for all disabled veterans in the many hos- 
pitals throughout the country. So, to while away the 
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time, he took up a hobby—repairing watches. Some- 
how (it isn’t too certain just how) Ralph Edwards of 
NBC’s “Truth or Consequences” radio show heard about 
him and determined to put him on the program. 

The point of “Truth or Consequences,” of course, is 
in having the contestant “muff” an answer. Usually, 
some embarrassing situation (such as standing on ones 
head in a lemon meringue pie) is given as a penalty. 
In the case of Laurence, however, a different “com 
sequence” was arranged. Edwards, the master of cere 
monies, decided to explore his past. 

First of all the years were slipped back to 1943, and 
a voice familiar to Laurence was heard. Yes—it was 
that of the lady in charge of the local draft board, and 
she had been invited to the program as a surprise. 

Then, the years were slipped even further back—t 

(Please turn to page 347) 
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CAT'S EYES FROM THE SEA 
(From page 248) 


P 


When the crawling or resting snail is touched, it quickly 
pulls itself into its shell by means of band-like muscles 
which are wound around the central point of the shell. 
First the delicate eye-spots and tentacles are pulled in 
as the head is pulled back. The last part to be with- 
drawn is the rear end of the foot bearing the trapdoor. 
This rolls over with the foot itself, its convex side facing 
the enemy as it swings into place. 

In his wonderful book on “Growth and Form,” D’Arcy 
Thompson has explained how it is that the operculum 
of sea-snails always fits exactly the curved trumpet-like 
tube when the snail is withdrawn. Broadly speaking, 
it is because the shelly tube and its lid are both secreted 
by the same organism and because the rates of growth 
which produce the tube itself are also adjusted and 
scaled down harmoniously to produce the part that fits 
into the tube. But, we may ask, how is it that the “cat’s 


eye” operculum is nearly circular while the opercula of ' 


other species of turban shells are more oval? The turban 
shell itself is, so to speak, merely the outer skin of a 
worm-like animal that grows so much faster on the outer 
side that it pivots on the inner side and forms a spiral 
coil or regularly increasing diameter. Even before the 
snail is withdrawn, its large screw-shaped “liver” or 
digestive gland is wound around the screw-like colu- 
mella or central axis. When the turban snail is crawl- 
ing, the whole shell rides on the back of the foot, rest- 


NATIONALLY 
ADVERTISED 


SHOWROOM HOURS 1:30 TO 5:30 P.M 
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art of the muscular foot upon which the snail crawls. 


ing on the smooth inner and outer rims of the aperture 
of the shell. If the shell-secreting mantle grows more 
rapidly on the outer side, that side will bulge outward 
and the aperture will tend to become elliptical. If the 
inner side of the mantle keeps up with the outer side, 
the aperture itself will be more circular and less ellip- 
tical in its outline, and so will the operculum, whose 
growth rates are proportioned to those of the shelly tube. 

Although the outside or convex side of the cat’s eye 
appears to be almost circular in outline, the inside, 
which is covered with brown horny tissue, bears a clear 
record of its spiral development. The primary center 
of growth of the spiral lies well to the left of the as- 
sumed center of the subcircular outline of the outer 
rim. Sergeant H. O. Collier of the U. S. Marine Corps 
in an article in “Rocks and Minerals” of August, 1944, 
in which he relates his collecting experiences, notes that 
“Each cat’s eye is different from all others. And yet, as 
individuals, they all have a certain internal corkscrew- 
like pattern that once learned can be used in their 
cutting.” 

The essentially helicoid or screw-like origin of the 
cat’s eye pattern is indicated in the opercula of a small 
species of turban shell which I collected along the shores 
of Mayor Island, New Zealand. These shells are thin 
and their opercula are flat, possibly the result of there 
being less lime along the shores of this island of vol- 
canic glass (obsidian). On their outside surface these 
oval opercula each bear two parallel curved, rounded 
ridges, which suggest parts of the concentric color bands 
of the cat’s eye. 
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New SPIRAL BRACELET 


Sterling 


Something entirely new in Bracelet design. 
Ready for immediate delivery. 


$9.00 each. Keystone List 
Special discount to Jobbers. 


MERCURY CLOCKS, Inc. 


280 Madison Ave., New York 16, N. Y. 
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CUTTERS OF PRECIOUS ond SEMI-PRECIOUS STONES 


NEW YORK 19, N.Y 
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Czechoslovakian Imitation Stones 
Crystal-Clear and Colored 
Made up in a Complete Line of Pins 


with Ear-Rings to Match. 
Pin illustrated: $81. 


366 5th Ave., Cl. 6-2176 











Centrifugal Casting Equipment and Supplies 





Introducing 


the NEW Simmons DU-AL-MATIC 
CASTING MACHINE 


for making WAX PATTERNS 


RAPID — ACCURATE 


Equally adaptable 
for white metal 
casting 


Automatic clamping © 
of molds with correct 
tension 





Cc let hi ith 
: Commiste machine er $179.00 
1. Wide range of molds . 
Knocked down machine 
2. Accurate reproduction for installation in cus- $100.00 


tomers bench, less mo- 
tor and switch 


Arm assembly with 00 
moid holders of either a 
large or small size 


ALEXANDER SAUNDERS & CO. 


(Suce. to J. Goebel & Co.) Est. 1865 


95 BEDFORD STREET, NEW YORK 1/4, N. Y. 
DISTRIBUTORS FOR 


3. Rapid reproduction 
4. Dual purpose 





Kerr Dental Manufacturing Co. 
The Jelrus Company (‘'Thermotrol'') 
Thos. J. Dee and Co. 

Ecco High Frequency Corp. 
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Joseph Dixon Crucible Co. 
Baker & Co., Inc. 

A. H. Waage Electric Co. 
Western Gold & Plat. Wks. 
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The color bands of the cat’s eye are on the deeper 
levels near the inside spirally wound surface. Possibly 
some of the pigment cells of this inner surface have had 
their brown, red or yellow or blue secretion squeezed 
out by the pressure of the hardening stony layers. Per- 
haps the: coloring matter has been aided in spreading 
around the forming rings by the traces of water, which 
were noted by Sergeant Collier in the stony substance of 
the operculum. 

How does the cat’e eye get its glassy curved surface? 
The basal layers of the operculum are secreted by the 
back of the “foot” on which they grow, but the surface 
layers may be laid down by the adjacent margins of the 
shell-building mantle, which form the inner and outer 
“lips” of the aperture. Perhaps the pigment cells. of 
these mantle-derived layers also are responsible for the 
color bands, which after all are parallel to the subcir- 
cular rim of the entire aperture. At this point further 
study is indicated. 

Does the cats-eye help to protect its snail by resem- 
bling a real eye? Sergeant Collier’s account indicates 
that when the snail is crawling, the cat’s eye is a con- 
spicuous object, as it is also when the snail is withdrawn 
into the shell. After all, the “cat’s eye” is really mis- 
named, for it more nearly—in fact strikingly—suggests 
the round glassy eye of a large octopus. In the dim 
holes in the coral reef, where snails and octopuses live, 
such a “Keep-off” signal might well scare away the 
alert nibbling fishes of the coral reef, which are always 
on the prowl for tender snails and bivalves. It is note- 


worthy that while many forms of turban shells and their 
allies have oval or subcircular opercula, with a stony 
base and a round glassy surface, only the “cats-eye” 
turban, so far as known, has taken the final step of 
developing a central iris-like spot surrounded by circu- 
lar light and dark zones which are parallel to the cir- 
cular light-rimmed aperture of the shell. 





PUSH GOOD WILL FOR SUCCESS 
(From page 252) 


times the store sends out about one thousand direct mail 
pieces four times a year. At graduation time they dis- 
tribute a booklet made up of different items, showing 
various merchandise for graduation gifts, such as 
watches and birthstone rings. The folder is sent to all 
the regular accounts, plus graduates of local high 
schools. Sometimes the folders are put together with 
pictures to advertise both weddings and graduation. 


PUBLICITY IN FREE GIFTS 


Other gift occasions are handled in the same way. 
For example, Daniels featured several items in a 
Mother’s Day ad in the rotogravure section of the Des 
Moines Sunday Register, emphasizing such merchandise 
as a $9.75 strand of imitation pearl beads, and a ten 
karat gold ring as especially appropriate, and not too 
costly gifts for Mother on her day. 

Again, as a good will gesture, Daniels gives to every 
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WASHABLE FABRIC WATCH STRAPS 
* with the exclusive Safety Loot feature 


Feree...1N QUALITY Feraz...1N DESIGN ForaZ...1N SALES 


*& Bantam-weight washable fabric. 

* Continuvous-length, fits under watch. 

* No metal touches the wrist. 

* High quality—waterproof and pre-shrunk. 
* Metal eyelets—metal buckle and keepers. 
*& On and off the watch in 8 seconds. 


* “Safety Loop” holds watch to strap; can’t 
slide off. 


* White * Navy © Tan ¢ Grey * Olive Drab 
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LOUIS STERN COMPANY 


Full color folding 
display card holds 12 
assorted straps. Also 
available 3 assorted 
to a card. 


PROVIDENCE © NEW YORK @ PHILADELPHIA © CHICAGO 
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DIAL REFINISHING 
CRYSTAL FITTING 


from coast to coast 
AN OFFICE TO SERVE YOU 


Summer or Winter 


DIALS BECOME TARNISHED, CRYSTALS ARE 
BROKEN, BRACELETS NEED REPAIRING 


Including our new shops in DENVER, COL., and 
ATLANTA, GA., we have OFFICES in NINE 
cities. Our employees are all anxious to give you 


better work and quicker service than ever before. 





KIRK-RICH DIAL CORP. 


LOS ANGELES 


CHICAGO 
SEATTLE 
PITTSBURGH 


SAN FRANCISCO 
DALLAS 














| EWE | F ' \ Sell Schools, Clubs, 
Hospitals, Lodges, etc. 





Write for our treasure book of emblems. Samples sent 
on memo. Most complete line of grade and high school 
wees. Thousands of designs. Make your store the 


eamenrtese for the scholastic trade. Safety and service 
awards, religious medals, bronze advertising specialties, 
etc. Mfrs. for over 30 years. 


THE METAL ARTS €O., Inc.  rccvcssers? xy: 

















Made Sold 
of by 
Better Better 
Leathers Stores 





The above matched gift set is of genuine pig—with zippers. 
Beautifully boxed. 


Quality and Workmanship always Lead. 
We guarantee both! 


Manufacturing Bill Folds—Secretaries—Leather Novelties—Belts 


Price range. ..$2.00 to $15.00 


THE AMERICAN CALENDAR COMPANY, INC. 


GREENEVILLE TENNESSEE 
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WANTED ... 


WATCH BUYER 


One of nation's largest distributors of fine 
watches has excellent opportunity for top- 
flight watch buyer or thoroughly trained 
assistant buyer; must have thorough knowl- 


' edge of imported watches, case designing 


and styling; several years' experience in 
merchandising; buying and selling high 
grade watches essential; salary commen- 
surate with past earnings and proven abil- 
ity; give complete details in first letter; 
convenient interviews will be arranged for 
selected applicants. 


Address: 
"J.. 3896," Care of 


JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St., New York 17, N. Y. 
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‘ustomer who has a baby, a little gold baby ring worth 
pre $1.50. With a Daniels’ ring on the baby’s finger, 


people just naturally think of Daniels when they think 


of jewelry. 


wINDOWS ARE VERY IMPORTANT 


Mr. Cohen believes that an attractive window is one 
of the most important ways of drawing folks consistently 
into the store. He insists that the way you dress your 
windows will have much to do with the way your busi- 
ness succeeds. He thinks it is essential that there be 
individual setups of related merchandise. He also be- 
lieves the window displays should be broken up into 
groups, with various items at a different height to add 
variety and interest. 

“Also, the windows should be changed once a week 
to keep people alert and eager to see what you have in 
your windows. Your windows are the eyes of your store. 
You should put much thought on their preparation so 
that they show the store’s best self. Your windows are 
the best advertisement you can have. Trim your win- 
dows right and they'll bring business right into your 
door,” Mr. Cohen advises. 

Newspaper advertising is a “must,” according to 
Mr. Cohen. He believes that you must keep your name 
before the public and that you must let them know what 
items you have on hand, in as interesting a way as pos- 
sible. The store has been using a series of human in- 
terest ads, with novel pictures that are appropriate to 


the copy. Just before Easter, an eye-catching ad was 
run in the Des Moines Sunday Register with a picture 
of a bird, wearing an Easter bonnet and sitting on a 
limb of a tree. A spring flower and a new chick peck- 
ing its way out of the shell, with the words “New Ar- 
rivals” completed the heading. The body of the ad 
featured new items of jewelry for the Easter parade 
which the store had recently received. 

“Better Buy Both” was the catch phrase of another 
Daniels ad. It continued, “When you buy ‘her’ Engage- 
ment Ring, look ahead a bit and buy a wedding ring to 
match at small additional cost.” 


SOLVED: THE WATCH PROBLEM 


As another example of Mr. Cohen’s ideas, he has 
cleverly solved the problem which has plagued so many 
jewelers of how long a jeweler should be expected to 
guarantee and give free service with the sale of a new 
watch. 

At one stroke, he avoids the headache of giving exces- 
sive free service on the one hand, and on the other the 
difficult situation of possible arguments with the cus- 
tomer as to whether he is or is not entitled to free 
repairs. 

It’s really very simple. Instead of giving a guaran- 
tee, either expressed or implied, that the watch will be 
kept in repair for any specified length of time, Daniels 
gives every customer who buys a watch a “Watch service 
guarantee bond,” which entitles him without obligation 
to the free service set forth on the coupons attached to 
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** Gift-of-the-Month’’* 
as featured in 


Harper’s Bazaar, June 


Downbeat Pin . . . No. 6552, $72 doz. 
Earrings ..... No. 6551, $42 doz. 


Mats and Harper’s Bazaar cards supplied 


JAY KEL, ine. 
307 Fifth Avenue « New York 16 
Chicago: 36 South State Street 


*Trade Mark 
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"Nothing Takes the 
Place of Leather’ 


Genuine 
REGAL 
STRAPS 


Imported from 
England 


$4.50 ‘Caroen 


Free Book on 
Gross Orders 


Truly fine straps that sell on sight from at- 
tractive display cards. See why these straps 
have been satisfying jewelers and customers 
for over 20 years. 


AVAILABLE IN: PIGSKIN MOROCCO 
Hazel Pig, Glazed Pig, Unfinished Pig Black 


We also ca-ry a complete selection of finest do- 
mestic straps in all leathers. 


Priced $4.25 and $4.50 per doz. 
Extra Longs and Extra Shorts 


“4 SEGAL Room 612, 93 Nassau St., New York 7 
5 Wholesale Jewelers Since 1890 














SPOT CASH voir 
STORE INTACT 


SELL us your business . . . realize 
— cent it is worth. We are ex- 
panding and will pay a fair and just 
price for additional outlets. 66 years 
of reliability backs this firmly estab- 
lished Jewelry organization, oper- 
ating stores in various states. Firms 
purchased (names on request) will 
attest to our satisfactory dealings. 
Ask your bank for reference. 


WRITE, WIRE OR PHONE MA 3-2987 
Ask for Mr. Busch or Mr. Sargent 


WETS INC 


ANIC SONS 


Ee ed Oe 


875 Broad St., Newark, N. J. 
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Rinc-PENDANT Set 


: d Pen- 
10 K Gold set tog ent is $ 8 ei 5 


. + 
Simulonttractive y per set 


delivery- 


dant Set- 
quisite eens 1 


boxed. 


191 CANAL STREET NEW YORK CITY 


























* 
CAN BE 
RETAILED 
?ROFITABLY 


AT 
2.30 
EACH 
* 


JOBBER 
INQUIRIES 
INVITED 
MODEL A-l 


A NEW Lighter with unusual features. Hizhly polished 
Nickel Steel —fully automatic — windproof, Bee 3 
fill—easy to operate—easy to sell. Individually be : 
12 boxes to package, a zross to a carton. Excellen 
reorder item. 


x IMMEDIATE DELIVERY x 


LUMEX CO. © 11 B'WAY + NEW YORK, N.Y. 
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the watch guarantee—and no more. Six coupons are THREATEN INCREASED TAX BURDEN 
attached to the bond. No. 1 entitles the holder to one (From page 254) 

adjustment of the mechanism; No. 2, one replacement 
of a new crystal; No. 3, one free adjusting and regu- 
lating; No. 4, one free replacement of the mainspring; 
No. 5, one free replacement of a new crown; and No. 6, 
one free replacement of a completely new stem. 

There is no time limit on the arrangement, but only 
one operation of any one kind is free. For example, if 
a customer needs a new mainspring, the store installs it 
without charge, but detaches the coupon from the bond. 
Then if another replacement is needed, even if it’s with- 
in the usual guarantee period, the customer pays for it 
because he has used his free coupons. Of course, on the 
other hand, he may get some job done without charge 
considerably after the normal guarantee period has ex- 
pired. But it all averages out, and has proved that it 
completely avoids arguments and dissatisfaction on the 


poration income tax but does not tax other income. 





the store against the unreasonable demands for free ser- the list being raised increasingly. 


vice that so often crop up under the usual arrangement. 
As to point-of-sale merchandising, Mr. Cohen trains TREND TO LICENSE TAXES 
his clerks to not show too much merchandise at one time, 


so that the customer will not become confused. He One of the major sources of non-property tax reve- 
thinks it’s a good idea to find out in a diplomatic way nues for municipalities is the business license tax, which 
what price item the customer is interested in buying, so has been resorted to heavily throughout the South and 
you won’t undersell or oversell. more recently to an increased extent on the Pacific Coast. 

His ideas seem to work, for starting from scratch Detroit, Boston and a number of cities in other sections, 
thirty-two years ago, the Daniels store has built up one however, have made upward revisions of their business 
of the most prosperous jewelry businesses in Des license tax ordinances in recent years. In some instances, 
Moines. such as in St. Louis and Kansas City, business license 














How GOOD IS YOUR SOLDER JOB 


@ Does your solder groove out when you polish it? 





@ Is your solder seamless when you want it to be? 





@ Are you bothered with filling Pin Holes with the cor- 
rect solder? 


NIASH has the solders that fill the bill in JA 
all karats and colors. 


year. The tax is levied on salaries and wages and net 
profits of unincorporated businesses and professions. 
Corporate profits are exempt because the measure rests 
on a state law granting the city the right to tax only 
objects not taxed by the state. Pennsylvania has a cor- 


The sales tax, although quickly dropped by Phila- 
delphia, has its municipal adherents in other cities. Be- 
sides continuing in New York City, such levies also are 
currently effective in New Orleans, Atlantic City, San 
Bernardino and Santa Barbara, Calif., and Charleston 
and Huntington, W. Va. Selective sales taxes on cigar- 
ettes and tobacco, gasoline, alcoholic beverages and 
amusement admissions also are used by various cities 


part of the customer, while at the same time protecting throughout the country, with proposals for broadening 
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Break Production Bottle-Necks 
with Precision Casting by 


THERMOTROL 


se You can Stamp See pe cs | U.S. Patent No. 2,209,381 — Other Patents Pending 


| Names or Monograms 9m | QV HEN you have a new 
of a | "number" to get out— 


on ' A oa : ond fast—that's when you 
2 = doubly appreciate the pro- 
- FOUNTAIN PENS ~ <— ' : duction potentialities and 


LEATHER GOODS ss @ 4, ae cies 
» PLASTIC GIFTS wt AS of castings by Thermotrol 

WRITING PAPERS a | nd costing Unt 
~ XMAS CARDS, ETC. yy a [| eee ae 
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es. 
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Once your sample is 
OK'd, it's no particular 
trick to be in production in 
24 hours, turning out, for 

aa Ahi’ 0 0 phy instance, 75 5 dwt. rings 
i gs , va NK Ba every 15 minutes, regard- 


es 
Right in By > me a Cie w- OA » less of the complexity of 
a. 
\ 
a 
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Own Store! design. And the precision 
} of Thermotrol castings as- 
sures a perfect reproduc- 
tion of detail and high sur- 
face smoothness which cut 
finishing operations to mere polishing. 


What Thermotrol can do on “rush jobs" it also does in day-in and 
| day-out routine production. 


Tell Dye pradutiee pale sans Write for Literature 

we shall give you illuminating cts 

and Figures on What Precision Casting The JELRUS Co., Depl. B, 

by Thermotrol can do for you. Mirs. & Suppliers of 
OTHER PRODUCTS Precision Casting Equipment 


WRITE FOR DETAILS 5 y 
“Vulcatrol" Elect Mold Press — 
lade — Sprue sone Wax _ eet 136 W. 52nd St., New York I9 


KINGSLEY Gold Stamping Machine Co. oe CALIN: Wax Pots—Centrifugal Wax Casters— =< ee. os 


Gas & Electric Wax Burnout Furnaces 

















ANNOUNCING THE ADDITION OF THE =~ / EMSON-Designs 


bs ” 4 ical Gift! 
MeCuntock Etecrric CLoek Line : petra 


To Our Already Well Established Clock and Beauty 


Department. BMA COCKTAIL SHAKERS Reena 


THE WALLENSTEIN-MAYER COMPANY 


31-39 East Fourth Street, CINCINNATI 2, OHIO 
DISTRIBUTORS FOR 


DIVISION OF GENERAL TIME ; 
INSTRUMENTS CORPORATION many rcewe Se ie 
SETH THOMAS CLOCKS eagle TOP closes 
WESTCLOX @ Shake without fear of leak- 
THE UNITED STATES age 
TIME CORPORATION a 
INGERSOLL ° pat ay parts to misplace 
WATERBURY e aie easily removed for 
THE E. INGRAHAM COMPANY <aiaieennian: thek sentee 
O. B. MceCLINTOCK COMPANY aluminum 
HERSCHEDE HALL CLOCKS Oe ene genet 


REVERE ELECTRIC CLOCKS Price: $33. per doz. 


WHOLESALE JEWELRY, DIAMONDS, WATCHES, Write for full particulars 
ILVERWARE, ETC. 
en are EMSON PRODUCTS CORP. 


Write for Catalog Bridgeport, Conn 
meee canons aR SS A A ’ ' 
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taxes are based on gross receipts, thus to some extent 
chee on the complexion of sales taxes. 


ciTIES WANT TO SHARE 


Besides contemplating new locally-imposed taxes, mu- 
nicipalities are calling for increasing shares in the Te 
ceipts of state-collected taxes. Effect of this sharing 
is to either increase the state tax level or keep it higher 
than would otherwise be necessary. In Minnesota, for 
example, enactment of a new state general sales tax is 
being proposed as a means of providing new revenue 
for distribution to political subdivisions. 

Detroit and other Michigan cities want a larger slice 
of that state’s sales tax receipts. Proposals for increased 
sharing of state revenues, including an added gasoline 
tax for that purpose, were pending before the Rhode 
Island legislature at this writing. Revision of Mary- 
Jand’s revenue structure to provide more aid to cities is 
in prospect for next year, with a 15-member commission 
studying the problem. 

This trend toward increased state aid to loca] gov- 
ernments has spread rapidly in recent years. Significant 
as an index to what may come is the fact that last year 
10 states increased municipal sharing of state-collected 
taxes, while four states extended new or additional direct 
aid to localities. 

In addition to being pressured for a broadening of 
such programs, future state legislatures may be asked 

-in some instances to provide greater stability in assis- 
tance to localities along lines taken in New York State 


this year. The New York State program is designed to 
provide municipalities with definite amounts of financial 
assistance rather than fluctuating aid. Main bill in the 
program pools revenue from shared taxes and provides 
for distribution to municipalities on a per capita basis. 
Other bills created two “rainy-day” stabilization funds, 
into which excess revenues from shared taxes will pour 
in good times, to be drawn upon in low-income periods. 

While the bulk of the nation’s municipalities still rely 
predominantly on the property tax, there already are 
significant exceptions. According to the Municipal Fi- 
nance Officers Association, Milwaukee receives only 
about 30 per cent of its revenue from property taxes 
which have been relieved by state distributed income 
taxes. Property taxes account for only 23 per cent of 
Birmingham’s total revenues, with licenses and permits 
contributing 47 per cent. New Orleans gets about 40 
per cent of its total revenues from its local sales tax. 





TO THE LADIES 
(From page 256) 


jewelry and Mrs. Booth, armed with her knowledge of 
gems and a natural artistic sense, has carried on the 
tradition. When a prospective jewelry buyer is deter- 
mined to get something “different,” his trail naturally 
leads to Antemann’s where Mrs. Booth will design and 
supervise the execution of a piece especially for him. 
Mrs. Booth’s activities, from the germ of an idea to the 


finished piece, makes a little story of jewelry store en- 
(Please turn to page 321) 





14 K Gold BRACELETS in two-tone of pink 
: and yellow as well as white. Designed 
with ‘unusual talent, catering to the finest 
- retail jewelers thruout the United States. 
From $25. to $300. Catalog on request. 
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Cupid Heally Mows “Em Down 


In First Quarter of 1946 


No doubt about reeconversion on the part of the little fellow 


with the arrows; Census Bureau statistics show marriages 


inereased 45 per cent above first three months of 1945. 


TRIKES, shortages of materials and OPA price 

ceilings may have made it difficult to get automo- 
biles, nylons and white shirts in the early months of 
1946. But none of these factors disturbed the naked 
little lad with the quiver-full of arrows—Dan Cupid. 
No indeed! Far from going on strike or being faced 
with a shortage of raw materials, he seems to have oper- 
ated his old-fashioned bow in the manner of a tommy- 
gun, and left victims all over the place. 

According to the Bureau of the Census of the De- 
partment of Commerce, marriages in the 91 areas boast- 
ing a population of 100,000 or more persons rose 45 
per cent above those for 1945. Whereas there were but 
118,975 marriages in the first quarter of 1945, there 
were 173,275 this year. Marriages in the month of 
January were 48.4 per cent above those for January, 
1945; February was 67.5 per cent above the preceding 
year, and March was 24 per cent higher than March, 
1945. 
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Assuming that the cities of 100,000 or more popr © 


lation represent just about one-third of the total mr 


tional population, it is safe to estimate that there wert — 
actually over half a million marriages in the first qua — 
If this pace is maintained for the” 


ter of the year. 


subsequent three-quarters of the year an all-time high 


of two million marriages should be recorded. 


In the March issue of THe JEWELERS’ Cincunar — 
Keystone it was estimated that marriages would, it” 
1946, probably exceed those for 1945. Although it is 


; 


still much too early to prophesy whether or not this” 
will happen, the returns for the first three months make 


it seem eminently probable. It must be remembered, 


however, that the later months of 1945 saw phen ri 


enal numbers of marriages performed as a result ¢ 


post VE and VJ Day. returns of servicemen. 4 


If, as indicated, 1946 is a boom year for brides, ¥ 
will also be a boom year for the country’s jewelet® 
(Please turn to page 848) 


THE JEWELERS’ CIRCULAR-KEYS 











ARE YOU... 


ay 


Couples who like things real 
and right begin with sterling silver . - . 
| — long-range economy, life-time pleasure. 
é ~ Twelve Gorham Sterling patterns now 
_ available in six-piece place-settings 
comprising teaspoon, luncheon knife 
and fork, salad fork, cream soup 


Sterling has been the choice of 
_ the first families of America 
for more than a hundred years. 


: 4 : like this, appearing in leading publications 
STERLING @g@o . | eile ? ; J 
‘ . F . ” are reaching your customers and prospects every mon 
Leading Silversmiths since 1831 


, RHODE ISLAND 


Human interest . . . full-scale silver pieces . . . informative copy . . 
variety of patterns .. . direct-selling talk are paving 


the way for your future sales and profit. 
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Modern Engraving Designs are created with an eye to complementing the style 
of the individual piece. These samples created by Lou Harris, of the Lou Harris Engraving 
Co., Dalles, Tex., are offered as a style sheet for jewelers to acquaint customers with the latest 
trends in monogram engraving. Unfortunately much of the fine detail of Mr. Harris’ original 


drawing was lost because of the difficulty of reproducing the fine line work of the engravings 
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WHY you cant buy 


the silverware you need 


and 
WHAT you can do 
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Your Customers Can Help 
Defeat the Silver Bloe 


Advertisements in local newspapers urging the public to write 


their Senators can show legislators that the public will not 


permit a selfish minority to block silverware production. 


HE silver using industry’s battle against dog-in-the- 
manger tactics of the Western Silver Bloc continues 

It’s a real battle, and military tactics and strategy 
must be used. 

Ammunition, for the fight, has just been provided by 
ANRJA’s Silver Committee in the form of advertise- 
ments appealing to the public (particularly brides and 
other womenfolk) to write their Senators urging release 
of idle Treasury silver at a reasonable price. 

This is, however, ammunition supplied by the Gen- 
erals. 

As in orthodox military operations, when the Gen- 
erals cannot possibly fire all of the guns and drop all 
of the bombs, so in the campaign against the Silver Bloc 
ANRJA cannot fire all of the ammuntion. The retailers 
(that is, the Army) must do the bulk of the fighting. 

ANRJA has prepared four sample lay-outs, and copy 
for four advertisements to be run in jewelers’ home-town 
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newspapers. Appearing over the individual jeweler's 
name, they urge the public to take immediate steps to 
guarantee the silverware they want and need, by writ- 
ing their Senators immetiately. 

Now that the Silver Senators have tossed out of the 
window the compromise price of 90.3¢ for surplus 
Treasury silver (although as recently as last month it 
seemed acceptable both to consuming industries and the 
Silver Bloc), the great offensive must be launched. Sil- 
ver consuming industries will, of course, do everything 
within their power to convince the legislators that re 
lease of the Treasury surplus at $1.29 per ounce is & 
fantastic, inflationary policy. But the Silver Bloc’s 
strength is so great that industry’s efforts, alone, may 
fail. Only if the people (who, to the legislators, are 
voters) protest, will there be hope of relief. 

Advertisements, to be run by jewelers and appealing 

(Please turn to page 848) 
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cOULD HAVE CRAFTED 


=" 
Every woman loves beau- 
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“ee things — and nothing appeals more 
to her imagination than 
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Sterling Silver. ee 


true craftsmanship born in 
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Of all the 
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Paul Revere for sheer mastery © 
And here, in Watson Colonial Fiddle, sage ‘na LIF 
you will find the Revere tradition carried in E Ma _ : 4 
Colonial Fiddle “mod : gazine with its theme of 
ern silver with the beauty of old master 


on at its very best. 
achieves 4 simplicity that accentuates 
the purity of style, the perfection of fin- 
ish, and the sharpness of cut that 


characterize all truly great masterpieces 
in sterling. A rare gift for those fortunate 
nd cherish fine sterling! 
This f 
requent and convincing advertising 
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pieces”, has proven such a great sales booster 





among millions of women.* 
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creations of fine sterling at 
The Watson Company, 1466 Watson 
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is pring was three years coming 
WS 


If you're going to be a summer bride, plan 
your sterling silver now. And make your 
choice International Sterling ... . finest solid 
silver; your proudest lifetime possession. 


STRANGE HOW THEY HURT... those other 
springs. 

When I'd turn my face away from the 
street carts of daffodils... close the blinds 
against the May stars. . . because | couldn't 
bear them without Bill. 


But, from this spring on, I won't be alone 
any more. The dreams, curled tightly as 
young leaves in my heart, can begin to un- 
fold in the peaceful sunshine. Again, there is 
time in the world. 


Time for a real wedding, in a candlelit 
church banked with lilacs. Time to drive 
slowly along little byways, looking for the 
perfect place to build our house. Time to 
gather the International Sterling I'd always 


wanted but never got, because other girls 
needed it first... 


It’s my turn, now. 


What fun Bill and I had planning this, in 
letters that spanned the miles! Telling each 
other that only the finest solid silver was 
good enough to be our family silver. Deciding 
which of all the lovely International patterns 
would look best on great-grandmother's 
Duncan Phyfe table. . . 


Dream's end is near now... only a few 
blocks away. For then I'll, lead Bill into 
our jeweler’s .. and let him see how beau- 
tful our International pattern really is. Keep- 
ing faith with promises we made in the dark 
days. . . the best, ever after. 


Ask your jeweler to show you the artist- 
designed International patterns, ‘with’ their 
rich depth of detail, their perfect balance, 
their air of luxury and character. 


Your jeweler will gladly keep your choice 
on record, and help friends and relatives select 
pieces in your pattern without duplication. 


TUNE IN to The Adventures of Ozzie and 
Harriet, Sunday evenings, 6:00 p.m., D.S.T., 
Columbia Broadcasting System. 


Copyright 1946, International Silver Company, Meriden, Cona. 





TO THE LADIES 
(From page 313) 


terprise in itself. Starting usually with stones from the 
store’s large inventory, often supplemented by the buy- 
ers’ own old jewelry, Mrs. Booth first works out a design, 
then brings it to the expert craftsman connected with 
the firm who bring it to jeweled life. Intricate and de- 
4 tailed work often leads to the out of the way artisans’ 
4 shops in New York, to the large stone importers, to ex- 
g pert gold- and platinumsmiths. 
> One of Mrs. Booth’s basic ideas about the jewelry 
business is closely allied with her dependence on these 
J skilled workers. She believes that jewelry is fundamen- 
tally a handicraft and as such is far superior to the 
roducts of the machine. She will seek far and wide for 
just the right artisan to carve this gold pin or recut that 
fine stone. The jewels and metals themselves are, of 
course, intrinsically valuable, but it is the talent and 
skill of a man’s hands, she says, that makes them some- 
thing desirable and beautiful. That is why Mrs. Booth 
© js so enthusiastic about the revival of apprenticeship 
Ss training and the expansion of the craft departments of 
' yocational schools. “Just because we’ve perfected the 
machine is no reason to banish handicrafts entirely,” she 
» said recently. “The human imperfections in a piece of 
) hand carving are far more attractive to.me than the cold 
" accuracy of something stamped out by a machine.” 
. One of the firm’s most important side lines is the re- 
designing and resetting of old jewelry. Building up 
matching sets—a pin one year, ring the next, then ear- 


rings, perhaps—keeps people coming into Antemann’s 
as often as they go to the dentist. To all work of this 


sort Mrs. Booth gives the care she would to an original ~ 


piece of jewelry. 

She thoroughly enjoys working with jewels, but more 
than that, she is interested in the people with whom she 
comes in contact, both the public and the manufacturers. 
She also devotes several evenings a week and a great 
many luncheons to lecturing on jewelry before business- 
men’s clubs, teachers’ groups and women’s clubs. Just 
recently she gave a talk on gemology before a group of 
college professors and she found them as fascinated an 
audience as any she ever had. 

An active, vivid little woman, Mrs. Booth modestly 
attributes her ability to work, take care of her home, lec- 
ture and indulge in the many social activities in which 
she is interested, to her good health. “You can do prac- 
tically anything if you’re healthy,” she says. Perhaps 
that explains, too, her fondness for swimming, riding 
and tennis. (Did we mention that Mrs. Booth is a grand- 
mother?) 

When you hear someone referred to as a “model 
housewife” or a “model mother,” you’re apt to take it 
with the proverbial grain of salt, but in Mrs. Booth’s 
case it constitutes accurate reporting. Several years ago 
a certain food company, casting about for a good look- 
ing mother and brood of healthy, contented looking chil- 
dren who actually used their product, found Elizabeth 
Booth and her four children. Soon the children and their 


mother were to be seen in full color in any number of 
(Please turn to page 341) 
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Many a girl like the one in the ad opposite is all set to buy 
her International Sterling. 


Not just carriage-trade girls—but a whole mass market of 
sterling customers. Profits from their purchases would 
look awfully good on your ledgers. 


Will you get the business? Now’s the time to 
make sure! To establish your store as THE place to buy 
International Sterling! 


Seize your chance. Take the mats we supply and run ads in 
the local papers. Buy time on your local radio station. 

Set up counter cards tying in with International’s 
stepped-up magazine advertising. You'll find that the Hand 
That Holds The Pocketbook will be turning your 


doorknob every time! 


TUNE IN to The Adventures of Ozzie and Harriet. 
Sunday Evenings, 6:00 p.m., D.S.T., Columbia Broadcasting System. 
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CPA Regulations Will Permit 


Some Types of Construction 


Supplementary regulations and amendments to Order Number |! 


permit modernizations and construction costing under $1,000; 


more expensive projects will require review by regional offices. 


OVERNMENT concentration on getting 2,700,000 
veterans’ homes started by the end of 1947 has 
resulted in the promulgation of an order strictly limiting 
store construction but authorizing certain exemptions to 
permit retailers to engage in a minimum of construction, 
repair and remodeling. 

In fact, dependent on the availability of materials, it 
is estimated that more materials will go into non-residen- 
tial construction than into the housing program, assum- 
ing that the housing goal is reached. 

Veterans’ Housing Program Order 1 did not forbid 
or require authorization for the continuance of construc- 
tion work begun before March 26, the date of the order, 
if the work was being carried on at that time. Minimum 
exemption levels for commercial construction were also 
put into effect. 

Since March 26, supplementary regulations and clari- 
fying amendments have spelled out the types of con- 
struction, repair.or alteration the retailer can or cannot 
undertake, with or without authorization from the Civil- 
ian Production Administration. 


RETAILERS SHOULD NOT SUFFER GREATLY 


It seems evident that retailers will not suffer too 
greatly because of the order, provided materials are 
available, but plans for extensive remodeling or new 
construction will have to be shelved. The trade will 
have to live with this order at least until the end of the 
year. CPA hopes that by that time production of build- 
ing materials will so increase that the order may be 
relaxed or lifted entirely. 

While it is in effect, CPA intends to enforce its pro- 
visions, as evidenced by the doubling of the number of 
compliance men in the field. Those convicted of violation 
of the order may be fined not more than $10,000 or im- 
prisoned for not more than one year, or both, under the 
Second War Powers Act. 

Store owners are permitted to undertake any construc- 
tion, repair, alteration or installation jobs without CPA 
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authorization, provided the work will not cost more than 
$1,000. 


HOW APPLICATIONS WORK 

Applications for jobs costing more than $1,000 must 
be filed with the nearest of the 71 regional and district 
construction offices of the Civilian Production Adminis- 
tration. These offices are located in the same cities in 
which the Federal Housing Agency has offices. Appli- 
cations must be made on CPA Form 4423, 

Review committees of representative local citizens 
have been appointed by CPA to advise the district mar 
agers on the essentiality and non-deferability of pro 
posed construction activities in their areas. These com- 
mittees have one function only: to recommend to the 
CPA District Manager the approval or rejection of nor- 
housing or repair projects over which CPA has contrdl 
The final decision is made by the CPA District Manager. 
These review committees are attached to the CPA dis 
trict construction offices and are chosen from the whole 
area supervised by the particular offices. 

Applicants can appeal to CPA headquarters in Wash- 
ington for a review of their case if it is denied locally. 
In addition, the Washington office handles all applies 
tions involving more than $1,000,000. 

The most important detail for the store owner to te 
member is that only jobs costing more than $1,000 
require approval. Certain types of equipment are er 
tirely exempt from the order, but construction necessaty 
to their installation is limited. 


COMPUTING COST OF JOB 

When computing the cost of a job to determin 
whether it comes within the $1,000 exemption, the esti 
mate must be made on the cost of the entire construc 
tion, including paid labor, value of new mechaniedl 
equipment (as defined in the order), fixtures and mate 
rials incorporated in the structure and contractor's fees 

When a store or other commercial building,, or pat 
of same, is converted, all work incidental to the conver 

(Please turn to page 849) 
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HE thrills to beauty. She weeps at 
the movies. She’s as impulsive as 
an April breeze. 





She’s the young, alert, emotional 


‘ash- type that just naturally turns to 
ally. Cosmopolitan Magazine! 
ica Yes, and like so many other emo- 
tional young women, she gets a big 
0 Te lift out of Cosmopolitan’s wonderful 
1,000 fiction — out of stories by Louis 
a Bromfield and Faith Baldwin and 
nail Kathleen Norris and the other great 
storytellers who write for this fore- 
most fiction magazine. 

Every issue of Cosmopolitan over- 
mine fows with really great writing. And 
a ~ writing makes great reading! 
swell tacts as a percussion cap to the 
; . : 
we ‘motions — a starting gun to the 


afibitions — an antenna to dreams! 


re And Seth Thomas knows this! So 


, part 


ynver 
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Kathleen Norris has told a sentimental story .. . 





they’re tempting the lady’s eye with 
an advertisement in Cosmopolitan 
about their wonderful clocks. 
They’ve picked precisely the right 
moment. And they’ve chosen a girl 
who has the wherewithal to acquire 
the things she feels an urge to own. 


Maybe she IS impetuous to go out 
and buy something because a love 
story has stirred her emotions. 


But don’t forget, she’s a woman. A 
young woman. Animpulsive woman. 


A Cosmopolitan sort of woman! = 


af “ a — 
| Seth 7 
E {SSS |= fone mnt 
J <tc wat i allig 
fa et eae: Peitiacorecctas 


ey 


( GREAT WRITING MAKES GREAT READING 


smopolita 
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When Will Retailers Get Enough Goods? 





Shortages in raw materials and labor are current barriers to 


smooth flow of goods to retail shelves. Here are some problems 


manufacturers must overcome to sustain high production. 


” by THE OBSERVER 


HE wanufacturers upon whom retail jewelers rely 

for merchandise are in a king’s-size dilemma as this 
is written. One factor, perhaps the major one, contrib- 
uting to this migraine headache is the shortage of silver. 
For with jewelry makers and silversmiths the largest of 
the several industries who, combined, produce the goods 
that go to make up the billion dollar annual volume of 
the retail jewelers’ business, production has been, in 
some cases cut 25 per cent and several important New 
England industries employing 40,000 people are threat- 
ened. 

Add to this the government’s reluctance to reduce the 
imports of Swiss watches and you can see why the scream 
has arisen from Elgin, Hamilton and Waltham, the pre- 
war sources of American-made jewelled watches. Twen- 
ty-five per cent of their skilled watchmakers left the 
industry for war jobs and will not return to their 
benches having found lucrative employment elsewhere. 
Add to this the fact that gold production has declined 
80 per cent since 1930, (the record production year) 
and it gives you a quick picture. 


SKILLED LABOR IS REQUIRED 


But shrunken production, distribution by harassing 
quota systems and all the other elements contributing 
to a torturing headache are not all. There is the hard- 
to-solve problem of skilled labor . . . craftsmen equipped 
with the proper know-how to produce all the alluring 
jewels and silverware that Miss and Mrs. America in- 
creasingly demands. 

Let’s look into his personnel problem for a minute. 
Let’s try to find out what’s wrong in that particular sec- 
tion of manufacturing. 

If you could see, as I have, the advertisements for 
men and women to work in jewelry and silverware plants 
in Providence, Attleboro, Newark, etc., you'd be as aston- 
ished as I was. When you probe for reasons, this is 
more readily understood. 
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First, although several million men have been added 
to the country’s theoretical total labor force, through the 
discharge of so many veteran service men, the percent- 
age of them who are applying for college training is at 
least twice that anticipated at the beginning. Colleges, 
paid by the Government to check veterans, aiding them 
to evaluate their aptitudes and determine their qualifica- 
tions for educational training, found engineering and 
accounting were high among the professional objectives. 
In the skilled trades a large number sought training to 
become radio, refrigeration and air-conditioning mechan- 
ics, but very few were interested in entering the building 
trades, although a critical shortage of craftsmen is said 
to exist in that field. 


NEW ENGLAND HAS WORKERS 


Nevertheless, it is still a fact that there is a large 
labor reservoir of both skilled and unskilled workers in 
varied trades available for expanding New England in- 
dustries. A survey of 113 USES offices in this area 
revealed a total of 300,000 job applicants, of which 
186,720 are war vets. Male applicants were five to one. 
And courses in the armed services and in war plants has 
increased the supply of skilled and semi-skilled workers 
to 45 per cent of this total. 

All right, you say, “What is wrong? Why don’t these 
anxious-to-work people work in the fine old jewelry 
industry?” You’ve asked a $64 question, right there! 

Well two or three answers come quickly to mind. One 
is the fact that the starting wages which the manufac- 
turer feels he can afford, do not look very attractive to 
the veteran who knows that Uncle Sam will supply him 
twenty dollars a week for 52 weeks. Now for a veteran 
who has been working out-of-doors for one, two or three 
years this will take care of his incidental expenses dur- 
ing his period. of getting relaxed and settled and re 
adjusted. And a real good rest is something he firmly 
believes is coming to him as a partial reward or bonus 

(Please turn to page 353) 
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brides are BIG business 


; We don’t cry at weddings, we beam... 
for we’ve had our fine hand in the whole proceedings! 
First, we make our reader the best-groomed, best-dressed girl in 
the office brigade. Next, we coach her in cooking and decorating 
and planning a home. So naturally,he pops the question. 
When that solitaire appears, we track down a trousseau for her. 
Since more than half of Glamour’s 2,400,000 readers are single... 


there’s plenty of wedding-bell business ahead for our advertisers. 


Are you getting your share of this profitable 






young market? You will, if 


you tell your story in 


GLAMOUR 


the magazine for the girl-with-a-job 
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Summer Time Means Vacations, 


But Not for Your Windows 


Summer time is the ideal time to catch vacationers in a 


buying mood, but they won’t be tempted if your window 


displays appear to be out-of-date and unattractive. 


UMMER time is vacation time. 

Many jewelers, however, take mental vacations in 
the summer, leaving a “June Bride” background display 
in their windows feebly trying to catch the attention of 
the flowing throng of people going by their stores. Pos- 
sible patrons who are actually looking for things to buy 
with their vacation money, pass right on by. How can 
they know the jeweler has the very things they seek? 


VACATIONERS PREPARED TO BUY 


Vacation time is shopping time. 

People are in a gay, spending mood. ‘They have set 
aside money to spend on the luxuries of life which will 
bring them joy and satisfaction. And what can bring 
such magic feeling of well being and personal pride of 
ownership as the many things jewelers have to offer? 
However, they must be displayed to be wanted. 

Vacation time is Romance time. 

It’s the season for whispered promises by starlight to 
be pledged with sparkling jewels. It’s the time also, for 
every jeweler to lend Cupid a helping hand by putting 
the solitaires where they can be seen and chosen. 

Summer time is travel time. 

Every out-of-town visitor is a potential customer of 
every jeweler. The trick, of course, is to catch their 
eye with windows which turn “lookers” into “buyers.” 
Every town which has a hotel or auto court has many 
out of town visitors, and the larger and better the accom- 
modations the more people who go window shopping 
days and nights. 


OUT-OF-TOWNERS, TOO 


It’s true for cities, too. 

Cousin Fred and Aunt Agatha have come to the Big 
City, their first visit in twelve years, and my, but how 
they love to window shop! Cousin Fred has been wanting 
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to buy a good watch for years, now, and he’s going to 
remember this trip to the city every time he looks at his 
watch. And Aunt Agatha has been putting off buyings 
gold brooch for this special visit. Also, she’s remember 
ing to take home a compact for the Richard girl, a cig- 
arette lighter for the Jones boy and a sterling cup for 
that new niece of Roger’s. And, oh yes—she musta 
forget to buy another serving spoon in the rosebud 
design. 

“Just look in this window!” exclaims Aunt Agatha, ls 
it Your window she means? It can be, if your displays 
do not reflect summer lethargy. 


SUMMERTIME IS "SHOW" TIME 


Jewelers know people invariably identify a store by 
the very force of appealing backgrounds—displays which 
enhance the beauty of the merchandise. With so many 
strangers in our midst, windows must be especially 
“good theatre” in the gold old summertime. Show wir 
dows must be a real “‘show,” with the presentation focut 
ing attention to the jeweler’s merchandise in such a mat 
ner as to strike at the lowest point of sales resistance. 

Summer sales resistance is nothing more than sales 
lethargy. So, window displays for summer months must 
be created with a sympathetic attitude toward the human 
tendency to lapse into a slower tempo with the coming 
of warm weather. A special effort must be made 
“tone up” the merchandise offered to the public, home 
folks and visitors. 

Several Southern California jewelry store display 
windows reach into the subconscious minds of the past 
ing throngs with a mood of inviting coolness, freshneit 
and crispness that makes people turn around, stop and 

(Please turn to page 857) 
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In January, when we started the “BETTER your home, 
better your LIVING” program. Manufacturers, agency 
executives, and retailers assured us there was a real need 
for such a crusade. Government figures showed that the 
American Family was spending only 8c of every spendable 
dollar on ““Home’’. With planned editorial material, 
national newspaper advertising, publicity and trade paper 
advertising, we launched this long-term, long-pull crusade 
to make the American People realize how important Home 
should be. — 


NOW, AS OF MAY 6th— 
... Retail stores have run this basic theme in over 
250,000 lines of local adverti8ing (the equivalent 
of 155 full pages.) 
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mrt pees, ... 476 executives of advertising agencies, major retail 
1 mtr stores and manufacturers have written that they 
teen were joining. 
to ; oe ” =f ..- Hundreds of window displays, counter cards, mer- 
: 4 ‘a oe, (§, , chandise tags are basing their selling appeal on 
his ae as Pp 
1 : F “BETTER your home, better your LIVING.” | 
pa A, wee hE Fe tetaet ... house furnishings and appliance manutacturers 
er- ee ideee are developing the fall copy plans around this theme. 
ig- wee 4. eaters ie 3 This is remarkable testimony to a sound idea. 
ie i | , : BUT IT IS JUST A START...This program is in no 
nt Seah S| £ way “just a promotion.” It is a basic crusade which must 


ud ee r be, and will be, promoted day after day, week after week, 
BP te! ; yes—year after year. 
bs oe 8 Ba % eo So, with this wonderful beginning—, we urge you to con- 
: a. : tinue your “BETTER your home, better your LIVING” 
program, if you have started,—to start immediately if it 
is news to you—for it is too big for any one organization 
or group—and it is big enough for all of us. 


Retailers—Make it a part of every local advertisement 
you run—use the symbol, use the slogan. 






by take Manufacturers—Your tags, counter cards, window dis- 
hich ee if plays, newspaper mats will have more selling force 
any sire with the symbol and slogan. 
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ally ik Agency Executives—Consider this basic selling appeal 
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Customer “Want Register’ 
Is Guide for Future Stock 


The plan adopted by Wickersham’s, Bakersfield, Calif., lets 


the customer indicate what next year’s best-sellers will be 


and, also, clinches the sale despite a scarcity of stock. 


CONCISE picture of just what the postwar jewel- 

ry store customer wants to buy is being developed 

at Wickersham’s, Bakersfield, Calif. Patrons are being 
asked to actually “register” their needs for the future. 

“Naturally, we intended to make several changes in 
our postwar selling setup,” an official of the store pointed 
out, “including the arrangement of the store, new lines, 
and possible elimination of several types of merchandise. 
Our war experience taught us that it is not easily pos- 
sible to gauge the success of this or that item during a 
period of change such as followed the victory. Therefore, 
we decided to go to the most logical source—our custom- 
er’s own jewelry preferences—to map all such future 
changes. 

Under this plan, each department of the store (includ- 
ing sterling and plated silverware, watches, clocks, elec- 
trical appliances and other still-scarce items) was fur- 
nished with a register book. In it, a ledger-type entry 
book shown to each customer by the salesperson, the 
customer wrote name, address and telephone number, 
and checked off which items she intended buying when 
they again became available. The pages of each book 
were divided into columns headed with descriptions of 
the article concerned, and where such lines as sterling 
flatware appeared, both the name of the pattern and that 
of the manufacturer were indicated. 


REGISTER VARIES FOR DEPARTMENTS 

In the electrical appliances department, another type 
of register was used: customers could check such useful 
items as sandwich grills, toasters, irons, or electric mix- 
ers, and check the manufacturer as well. In the fine gem 
section the pages listed popular designs of diamonds and 
settings, attempting to cover all phases of diamond ap- 
peal including gifts for men, engagement sets, etc. The 
book covering sterling hollowware suggested such 
favored pieces as flower bowls, serving trays, nut bowls, 
finger bowls, etc. © In short, the customer who registered 
her name in any department can easily indicate which 
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jewelry items interest her most and which she will buy 
when possible. 

Emphasis on manufacturers is heavy throughout the 
program, which began early last August. As a result of 
the register idea, a fairly accurate cross-section of cus- 
tomers’ future buying possibilities was obtained by the 
firm. Three manufacturers of sterling, three of clocks, 
and five of electrical appliances were stressed as cus- 
tomer preferences. Each registrant was asked to sig- 
nify her preference in manufacturers’ labels as well as 
the items themselves, as an aid in helping Wickersham’s 
determine which brands the firm will feature hereafter. 


CUSTOMERS ARE COOPERATIVE 


“We want to offer well-stocked departments built upon 
the lines of solidly established manufacturers,” it was 
explained. ‘“‘We have discovered that customers are sur- 
prisingly willing to ask for the product of a specific firm 
and all such facts add up to a more smoothly operating 
postwar store, free as we can make it from shelf-warmers 
and markdown merchandise.” 

At the beginning of the fall season several hundred 
customers registered their preferences for various items 
—primarily such much-needed items as clocks, watches, 
sterling flatware fill-ins, and appliances. In every i 
stance the store tells the customer that she may expect 
delivery in turn on whatever she has chosen, but that 
the store wants her 100 per cent cooperation in making 
the information authentic—i.e., that the customer will 
not register at Wickersliam’s and then buy elsewhere 
Explaining that the success of the plan depends on this 
loyalty, Wickersham’s has made certain that no facetious 
ness is involved in checking off items, and swears by the 
information received in this manner. 

As a result’ of this plan, the sterling hollowware 
department will be enlarged substantially, as will the 
clock department. In addition, several new patterns of 
sterling flatware will be added. 
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Modernization Should Be More 
Than Just a Face-Lifting 


All too frequently the jeweler is prone to consider only 


such matters as a new front and neon signs. Here are some 


other aspects to think of before you start to tear things up. 


POINT often overlooked but nonetheless impor- 
tant is that a well-planned store is easier to shop 
in and easier to work in. Practicality can go right along 
with glamor, too. Serviceability, convenience, appear- 
ance and costs can be factors that work for you, instead 
of negative qualities which drag the sales curve down. 
On the other hand, too much drama can be produced 
and competitors, instead of feeling aroused, will console 
you—some customers are conservative although all of 
them like improvements which are well designed. 
Perhaps the problem of getting more people into the 
space you have is paramount, and you must make more 
profit from your floor area. If so, have you tried adding 
floors to your store, or have you made it easy to go 
upstairs in search of merchandise which does not sell 
as readily as that on your main counters? The number 
of prospective customers has a direct ratio to sales, and 
now is the time to figure how to entice them in and 
keep them seeing what you can offer. 


SELLING METHODS HAVE CHANGED, TOO 


Methods of sales have changed in late years, too. Not 
only is the space itself used differently, but the way 
goods are sold has changed. There was a time when an 
impression was made on customers by mass display. 
That does not always hold true now, and the trend is 
toward wider aisles and display cases suited to easy 
inspection and purchasing. Square layouts, rather than 
long, uninteresting counters are the rule. Displays are 
made near the point of sale and related merchandise is 
found together. Customers feet become tired from tramp- 
ing around a store needlessly. 

A current practice is to group things that are used 
for like purposes: baby jewelry is concentrated in one 
department, men’s goods in another, etc. Sales should 
be made according to purpose, not the type of merchan- 
dise. Highest-profit items should be placed in a spot 
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which screams for attention and fixtures, equipment and 
personnel can lend that sort of “tone” which will per- 
suade the customer to come in—and buy. 

Everybody looks at store fronts and interiors with a 
critical eye—customers, competitors, clerks. It may be 
that in the future you can alter your place of business 
more easily than you can move or build better quarters. 
A poor location, properly handled, can perhaps attract 
a greater volume of trade than a building on the best 
street or corner if the latter does not follow modern 
methods. 


IMPRESS OTHERS TO IMPROVE SHOPPING CENTER 


Perhaps your business does not need rehabilitating— 
you have kept it up-to-date and you cannot obtain more 
business than you now have or see in prospect. If 80, 
the interests of your community may compel you to 
encourage less progressive, non-competing firms to im- 
prove the shopping center that all of you are trying to 
keep profitable. 

The war years necessitated many changes in trans 
portation which may have directly affected you. Perhaps 


-your customers now come within a few feet of your store 


—but pass you by to shop elsewhere in stores whose 
brightness and arrangement makes spending an evel 
greater pleasure. You can help bring back these stray- 
ing friends by using plenty of light and color, with 
windows that command attention, with an entrance invit- 
ing them to step into the store. 

Perhaps the new, large factory which has brought 
commerce in increasing amounts to your suburb has 
added huge payrolls to that area. Money which may 


have moved to other parts of town for spending can just 
(Please turn to page 370) 
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THE HEARTS AND FLOWERS GROUP 


Betrothal sets that sparkle and glow with the living lustre 
of precious stones ... The engagement Ring: a diamond 
enthroned in platinum trim which enhances the beauty 
and warmth of the stone; the band, of fourteen karat yellow 
or white gold ... The Wedding Ring, the ingeniously 
fashioned platinum trim setting superimposed upon a 


band of fourteen karat yellow or white gold, complementing 


the engagement ring in design and in spirit! 


Another Wilberg achievement in popular-priced 
jewelry for the young lovers who throng the 
Main Streets and Broadways of America. 


Mats furnished for newspaper advertising! 




















Taxation Must Be Geared 


As Ineentive to Production 


An address by 6G. S. Borden, special tax counsel for the Standard 


Oil Co. of California, before the Regional Marketing Conference 


of the U. 8. Chamber of Commerce, at Sacramento, Calif. 


N variable degrees, certain fiscal and taxation poli- 

cies are interwoven in every current social, econo- 
nomic and political problem. The artisans of these poli- 
cies are the people who have designed and will construct 
the type of government that we will have; they will 
regulate to an extent international relations and inter- 
national trade; the life of free enterprise and private in- 
centive to create new sources of employment and new 
enterprise will depend upon their wisdom. If it is their 
whim, they can choke us with federal bureaucracy and 
bring on suffocation from public debt. They can tax not 
only to raise revenue but also to regulate the purchasing 
power of the dollar, grant subsidies to or impose penal- 
ties upon certain special businesses. They can take 
wealth and income from one class and give it to another 
through grants of public benefits to one group with the 
costs imposed upon other groups. They can adopt poli- 
cies, subject only to the limitations of the Constitution. 
which result in confiscation, expropriation, discrimina- 
tion, extortion, graft, embezzlement or waste in order to 
perpetuate themselves in power. They can engender such 
ill-feeling to a degree that can ultimately bring on civil 
strife. 


TAX POWER WIELDS STRONG CONTROLS 


Thus in delegating to these artisans of fiscal policy 
the powers to tax and the powers to appropriate the 
funds, we concurrently delegate the powers to regulate 
prices and wages, standards of living and dominion over 
our own wealth, security and well-being. 

Our powers to regulate or control these stupendous 
powers are limited to the ballot and the right to petition. 
but in recent years a Santa Claus sponsored by vote- 
making appropriations and stout treasuries of political 
active committees originating from tax exempt income 
has practically nullified our powers of control by ballot. 
There is no legal power to regulate by petition as our 
representatives or administrators who appropriate and 
spend our public funds have the prerogative to disregard 
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any petitions which may be submitted. If our appeals 
are not compatible with the views of the active political 
organizations to whom they look for re-election, our sp- 
peals may be disregarded irrespective of their merits, 


RIGHT AND DUTY TO ASK FOR TAX ECONOMY 


Notwithstanding this situation, however, as citizens, 
taxpayers and consumers, we have the right and duty to 
plead that there be no confiscation or waste and a mini- 
mum of discrimination. Each of us has the right and 
duty to suggest to our public servants how Uncle Sam 
should spend our public funds in the markets of public 
policy. We have a right to plead that our federal 
budget, appropriations, expenditures and revenues be 
controlled with the same sense of thrift as we might 
handle our own household economy. At home we cannot 
buy all the goods and services we desire. We must live 
within our means. If we as individuals adopt a drunken 
sailor spendthrift policy we are bound to suffer a dimi 
nution of our standards of living. Likewise, collectively 
as citizens of the Federal Government, we will suffer re 
ductions in our standards of living if our Government 
continues to follow a policy of wasteful deficit spending. 

Extravagant expenditures result in cumulative detri- 
ment and tend to retain high tax rates, impose liens 
upon profits of businesses, impair incentives, diminish 
employment and dry up new sources of taxation on it 
come. Thus the price of extravagant appropriation is 
not only the price on the label but also a cumulative loss 
of prospective revenue. 

Now let us look in this market where Uncle Sam 
trades. There are numerous counters there. Some of the 
labels are Social Security, Full Employment, Freedom 
from Want, Public Works, Conservation and Develop- 
ment, Military Requirements, Subsidies, Pork Barrels, 
Excessive Bureaucracy. On each of these counters there 
are many commodities. Prices vary within wide limits. 
For example, some of these commodities on the counter 

(Please turn to page 372) 
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An Outstanding 


Achievement in Men’s 
Watch Bracelets 


Designed to satisfy the rugged masculine taste .. . 
FLEX-EAGLE equals the most expensive 14K gold 
bracelet in workmanship and eye appeal. 


Precision-made, FLEX-EAGLE has special features. 
The self-adjusting clasp (Patent pending) is new, 
different ... just two non-corrosive springs in the en- 
tire band assure automatic fit that’s easy, comfortable 
... through winter-summer variations. 


Exquisitely-curved, seamless links shape into a brace- 
let that’s well nigh unbreakable, yet pleasurably 
light to wear and easy to manipulate. 


FLEX-EAGLE is tops in styling and finish. 1/20 12K 
gold filled throughout—front and back, sterling sil- 
ver or pure nickel base. Designed for service and 
luxurious appearance, it is manufactured by craftsmen _ 
whose lifetime experience has been devoted to the 
artistic perfection of fine jewelry. 


FLEX-EAGLE construction and material are uncon- 
ditionally guaranteed. With care, the FLEX-EAGLE 
should give many years of satisfaction. 


Every bracelet comes in a silk lined, leather-type case 
befitting FLEX-EAGLE’S exceptional beauty . . . ideal 
for gift presentation. 


EASY TO WEAR...TO SELL...and NO REPAIRS. 


Obtain this “‘leader’’ from your wholesaler’s. 


EAGLE PRECISION MANUFACTURING CORP. 


Manufacturing Jewelers 


Long Island City 1, New York 








Eliminating 
Wateh ‘Boners’ 








The watehmaker’s lot is 
not always a happy one, 
but there are remedies 


which ean be applied. 


View of the face of the 1!7-jewel watch by O. E. MILLER 


built by the author. Full details con- 
cerning the watch are on the next page. 








Ly ae years ago I came to realize that the lot of 
the conscientious watchmaker is a hard one. 
Even under the best conditions the work is exacting and 
nerve straining, but it seems to be loaded down with 
more than its share of added discomforts and irritations. 
The bench is often located in crowded quarters with 
insufficient room for convenient arrangement of equip- 
ment and supplies. Where the watchmaker is in direct 
contact with the public, as in many small stores, he gets 
his full quota of interruptions and difficulties from that 
source. Often he is overworked and frequently under- 
paid, even when in business for himself. 

However, for most such troubles there is usually a 
remedy—some partial relief, at least, is possible. But 
there is one burden under which he labors about which 
the watchmaker can do nothing but protest. It has been 
placed upon his shoulders by the watch manufacturers 
themselves in the form of faulty watch design. Poor 
mechanical design and downright “boners” which ought 
never to get into production are a source of vast annoy- 
ance and incalculable wasted labor. It is about this that 
I write (although by no means exhaustively) and I feel 
that I must be expressing the sentiments of thousands. 
So gather around, fellow sufferers, and let’s see if a 
voice in the wilderness can be heard. 

Actually, manufacturers are as much interested as 
repairers in this discussion since bad design sets up 
sales resistance to their product—though their persis- 
tence in retaining objectionable and outmoded designs 
suggests that they don’t believe it! (I refer, of course, 
to mechanical design rather than “style,” though every- 
one knows there have been plenty of atrocious models 
from the standpoint of appearance, too.) Since we can’t 
criticize any particular model in advance of its produc- 
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tion, let no one protest that the following complaints 
are too late and therefore useless since this or that 
model is ne longer made. Watch movements have long 
life, as witness the 50-year-olds that still come to the 
bench, and they can worry us long into the future. 
Rather let designers and makers be strictly on guard 
and give us only such new models as will pass the sharp 
scrutiny of competent men who know their way around 
the repair bench—men who know the practical from the 
impractical. Troublesome models must be caught at the 
source if we are to have any relief. 

The first and least defensible “boner” to come to mind 
is the clutch that falls out of position when the stem is 
removed. The wasted time and the annoyance from this 
needless nuisance are beyond all possible calculation. 
No day passes but that each of us has to remove a dial 
and worry a clutch into position for insertion of the 
stem, often being obliged to loosen the setting bridge 
to get the set lever into the clutch groove. Even then 
it is frequently necessary to sneak the stem in delicately 
to avoid dislodging the sensitive, complicated Rube Gold- 
berg set-up. 

Some models have been made with the plate neatly 
cut out so as not to allow sufficient room for the clutch 
to disengage entirely from the set lever, and this is @ 
step in the right direction. But the trouble could readily 
be overcome in all watches by simply dovetailing the 
set lever into the clutch groove as shown in the sketch, 
Fig. 1, or some variation of it. With this design it 8 
necessary to detach the clutch lever and turn it 90° to 
disengage it from the groove—a procedure seldom neces 
sary with modern cleaning methods. 

Speaking of removing dials brings to mind the almost 
universal crudity of dial fastenings. In the days o 
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For Immediate Profitable Promotion 


The year’s outstanding buys in their 
price range . . . and the year’s out- 
standing opportunity to dealers for con- 
sistently greater camera sales. 


wd 


STOCK No. 2 


FOLD wininture DE LUXE 


The ORIGINAL Pre-War Model M with Post-war 
Improvements...at the Original PRE-WAR Price! / 


50mm precision lens . . . fixed focus . . . easy to operate 

. snap-shot and time exposure. Newest type collapsible 
view finder. Beautiful ebony-black bakelite case, chrome 
finished metal parts. Takes 16 pictures on any standard 
127 roll film. 


SUGGESTED » 
RETAIL PRICE $398 DEALER’S COST $2.67 © 


POPULAR MINIATURE 
COMPLETE WITH CARRYING CASE 


EVEREADY CARRYING CASE ="? Precision 50mm lens... fixed focus for 
TO FIT DE LUXE MODEL « simple operation . . . eyelevel view 
Made of excellent quality © finder . . . snapshot or time exposure. 
black simulated leather. © = Takes 16 pictures on any standard 127 

roll film. Black plastic case. 


Suggested 4 
Retail Price r 
a SUGGESTED 
$]00 ~« RETAIL PRICE 9O9® 
DEALER’S 
cost 67c DEALER’S COST $2.67 


eee ee eo ee ee ed 
iLCON CAMERA COMPANY 


473 W. Madison St., Chicago 2, III. 
POCCOOOOSSOOOHOSOHOHSOSOOOOSOOOOOOOOOSS 


FALCON CAMERA CO., 173 W. Madison St., Chicogo 2, lll. 


WEEKLY Pl _— 
OVER 14,000,000 CIRCULATION sieneed ‘acme siiniinmniets 
Advertising has been scheduled in CNo. 2—-FALCON DELUXE 


America’s leading mass circulation CINo. 2—CASE FOR DELUXE 
magazines to help you sell Falcon 


Cameras MY JOBBER IS 








My Name___— — 


Address = pate ee 





City _Zone State 
(Attach Sticker or Letterhead to This Coupon) 
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This 17-jewel watch is 75 inches in diameter and 
weighs nine pounds. Each of its 210 parts, except jewels 
(which were made to order in Switzerland) was made on 
an inexpensive bench lathe. The index plate and all 
cutters used in cutting wheels and pinions were made on 
the same lathe. Numerous specially-made holding fixtures 
were required. The work, including toolmaking, required 
about 3000 hours of spare time over a period of more 
than four years. Its compensation balance, of stainless 
steel and brass fused together, is 2!'/g inches in diameter 
and vibrates 120 per minute; has four timing screws and 
Breguet hairspring. 

The watch is fitted with second hand. Fourth wheel is 
geared to ‘scape pinion 4 to |. Gearing is otherwise 
standard 18000 train. Escapement has 3° of lift on tooth 
and 5!/2° on stone, is closely adjusted with very shallow 
locking; has 12° of draw. Fork has only .003 inch of shake 
from banking pin to safety roller. 

Winding wheels, balance staff and one-piece double 
roller are of stainless steel. The dial consists of a ring of 
thin sheet brass with numerals pierced through and under- 
laid with blued steel. Plates are made of brass, rhodium- 
plated. Jewels are synthetic ruby. Jewel settings, train 
wheels and case (screw front and back) are gold plated. 

This watch, having an 87-inch mainspring, runs 46 hours 
at a winding and is capable of keeping time within a 
few seconds per day. 


enameled dials the use of copper feet may have been a 
necessity and the logical way of securing them in posi- 
tion appeared to be by the use of set screws through 
edge of the plate or by the hideous skirt screw. This 
method has several disadvantages. It often causes crack- 
ing of enamel and is not necessarily proof against de- 
centering of the dial. And after long use the screws 


CLUTCH LEVER 
pa 




















SECTION 


~— OF CLUTCH Overcoming the 


difficulty of 
cut - out plate 
which will not 
permit clutch 
to disengage. 





3 


END VIEW OF CLUTCH 
DOVETAIL ON LEVER 1S 
THIN ENOUGH TO LIFT 
OUT OF GROOVE WHEN 
LEVER IS TURNED 90° 





cut away the soft copper and frequently fail to hold 
the dial securely, sometimes causing stoppage. 

But nowadays nearly all dials are metal and in my 
opinion copper feet have outlived their usefulness. Yet 
they persist as though they are the repairman’s concern 
rather than the maker’s. I am unable to see why dials 
should not be attached by two or three substantial brass 
tubular feet which are tapped for screws passing through 
the lower plate. These screws, with nicely polished 
heads, should be conveniently located at visible points 
and are certainly more sightly than raw copper feet. 
And if the feet are made with a tapered base (as shown 
in Fig. 2) which draw down into countersinks in the 
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plate, they will locate the dial with infallible precision 
for the life of the watch. Cost would be increased little 
or nothing and such fastening would also permit removal 
of the dial without uncasing the movement. 








Legs with tapered 
bases locate the 
dial with precision. 


: | |+—PLATE 
A= SCREW 





FIG.2. 


-Then there is the matter.of the detent that will not 
stay in the stem groove. What excuse exists for this’ 
A customer buys a nice new watch and often after a 
few days, weeks or months he pulls the stem out, result- 
ing in damaye or even loss. Is the manufacturer cor- 
cerned in this or is it purely a repair and maintenance 
problem? Certainly we know who makes good to the 
often irate customer—the store that sold the watch. 

I have found that this costly nuisance can be over- 
come by shaping the stem groove and detent as shown 
in Fig. 3—the dovetail groove again. Obviously the 
natural tendency is for the detent to draw down into 
this type of groove instead of to be repelled by it. Why 
should not this idea be seriously tried out in pro 
duction? 

Let us consider, briefly, hairspring studs. A desirable 





Dovetailing detent 
and stemg roove also 
makes for efficiency. 


FIG. 3. 


stud should identically locate the regulator arc each time 

it is applied to the balance bridge, and yet be light 

enough to cause minimum spring distortion when de 
(Please turn to page 376) 
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It’s Revolutionary! 





It's the new 
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ea Here's the cigarette lighter we've all 
wil waited for . . . ome you can recommend 
he unreservedly! The new WHITE LITER is 
fully automatic, simply and sturdily con- 
uto structed, and beautifully finished. Parts are 
hy replaceable without tools. Guaranteed for 
~ life. Investigate today. Be the first in your 
city to offer this truly sensational newcomer 
to the fine cigarette lighter field. 
ble 
Yj 
eo 
Priced to Sell $ .50 CLE, Me. 
Profitably at-- Tax Included 
ie C7 1707 MAIN STREET 
ght DALLAS 1, TEXAS 





de Write Us Today for Our Special Dealer Offer! 
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1. A group of pepper mills made by the George S. Thompson 
Corp., Los Angeles 32, Calif., features four different styles: 
"Gourmet," "Romance," "Swedish Modern" and "Hobnail." 
Attractively packaged, they retail at from $3.95 to $5.95. 


2. Gold plated sterling snake pin and matching earrings 
set with colored stones and rhinestones. To retail for about 
$37. From Robert Fleisher Co., 366 Fifth Ave., New York. 


3. Palladium plated collar clip and tie clasp, the latter with 
a sterling silver chain. Will retail at about $5 each. Can 
be obtained from Campus Products, Inc., Providence, R. I. 


4. Aviation style Pur-O-Ray sun glasses with specially 
ground lenses protect against glare by absorbing harmful 
rays. Men and women's style retails for $12.50. Made by 
Sun Glass Industries, 59 E. Alpine Street, Newark, N. J. 


5. A delightful pair of donkey pins, "Mopey and Dopey"; 
one of a new series of pin-up pets by Alpha Craft, 303 
5th Ave., New York. Retail price: $1.95 for the pair. 


6. A novel pin called "Walking in the Rain," designed 
by Battini for the House of Treasures, 114 E. 32nd St., 
New York. Of gold plated sterling set with rhinestones 
and simulated rubies, it may be retailed for about $25. 
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year old... 


Looking back at our first year, we count 
you — our friends in the jewelry trade — 
first among our blessings. 


True, we've had luck. More than we could 
have hoped for in one year... 


We had the opportunity to create new and 
original packages for some of the foremost 
leaders in the trade—for Heller, Speidel, 
Jacques Kreisler, Crawford, Helbros, Defender, 
and others. 


Despite the most harassing conditions of supply, 
our record of production and delivery was excellent. 


And we grew from an organization of twelve to over one hundred 
and fifty—and we're still growing. 


But, mainly, the way we see it, we owe our success to you. So, 
to all our friends in the jewelry trade, thanks. 


With William Braun, formerly of Benrus Watch Co., join- 
ing us as an active partner, you will find us more than 
ever bent on earning your continued confidence. 


Sincerely ... 





Braun-Crystal Mig a Co. 
69-01 Metropolitan Avenue 
Middle Village, New York 


| HAvemeyer 8-1276 
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2. Guaranteed against any defects and 
against any irritation characteristics, 
this Nuplex plastic watch strap to 
retail at $1.50 was recently intro. 
duced by the Improved Products Mfg. 


1. This manicure set from Bar. 
Company, 2! Audubon Ave., New York. 


bara Bates, 366 Fifth Ave., New 
York, is in a metal bound case 
resembling a diary. Other sets 
are made to retail from $5 to $15. 
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3. New note in wedding rings is penn 
LS 
aS ih 
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this palladium "Bible Ring", the f 
creation of O. M. Resen, New IRE 1 / Nid 
York designer and manufacturer. ae Ni 
Initials of the couple and wed- ARLE 
ding dates are engraved on Bible. 





4. New "Flex-Let' expansion bracelets for 
children feature Walt Disney characters 
and retail at $9.95. From the F. & V. 
Mfg. Co., 20 W. 47th Street, New York. 








ANNOUNCING 











the return of our President with a magnificent display of beautiful stones; 


SAPPHIRES GATS EYES 
STARK SAPPHIRES STAR RUBIES 
ZIRCONS 


He has flown by plane to and from the Orient, where he has pro- 
cured these earliest arrivals of much-sought gems and where he has 
negotiated for participation in direct ownership of an important 
mine in Ceylon which produces them. 


Thus he has sought to insure a regular and protected supply for the 
American market. 


' Write or wire us at once for prices of these fast-selling stones. 


The Jacques V. Masson Company 


1040 SOUTH LA JOLLA TELEGRAMS: 
LOS ANGELES 35, CALIFORNIA MASSONELY, LOS ANGELES 
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TO THE LADIES 
(From page 321) 


home magazines, giving graphic testimony to the health- 
fulness of the product in question. When things get dull 
und town Mrs. Booth and the children pack up and 
off to nearby New Scotland where Mrs. Booth sees 
how her 100-acre farm is coming along. She categori- 
cally denies the rumor that she runs the farm and the 
jewelry store. “I just go over now and then to see that 
it’s running smoothly, that’s all,” says she. 

Mrs. Booth journeys down to the New York market 
at least once a month to look for unusual stones to add 
to the store’s collection and to place orders for the spe- 
cial work she admires so much. On one of these trips, 
Mrs. Booth, who believes that “a sense of humor is about 
as important as anything else in this business,’ found 
herself sitting next to a talkative gentleman who in- 
sisted politely enough, but with a firmness that put her 
on her guard, on knowing just why she traveled to New 
York so often and so regularly. He'd seen her boarding 
the train several times before and he was just wonder- 
ing... . With her small traveling case containing a few 
thousand dollars’ worth of gems on her lap, Mrs. Booth 
told him that she went to New York to buy for her firm. 
But what sort of firm was it, the man wanted to know. 
Mixing humor with caution, she replied that she sold 
rocks! She went on to tell a fanciful story about inherit- 
ing a quarry, the product of which she described as 
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being very attractive for lawns and drives. This ap- 
peased the man for a brief moment, but he soon wanted 
to know why she had to travel all the way to New York 
to sell rocks. Letting her imagination soar, Mrs. Booth 
replied, “Well, there’s a man on Long Island who has 
agreed to take all the rocks we can quarry and I go 
down each time to see that they’ve arrived safely.” At 
last the man was satisfied, but when they parted at the 
station, the friendly man looked down at petite Mrs. 
Booth and sighed, ““Rocks—certainly is a mighty pecu- 
liar business for such an attractive woman to be in.” 





75 PER CENT BOUGHT NO JEWELRY LAST YEAR 
(From page 262) 


group, paying under $30 rent, bought 23.8 per cent. 

Lest there be an objection that the Milwaukee Jour- 
nal’s analysis covered only a carefully-selected portion 
of the families in the area, some explanation of the 
method used will serve to dispel any such notion. 

Questionnaires, covering virtually every buying habit 
from toothpaste to beer, soda crackers to shampoos, were 
mailed to a selected list of families in the greater Mil- , 
waukee area early in January. Names were secured 
from local directories, not telephone books, and an effort 
was made not to quiz any family questioned in previous 
years. 

The questionnaires, with instructions on the first page, 


When It Comes In— 


It Sells Out! 


We've steadily reported to you the ever-grow- 
ing consumer interest in Dirilyte. Now comes 
word that whenever a store announces it has 
received some Dirilyte, it's mobbed — sells 
out the same day! 

This golden-colored metal is rocketing to first 
place in consumers’ hearts. It's so beautiful, 
they say. So logical with gold-decorated 
china. So durable, because it's solid and 
scratch-resistant, they tell the clerks. Yes, the 
customers tell the clerks! All of which a dealer 
likes to hear. It confirms his own early esti- 
mate of Dirilyte. 

Although we cannot open new accounts at this time, we 
suggest you list your store with us, so that we can keep 


you posted on the future availability of Dirilyte. When 
writing, ask for a courtesy copy of our color booklet. 








Golden-tnad Dirilyte 


AMERICAN ART ALLOYS, INC., KOKOMO, IND. * 1 W. 34 ST., N.Y. 





Dirilyte, Reg. U.S. Pat. Off. 

























$2.75 


PER SET IN DOZEN LOTS 
STERLING SILVER 
BABY SETS 


IMMEDIATE DELIVERY 


Mitchell Phillips Co. 


JEWELERS & SILVERSMITHS 


719 SANSOM STREET 
PHILADELPHIA 6, PA. 














were to be filled out up to a certain point by the lady of 
the house and, after that, the male viewpoint was sought 
on various topics. Completed questionnaires were to }y 
returned to the Journal Office by an adult, where 
would be checked for consistency and completeness, jj 
the return was deemed satisfactory, the person turni 
in the questionnaire was given a large shopping-bag of 
groceries and household needs. This latter aspect served 
as an incentive for the return of the survey blanks ang 
also, made those filling in the forms more anxious te ia 
accurate and helpful. 


More than 7,000 completed questionnaires were re. 
ceived in the 1946 analysis, indicating a 3 per cent coy. 
erage of the area’s population. Previous experience hag 
indicated that additional coverage, after 3 per cent, had 
no appreciable effect on the results. 


To repeat: the Milwaukee Journal’s survey of consumer 
habits—an analysis completely uninterested in the jey- 
elry business per se—indicated that only one-quarter of 
the area’s families had purchased jewelry in 1945, 
And not all of those who did, visited jewelry stores, 


To paraphrase the well-known cigarette advertise- 
ment: This is proof positive that the Jewelry Industry 
Publicity Board’s million-dollar-a-year campaign needs 
the support of every jeweler. The other three-quarters 
of the American population can be your customers, also, 


PROPOSED STANDARDS FOR PLATED GOODS 
(From page 260) 


Tentative Draft of Proposed Commercial Standard for 
Marking Gold-Electroplated Articles 


As submitted jointly by the Jewelers’ Vigilance Committee 
and the New England Manufacturing Jewelers’ and Silver 
smiths’ Association 


Scope 


1. This standard covers the marking of gold-electroplated 
articles, as herein defined, offered for sale in the United States 
of America. 


Definitions 


2. In this standard, unless the context otherwise requires— 
(a) “Article” means any article made of base metal or 
other material to which an outer plate or covering 

of gold has been affixed by electro-deposition, 

(b) “Apply” or “Applied” includes any method o 
means of application or attachment to, or use On, of 
in conjunction with, or in relation to an article, 
whether such application, attachment or use is 
to, on, by, in or with— 

(1) The article itself, 

(2) Anything attached to the article, 

(3) Anything to which the article is attached, 

(4) Anything in or on which the article is, 

(5) Any bill, invoice, order, statement, letter, adver 
tisement, or anything so used or placed, as to 
to a reasonable belief that it refers to the 
in question, 

(c) “Fine Gold” means gold of 24-karat quality. 

(d) “Mark” means any letter, figure, numeral, 
sign or device, or any combination thereof. 

(e) “Quality Mark” means any mark, as herein de 
indicating or purporting to indicate that any 
contains gold, or the quality, fineness, quantity, 
weight, thickness, proportion or kind of gold i 
an article. 

“Significant Surfaces” means those surfaces of the 
article which, when in service, are visible or # 
subject to wear or corrosion. 
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Quality Marks 
3. Marks — 


3a. Marking on the basis of the equivalent thickness of fine 

1d. — An article, or any recognizable part of an article, com- 
el el covered with gold or an alloy of gold affixed by electro- 
P position may have applied thereto the quality mark “gold 

Iectroplate” provided that the thickness of the gold coating on 
“ignificant surfaces, is equivalent to not less than seven 
wvillionths of an inch (0.000,007 in.) of fine gold. 

3b. Marking on the basis of the content of fine gold. — If an 
electroplated article made entirely of metal meets the require- 
ments of paragraph 3a, and has a content of fine gold of not 
less than 1.0 per cent by weight, it may also have applied 
thereto a quality mark consisting of the words “gold deposit” 
followed by a decimal fraction in three figures showing the 
minimum fine gold content of the article in proportion to the 
total weight of the metal in the article. For example, “gold 
deposit .025” means that the ratio of the weight of the fine gold 
in the article to the total weight of the metal in the article is 
025. 

4. Articles ineligible for marking. —- Any article covered with 
less gold than is specified in paragraph 3 shall not have ap- 
plied thereto the terms “gold,” “plate,” “electroplate” or 
“deposit” or any combination of these terms, or any mark 
indicating that the article is electroplated. 

5. Exclusion of Karat mark. — No article covered by this 
standard shall be marked with or have applied thereto a karat 
mark. 

6. Exclusion of abbreviations. — The terms “gold electro- 
plate” and “gold deposit.” when used as a mark or otherwise 
applied to an article, shall be spelled out in full and shall not 
be abbreviated. 

7. Tolerance. — No tolerance shall be allowed on the mini- 
mum requirements specified in paragraph 3. 

8, Exemptions. — In determining the thickness of gold coat- 
ing or the gold content of the article, no metallic element other 
than gold shall be counted as gold. Exemptions recognized in 


the jewelry and optical trades and not to be considered in any 
determination of quality include screws, springs, knife blades 
and skeletons of pocket knives or other recognizable unplated 
parts of articles, bezels, field pieces and inside surfaces of 
lockets, and parts of an article which are enclosed in non- 
metallic coverings, or which form a hidden part of the article. 

9. Trade mark. — Any article herein defined having applied 
thereto a quality mark, shall also have applied thereto and im- 
mediately adjacent to such quality mark, and equally visible, 
legible, clear, and distinct therewith, the name or a trade mark 
duly applied for or registered under the laws of the United 
States, of the manufacturer or seller of such article. Initials 
shall not be used in lieu of a name unless registered as a trade 
mark as above provided. 

10. Class, pattern, type, or style mark. — If an article herein 
defined has applied to it the name or a trade mark duly ap- 
plied for or registered under the laws of the United States, of 
the manufacturer or seller of such article, and a quality mark 
conforming to the requirements of this standard, it may also 
have applied to it numerals or other indicia to identify the 
class, pattern, type, or style of the article, provided such nu- 
merals are not incorporated with the quality mark and are not 
placed or arranged so as to mislead or deceive. 

11. Recommended method sampling for thickness determi- 
nation. — 

lla. Punched samples. — A dise of known area, approxi- 
mately one square millimeter, shall be punched from any part 
of a significant surface of the article. 

1lb. Cut samples. — If the article, e. g., wire, etc., does 
not lend itself to the disc punching operation, a portion shall 
be cut therefrom to give a known area of from one to ten 
square millimeters. 

12. Recommended umpire method of test. — For the purpose 
of this standard, thickness of the fine gold covering shall be 
determined by the spectrophotometric method described in “A 
Method for Determining Small Amounts of Gold and its Use 
in Ascertaining the Thickness of Electro-Deposited Cold Coat- 
ings” by W. Stanley Clabaugh published in the “Journal of 
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COSTUME JEWELRY 


CHicago 3, Itt. 


IN WATCH MATERIALS AND SUPPLIES 





.220 WEST FIFTH ST. LOS ANGELES 13, CAL. 





WATCHES + DIAMONDS + WATCH MATERIALS °* 
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SPECIAL OF THE MONTH 


Matched Wedding Ring Sets 
fer Bude and Groom 


Beauty with distinction. Destined for 
widespread sales and profits. Price 
ranged to sell from $8.00 to $25.00 per 
set. Richly engraved patterns in tradi- 
tional and modern designs. 14 K. Gold. 
Complete assortment of 20 distinctive 
sets neatly displayed in handsome Satin 
and Plush lined Leatherette Display 
Case. Entire assortment including hand- 
some Display Case only... . $199.00. 











WHOLESALE JEWELERS 


FINDINGS AND SUNDRIES * MATERIAL ASSORTMENTS * WATCH CASES 


KENDRICK AND DAVIS TOOLS 
343 


JEWELRY BOXES 











Sparkling transparent Lucite, brilliantly 
combined with gold plated LUCO metal 
to b the s ‘s outstanding 
costume line. 





available ONLY 
through your wholesaler 


Showroom: 
212 UNION ST. 


ALSO AVAILABLE 
IN POLISHED 
BLACK CATALIN. 





Research of the National Bureau of Standard,” Fe 


1946. ore 
Certification 
13. In order that the consumer may become more familia, 
with standard quality marks and may have confidence in 
it is recommended that articles marked according to this stand, 
ard be accompanied by a certificate, tag, card, or other label 
incorporating the following wording: 

“The manufacturer guarantees this article to be 
marked for quality in strict accordance with Commer. 
cial Standard CS —, as issued by the National Bureay 
of Standards of The United States Department oj 
Commerce.” 


NEWS ITEMS GIVE ANNIVERSARY INTEREST 
(From page 298) 


for each newspaper, bore such headlines as “Mountings 
Done Locally,” ‘“Gabriel’s Displays Diamonds jn Op. 
servance of 44th Year,” “Gems Shown at Gabriel’s,” ete. 
Minor stories, headlined in smaller type, were labeled 
“Jeweler is Optimistic About Future of Mobile,” “Jewel- 
er’s Son Reared in Father’s Business,” and “Crown 
Replicas Displayed Here.” 

When Heyman Gabriel entered business at 216 Dau- 
phin St., Mobile, in 1902, the present-day shopping 
artery was barely more than an unpaved road. Not far 
away, great farms were under cultivation and the first 
Gabriel customers arrived with horses and buggies. 


Today finds Mobile vastly changed and, also, the 
Gabriel store. From the original tiny quarters the firm 
has moved to much larger premises a few doors away, 
and the staff, which numbered but three persons in 1902, 
has now risen to 43 employees, 17 being in the Dauphin 
St. store and the remainder in several repair and produe- 
tion shops. 

One of the features of Gabriel’s 44th anniversary was 
a public exhibition of replicas of the British Crown 
Jewels. Always items of great interest to the general 
public, the advertisements and “news” items concerning 
the royal regalia resulted in a large attendance at the 
store. 


RETAIL JEWELER AND HIS COMPETITION 
(From page 300) 


lured by the possibilities of larger volume through sell- 
ing to department stores, with their greater traffic and 
greater sales potentials. It is your job and my job to 
persuade these suppliers that, in the long run, they will 
be better off by playing ball with the retail jeweler. 
Here, the jeweler’s methods fall in line for criticism. 
For the one thing that a department store emphasizes 
above all else is “turnover”—and there is no hestitation 
to “mark down” and “sell out” slow moving goods, while 
many a jeweler allows them to gather dust and eat up 
his profits. “Off with the old—on with the new’—Big 
Volume is the God—and our competitors don’t hesitate 
to sacrifice mark-up when necessary, in order to obtain 
it. We jewelers can learn something by studying theit 
philosophy. As Ed Krehbiel, General Manager of Black, 
Starr & Gorham, put it at the St. Louis convention, 
“Dysentery is less to be feared than Constipation.” 


Large advertising invites action—many people buy 
and read papers for the ads in them. This is a necessary 
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netion of our economy, and stores take advantage of 
u pre 
e desire and stimulate sales. 


f 
this to creat 
The growth of machine production has fostered the 


desire for faster-moving outlets. The increased output 
has had to find an outlet. This is not so much true in 
the field of precious jewelry, but is true in costume and 
silver jewelry. Unfortunately—when the same line is 
carried by a department store, and by a jeweler—the 
jeweler is at a disadvantage—as the public has the im- 
pression that the jewelers ask higher prices, and the 
department stores sell for less. However untrue this 
statement may be, the public believes it. 

Then again. whether we like it or not—the wealth 
of our country is being redistributed. The lower income 
groups today have a larger share of the purchasing 
power—and they tend to shop and buy at the “mass 
markets” instead of the more exclusive stores. Many 
jewelers have smartly keyed their appeal to the lower 
income groups, and are obtaining a better share of this 
business. 


COMPETITION WILL BECOME KEEN 


Here’s another problem. Like others, we have been 
subject to wartime restrictions, limitations, regulations 
and taxes. If these continue, and wages are uncontrolled, 
your payroll costs, and cost of doing business will go 
up—and between the new prices and the excise taxes, 
sales will slow down—and as soon as cars and radios 
and other scarce goods come back in volume, will slow 
down drastically. 

I cannot agree with some that the jewelers’ chance to 
combat the department store is to “add lines” and “de- 
partamentalize” his operation, so that he is nothing but 
a department store in miniature. There are many lines 
that are traditionally the jewelers’ but, in spite of the 
added volume, washing machines, electric ironers, furni- 
ture, candy—and many other things added by some 
jewelers during these last years—do not help the situa- 
tion of “jewelry from the jeweler.” They only confuse 
the issue and lead to the thought on the part of the 
publice—“If the jeweler is a department store—then I'll 
go to the big department store for my jewelry, where 
there is a larger selection.” 


I believe that we who operate as jewelers—who have 
a pride in our profession as such—over and above our 
ability as merchants—should recognize that our greatest 
aid in meeting competition lies within ourselves. Our 
chance of getting the larger share of future business is 
to be found in catering to the whims and desires of our 
clientele. 


OTHER FIELDS CHALLENGING 


Here is the challenge of our generation. In my belief, 
the department store—the drug store—the automobile 
accessory store—the dress shop—all the others I men- 
tioned—will be with us, in increasing quantity. Surely 
they'll do some business, but whether they take away 
our business—or whether you can hold your own— 
depends entirely on you. 


I recommend alertness to everything that goes on in 
your town-—but put the emphasis in your thinking in 
the right place. Don’t worry about it—do something 
about it, but make that something refinement of your 
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Here is just the gift people are always looking 
for—something different and distinctive. It’s one 
they exclaim about . . . show with pride. . . use 
with appreciation. 

The carving aid is an outstanding example of 
fine plated ware and is a worthy addition to the 
proudest silver service of any pattern. It is 
genuinely appreciated by both sides of the family 
for its beauty and for its usefulness in making 
the carving of fowl, roasts, or ham the gracious 
ceremony it is intended to be. 

Nationally advertised—a fast moving item. 
Orders are being filled as received. 


GERITY-MICHIGAN DIE CASTING COMPANY 
ADRIAN, MICHIGAN 


In rich, full color 
gift package 












own methods, and not reaching out into your competi- 
tors’ fields, and inviting more competition. 

Speaking of the emphasis in the right place, there is 
the story of the American business man who was mar- 
ried to an English girl—and had been living in England. 
He was transferred back to America, and his wife did 
not want to leave her native land. She used every means 
at her command to persuade him to take other employ- 
ment and stay in England. She did not seem to be mak- 
ing much progress—and finally decided to appeal to his 
love for his small daughter. One evening she reported 
that she had overheard the daughter saying her pray- 
ers—and that she had prayed “Goodbye, God, we are 
going to America.” This touched the father—and he 
decided to hear it for himself. The next night he 
“listened in”’—and this is what he heard—“Good! By 
God, we're going to America!” 

It all depends on where you put the emphasis, and I 
suggest that you put the right emphasis on your own 
capabilities. 


WHY JEWELERS ARE LEADERS 


What makes a jeweler a leader in his community? 
One to be looked up to and respected? Honesty—in- 
tegrity—reliability—truthfulness—refusal to over exag- 
gerate—refraining from use of superlatives—friendli- 
ness—cooperation—courtesy —service—personal atten- 
tion. 

All of these are his stock in trade to meet impersonal 


—large organization competition. With his eyey 
sonal act, he can increase his reputation. Be 
friendly and courteous, and interested in your customers 
Render service—personally, and by every one in the 
store—that no department store or other Organization 
could dream of. Keep advertising—more often, in larger 
space—such themes as, 
“Buy Jewelry from your Jeweler” 

“Buy watches where they can be properly service” 

“Buy diamonds from one who KNOWS—whom yon egy 
TRUST” 
“Buy Sterling from your Jeweler—who knows how ty 
advise you” 
“Buy Costume Jewelry from one who knows Fashion 
Trends” 

Back up your advertising with knowledge on your own 
part—on the part of each and every. one of your clerks, 

Make yourself into a merchant who takes unusy| 
interest in his customers—let them know it—and yo 
won't need to worry about your competition. When you 
do something about yourself and your own business, you 
do not have to worry too much about your competition, 

I’ll stress again the advertising angle. Advertise regu. 
larly, consistently, in a style that is distinctive. Depart. 
ment stores depend for their volume on interesting the 
public through advertising. 

Jewelers can and should make their advertising just 
as interesting, if not more so. 





Sterling Silver ~ Rhodium Finish 
k{and Made Qewelry 


STYLED 4, Stanholty 


26 years of designing gorgeous effects 


in jewelry has created in the pieces 
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The scarcity of rhodium (more 


precious than platinum) and 


the originality of designs will 
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THIS "CONSEQUENCE" PAID OFF 





be: (From page 302) 

- 1942, when Laurence had graduated from the Murray, 
te Utah, high school. And the voice of the principal was 
“ He, too, had been in- 





heard congratulating Laurence. 

he program personally. 

ger vited to appear on the prog p y 
Time was slipped back, further and further, Laur- 

ence’s boyhood pals were introduced, his sister appeared 

and finally, the doctor who had officiated at his birth 

ie appeared to congratulate his father and mother—who 


were also on the stage. 


” Reunited with his family (including his twin brother 
hion Leonard), Laurence was indeed a happy lad. But Ed- 
wards insisted upon more explorations in time. How- 
ever, he chose to abandon the past and look, instead, 
a toward Laurence’s future. Said Edwards: 
- “In reviewing your past, Laurence, we find that you 
ea have developed a great interest in the intricate business 
mm of watch repairing. Being the extremely intelligent and 
mm resourceful fellow you are, you chose a hobby in which 
te with your hands and eyes alone you can work as a fully- 
i rounded craftsman. 
gt “Well, Laurence—see how you like this. Here’s a 
we: proposition you can think over. 
. “In New York, Mr. John H. Ballard and Mr. Arde 
‘ Bulova and their associates, through the Bulova Founda- 
Just 


tion, established and are maintaining (at no cost to stu- 
dent or government) the Joseph Bulova School of Watch- 
making to teach a craft to veterans such as yourself 
who require a new field to earn their living. 

“And you are invited to go to New York—all expenses 
paid—to the Bulova School and master the art of watch 
repair, the business you are interested in. You will be 
paid a regular weekly salary for the entire year. You 
will be given a wonderful place to live and will be sup- 
plied with every conceivable convenience and teaching 
aid. And in one year you will graduate a full-fledged 
business man—not only able to doctor the most difficult 
of watches but to run your own repair shop and sell 
watches in addition. 

“And that’s only half of it,’ continued Edwards. 
“After you have graduated from the Bulova School in 
New York you may choose the city in which you want 
to go into business. Murray, Salt Lake City, or wher- 
ever. We will obtain a complete establishment for you, 
rent will be paid for one year in advance, and you will 
be given all the tools you need for watch repairing. 

“And the jewelry store—your jewelry store, Laurence 
Tranter—will be completely stocked with the merchan- 
= you need to start a full-fledged business. How about 

t?” 


Laurence’s answer, of course, was “‘Yes.”’ 


Since his physical condition would not permit him to 
take off for New York and the Bulova School immedi- 
ately, arrangements were made for Laurence to start 
the Bulova course while still a patient at Birmingham 
General Hospital. When doctors feel he is ready to be 
discharged and sent to New York, he will complete his 
studies there in the company of 120 disabled veterans 
just like himself. And a year from now he will open 


his jewelry store in Salt Lake City, his choice of a 
location, 
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OVEN-TOASTING 
DESIGN 





Just a touch of the button 
opens the doors and 
automatically turns the 
toast. 





Every step in the design and manufacture of Merit-Made 
toasters is executed by skilled craftsmen in Merit-Made’s 
own eleven-floor factory. The quality of every Merit-Made 
toaster is backed up with a 1-year guaranty plus a 4-year 
warranty. See the E-Z Flip, embodying unusual features that 
have made it America’s outstanding popular-price toaster. 
Get in touch with’ Merit-Made’s authorized distributor in 
your locality or write us for his name. 


MERIT-MADE, INC. 
MERIT BLDG. 33-37 FRANKLIN ST. BUFFALO 2, N.Y. 


In Canada: Merit-Made, Ltd., Fort Erie, Ontario 




















looking in tof 


GOLD 
IS WHERE 


Think of the buried treasures that 
are very often close at hand. 
Obsolete jewelry, worn, dis- 
carded, broken — of no further 
value except for what is repre- 
sented in 


OLD GOLD 


Encourage people to look around 
in their dressers, bureau drawers, 
trunks, boxes, vaults, etc. Every 
one is a potential buyer of new 
jewelry, and old gold will bring 
them inside. 


We will gladly send, with our 
compliments, an attractive sign 





we buy 


OLD GOLD & SILVER 


For checks that satisfy ship direct to 
Th BM A SS J. 


DEE« CO. 
Ceclous. efalr 


REFINERS MANUFACTURERS 


55 £ WASHINGTON STREET, CHICAGO = 














Presentation of a wrist watch and a private Suite at 
a nearby hotel so that Laurence might be with his Parents 
throughout their stay, concluded one of the most unusual 
“Truth or Consequences” programs ever broadcast 
Usually eight or nine contestants appear on the show. 
but the situation and details were so extraordinary jn 
the case of Laurence Tranter, that only one other cop. 
testant appeared, and he was at the beginning of the 
program. 


CUPID REALLY MOWED ‘EM DOWN 
(From page 814) 


since an estimated one-quarter of all jewelry sales are 
directly traceable to marriages. And that, of course, 
will cause no wailing and moaning: jewelers just natu. 
rally like to hear the wedding bells echoed on the cash- 
register. 

Comparative figures for marriages in the first quarter 
of the year are presented, herewith, for the past six 
years: 

Increase or decrease over 
Marriages: Jan. to March preceding year (per cent) 
1941 — 94,810 
1942 — 134,475 
1943 — 125,047 
1944 — 120,986 
1945 — 118,975 — 1.7 
1946 — 173,275 + 45.6 

It must be remembered that comparative statistics 
are almost certain to place the first quarter of 1946 
in a favorable light merely because the comparable 
period of 1945 saw the war still in progress. The true 
test will come in later months (from May onward) 
which saw an enormous increase in marriages last year, 

However, a pessimistic view need not be taken since 
the summer months of 1946 are almost certain to see 
a marked increase of marriages. There are always 
large numbers of girls who insist on being June brides 
and those favoring July, August and September will 
not be far behind. In addition, many an ex-GI, te 
deployed last fall and back on the job in early winter, 
deferred marriage until the summer months when & 
vacation and honeymoon might be combined. Many 
others, taking a horrified look at real-estate and furni- 
ture prices, deferred the ceremony in the hope (0 
doubt vain) that normalcy might return in the summer, 


CUSTOMERS CAN HELP DEFEAT SILVER BLOC 
(From page 318) 


to the public, emphasize that prices on silverware will 
skyrocket if the Silver Bloc’s $1.29 price succeeds, and, 
in addition, production of long-awaited items will be 
slowed down for a long period of time. 

Under an illustration of a knife, fork and spoom, 
ANRJA suggests the following copy: 

“Their Price Is Going to Skyrocket, Unless . . « 

“Unless legislation now stalled in the Senate is passed 
... the cost to you of sterling and silver-plated ware is 
probably going to jump as much as 50 per cent ..+ 

“So, ask your Senators to get favorable action n0W 
now on the House version of the amendment to Bill 
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HR-5452, now pending. This legislation has already 
been passed by the House. Its pt sail by the Senate 
will release a great quantity of idle government silver 
at the 71¢ level. | | | 
“For your own protection, wire or write your Sen- 
ators today. Don’t let the prices of silver be inflated! 
At the bottom of the suggested advertisement, over the 
jeweler’s signature, appear the names of the two Sen- 
ators from the state involved, together with their Wash- 


ington address. 
Another advertisement, certain to be effective, is 


headed: ; 

“Important to Brides and All Women Who Need 
Table Silver! 

“Unless You help you may be disappointed! 

“You’ve dreamed a long time about owning your own 
beautiful table silver. How would you like to wait a 
lot longer? 

“You’ve figured how to fit this important purchase 
into your budget. How would you like to pay as much as 
50 per cent more than you’d planned?” 

In this advertisement, also, appear the salient facts 
concerning the Silver Bloc’s efforts to secure a false 
$1.29 price for silver, together with the exhortation to 
communicate with the Senators from this state, urging 
rapid passage of HR 5452. 

Other advertisements, written along the same lines, 
explain “Why you can’t buy the silverware you need 
...and What you can do about it’’ and warn “Don’t let 
the Silver Bloc deprive You of silverware!’ The ap- 


proach used in the supporting copy is, in essence, the 
same as that in the two advertisements cited above. 
In every case, advertisements offer the public tangible 
reasons for taking the pains necessary to write their 
Senator. 

Virtually all jewelers in the country have received 
copies of ANRJA’s suggested advertising lay-outs and 
supporting copy. Those who have not may secure them 
from The American National Retail Jewelers’ Associa- 
tion, 551 Fifth Ave., New York 17, N. Y. 


CPA REGULATIONS PERMIT SOME CONSTRUCTION 
(From page 322) 

sion must be counted as oné job, even though separate 

contracts are let for the different parts of the work, 

such as contracts for roofing, flooring, heating, and elec- 

trifying. 

Applications for work using materials which are not 
in critically short supply are almost certain to receive 
CPA approval. For example, if it is a matter of remodel- 
ing a store front and the only materials to be used are 
such things as cut granite, structural glass, heavy plate 
glass, and other items that are not used in residential 
construction, chances of approval are good, regardless 
of the factor of essentiality. On the other hand, there 
is little likelihood of getting an authorization for any 
but the most essential building if the job will require 
materials on the critical list, such as: mill work, lumber, 
hardwood flooring, construction plywood, cast iron radia- 
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of all your repairs. 
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THE NATION'S 
LARGEST 
WHOLESALE 
REPAIR SERVICE 


Watches & Clocks 
Plain & _Complicated 


Chronometers 
All Crystals Fitted 
Dial Refinishing 





Case Repairing 
Recasing & Dialing 
Precious 


Semi-Precious and 
Birthstones 


Jewelry Special 
Order Work 
Mountings Made 
Stone Setting 
Soldering—Sizing 
Enameling 






Engraving 
Plating 
Gold . . . All Colors 
Silver—Rhodium 
Chromium—Nickel 


Hollowware and 















“We are as near to y 


as your post office’’ 72 BOWERY ° 
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Flatware 
Silverware Refinished 
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NEW YORK 13,N Y. @ 





Optical Repairing 
Pens and Pencils 
Cigarette Lighters 
Electrical Appliances 
Radios 


“Nn 


Luggage 
Cameras 





WAtKker 5-5512 






















































The Girl in the Ad on Page 320 


Tiny Jane Anderson, 21-year-old heroine of the newest 
International Sterling ad, has a lively history: 

Greeting-card artist in Kansas City. Painter of Bugs Bunny 
in Hollywood. Part-time model in Florida. Full-time model and 


cover girl with Harry Conover in New York. New wife of an 
Army Colonel... 

For this picture, Jane shivered through a bleak February 
day. Locale: 55th St. and East River, New York. Apartment 
dwellers thought maybe spring had come, tried to buy daffodils 
from the vendor— who, incidentally, was snatched from his 
iceman job for the part. 


(UT DAISY PATTERN... 





The cut “Daisy” line 
> includes Vases,.Covered' 
ay Jars, Cocktail Mixers’ 
nd Compotes. Your better 
stomers won't be able to re- 
. Retails from $4.50 to $6. 


SILVER CITY GLASS CO. 


MERIDEN, CONNECTICUT 
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Three 
magnificent 
i iTe lo] (-t olela, ams 


patterns .. 


all heavy . . all superbly wrought 
lilustrated Folders on Request 

FRANK SMITH SILVER COMPANY 
GARDNER, MASS. 





IMMEDIATE DELIVERY 


NEW ALL STEEL 
WELDED 


FOOT PRESS 


(UNBREAKABLE) 


Double pivot giving !!/2 
and 3 inch strokes 


PRICE: $90.00 F. O. B. Cranston 


SMITH MACHINERY CO. 


21 ROLFE ST. CRANSTON, R. |. 
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tion, gypsum board and lath, structural clay tile, brick, 
‘puilding board. 
cece ewehls consideration can also be expected on 
lications for store construction to serve a new com- 
app ‘ty area, than on applications for a section which 
adr has several stores of the same variety. 
A placard, carrying the authorization serial number, 
must be posted on projects which have been approved 
within five days after the work is started and kept there 


until the job is completed. 


APPROVAL DEPENDS ON MATERIALS 

Generally, store construction, repair, alteration or re- 
modeling will be approved if the project creates a mini- 
mum or no impact on veterans’ housing or onthe basis 
of rare and unusual hardship and with the use of a mini- 
mum amount of critical materials. 

Authorizations to proceed do not carry with them any 
guarantee of availability of materials. Ratings for store 
work must be applied for under Priorities Regulation 28, 
and will be given only where the provisions of that regu- 
lation are met. The granting of ratings for non-housing 
work is expected to be very sparing. 

However, the CPA District Construction Manager and 
his advisory committee will be informed of the supply 
situation in the particular areas, and will not be apt to 
grant authorizations for work for which materials will 
not be available. 

Within the exemptions of the order there are many 
jobs the store owner can undertake without authoriza- 
tion. For example, the order does not apply to repaint- 
ing or to repairing or installing repair or replacement 
parts in existing equipment, where no change is made 
in the structure itself. Nor does the order restrict the 
installation of machinery and equipment other than me- 
chanical equipment. Mechanical equipment is clearly 
defmed and the following articles are not classified as 
such: self-contained individual air conditioning units 
with no duct systems; conveyors; escalators, elevators 
and dumb waiters, and refrigeration equipment. The 
cost of this equipment need not be included in job 
estimates. 

However, any alteration to a building covered by the 
order, in connection with the installation of this exempt 
equipment, is restricted. For example, if a foundation 
is built inside a building to receive the equipment, or if 
partitions or new walls are installed to separate a ma- 
chine from the rest of the building, the job would require 
authorization unless the cost of the alteration work comes 
within the $1,000 small-job exemption. 

There is an important difference in regard to articles 
defined as fixtures and mechanical equipment. The cost 
of fixtures and mechanical equipment must be included 
in the total estimated cost of an installation or relocation 
to determine if the job comes within the $1,000 exemp- 
tion. It is this section of the order which will severely 
limit the remodeling and renovating plans of many re- 
tailers—dependent, of course, on the availability of ma- 
terials in particular areas. 

Covered by this section are practically all articles 
essential to doing business. 

The following fixtures and mechanical equipment 
atticles are covered by the order, both regarding the 
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AGAIN 
AVAILABLE 


for prompt 
delivery 

















Our government orders now completed, prompt 
delivery is again assured on "SUC" Unbreakable 
Watch Crystals and Cabinets. 

Fancy and Lentille Crystals......... 75¢ per dozen 
Lentilles in 1/16 VTF Sizes......... 90¢ per dozen 


The 
“BIG BUSINESS BUILDER" 
Assortment No. B-6... 10 Gross Fancy Crystals (1 each 
of 1440 of the most popular numbers), 2 Gross Lentilles, 
(an assortment of all the 125 sizes), and a complete in- 


serting set, housed in a 12 drawer steel cabinet. 
Price complete: $138.00 


Round Crystals for Waterproof Watches 








We carry a complete line of round crystals for water- 
proof watches, which are extra heavy and extra high. 
Price $1.50 per dozen 











The “LITTLE GIANT” 


Assortment No. L-I8 . . . Ip 
Gross of all the 125 sizes of Len- 
tilles in '% sizes, and complete 
inserting set, packed in attractive 
mahogany wooden chest. 


Price $26.00 


Ut 
Ww 
Write for catalog fe 


STANDARD UNBREAKABLE WATCH CRYSTALS, Inc. 


385 Gerard Avenue, New York 51, N. Y. 
Wholesale Distributors: 


HAMMEL, RIGLANDER & €0., Inc. 


395 Fourth Avenue, New York 16, N. Y. 









If your jobber does not carry SUC, write us for 
the name and address of your nearest dealer. 
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BRANSTON PROUDLY PRESENTS 


Lord Crommell 


“Distinetive” Table Lighter 


Here's a beautiful silver ione table lighter 
with eye-catching appeal! It's a repeat seller, 
too... because of Branston's "Sure-Fire" al- 
ways-lite mechanism, solid construction, and 
modern design. Adds distinction to the living 
room, den, library or office. Tops in customer 
appeal... it's a "“natural' for year-round 
gift giving . . . beautifully boxed in trans- 
parent case with handsome velour lining. 
Available for prompt delivery. Order yours 
now! 


COSHH HHHHH OFC H HHH HHH 4! 


10 W. 47th ST. 


BRANSTON CO. INC. 


Sales Office 
NEW YORK 19, N. Y. 











THE NEW NIASH CLIP 
fer ast gs 


yf 


i 


Practical 
Eas y Co BIOL AL: 


Here is an inexpensive handy clip with 
e-Xolibivl Mme (-silelaMma-tol'lalule MEaoMEcel(e( alle 
operations or bending. After base is at- 
irolast-YoM (eM iul-M-lolaeire Malm ie] oMeumil-malle 


relate Misl-M-Lelagiale MT Mia-teleh AR iolmaad-tolm 


Ye} fo Milne] | Mere) (o)e Fam LOM @olitc MEE an. @ 


NIASH fefining Co 


116 Nassau St., 
New York 7,N. Y. 


IAS) 











“e last’ "MC ainsprings 
FROM SWITZERLAND 


@ Preferred by expert watchmakers since 1889. Extra super- 
fine quality. Hand-made of the finest Swedish steel. Ac- | 


curately gauged, uniformly tempered. Individually packed | 
in moisture-proof envelopes. Available only through recog- | 


nized watch material jobbers. Write for latest stock sheets. 





Special springs for industrial uses, made to specifications 


SWISAM TRADING CORPORATION 


Imported and distributed by | 
51 EAST 42nd STREET, NEW YORK 17, N. Y. 


A few choice territories available for commission repre 
sentatives. Write for details. | 


*: — —-— —— ———} 
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‘nstallation of the item itself and any alterations to a 
in 


building involved in the installation: Mica . 

Air conditioning equipment, except the individual units 
previously mentioned. 

Bookcases 

Booths 

Counters 

Furnaces 

Heating equipment 

Lighting equipment 

Marquees 

Panelling 

Wood or metal partitions 

Plumbing equipment 

Electric and other signs 

Show cases 

Ventilating equipment 

The cost of used fixtures or used mechanical equip- 
ment need not be included in estimating the cost of a 
job; the above restrictions applying only to new items. 
In effect, authorization is required if the cost of any of 
these new items, plus installation or alteration costs, 
exceeds $1,000. 

There are no restrictions on the installation of any 
kind of equipment, including mechanical equipment, out- 
side of and not attached to a building. 

The repair of mechanical equipment used to operate 
a building, such as plumbing, heating, lighting and ven- 
tilating equipment, is not restricted. But if alterations 
are necessary for such repairs they must not exceed 
$1,000 in cost without authorization from CPA. 


Damage to stores comes within the $1,000 commercial 
exemption. If the front of a store is badly damaged by 
a truck, or by other means, authorization to restore it 
to its former condition is not necessary if the cost is 
$1,000 or less. If the restoration cost is greater, author- 
ization is required. However, the minimum amount of 
repair work necessary to prevent injury to the store and 
to its contents, resulting from damage to the front, can 
be done without authorization. 


WHEN WILL RETAILERS GET ENOUGH GOODS? 
(From page 324) 


for winning the war while you and I stayed home and 
bought interest paying bonds. 

Another deterrent to veterans accepting offers is the 
reluctance on the part of personnel managers to recog- 
nize that modern war has taught ex-servicemen new 
skills, not only techniques and trades, but in aptitudes 
for management, personnel relations, ingenuity and re- 
sourcefulness. Such skills have been acquired by en- 
listed men as well as officers. These veterans have placed 
a much higher valuation on their services, and when 
they learn that in plants the men who stayed in civilian 
life during the war are getting the first call when it 
comes to the better jobs, they resent that attitude. 

Couple these conditions with the job of retooling, 
scarcity of raw material, etc., on the manufacturers’ side 
and you have an unavoidable problem. An intelligent 


returned express prepaid. 


OO LE a gh pl” pf gg 


We Can Move Your Inactive Patterns 


iw GTERLING SILVER 


P ATTERNS change and jewelers have in stock Sterling 
Silver for which they may never have another call. 


These are frozen assets which we will readily convert to 
cash at pre-war prices no matter how large the quantity. 


We will pay the expressage when you ship the merchan- 
dise to us and if our offer is not acceptable it will be 


~~ 


Core 


We are interested 
in purchasing 


ANTIQUE 


AND 


JULIUS GOODMAN & SON 


77 Mapison AVENUE e Mempuis 1, TENNESSEE 
Jutius GoopMAN JoszpH A. GoopMAN 
Reference: THe Jewe.ers’ Boarp or Trape 


USED JEWELRY 


to any amount 
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AN INSTANT SENSATION 


These specially designed, invisible cushions 
for earring-backs-solve all fitting and service 
problems. 

The complete set of assorted sizes is attractively 
boxed to retail for only 59 cents. With simple 


directions for your patrons to themselves equip 
all their earrings. 


Price $4.20 per dozen —- ORDER NOW 


CLIP BACK !S' 
CUSHIONEO 


COMPL AIN IS 


about EARRINGS that are 
so TIGHT-they hurt 


or so LOOSE-they drop 


EARRINGRIPS 


Cover all types of clips — 
instantly relieve pressure. 


EARRINGRIPS 


Placed over screws 
assure secure fastening 
— prevents loss. 


SCREW HEAD IS 
CUSHIONED 


DORSAY 


1319 Broapway, New York 


PRODUCTS 


a A 

















“LEHMAN” | 


EVER BEAUTIFUL LIFE-TIME FORGED 
HAMMERED ALUMINUM 


HOLLOW-WARE 


(At Popular Prices) 


New and 
smartly styled 
service 
accessories 
for the 
discriminating 
Hostess 


No. 402—Hammered Aluminum Fluted 
Salad Isowl. Semi-Bright Finish. Non- 
Tarnishable. Diameter 12%”. 


Immediate Delivery 


LEHMAN BROS. Silverware Corp. 


Manufacturers of Hammered Aluminum and 
Silver-Plated Hollow-Ware 
Executive Office and Factory 
197 Grand Street 
New York, N. Y. 
See our complete lines 
Pittsburgh Gift Show: Wm. Penn Hotel, June 2 to 5, Room 436 
Callas Gift Show: Adolphus Hotel, June 28 to July 5, Room 956 


Showrooms 
1472 Broadway 
New York, N. Y. 
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GOOD NEWS... 


Costume Jewelry 
Manufacturers 





bh 
Our increased production 
allows us to supply new 
customers with a com — |B 
plete line of staple find: ~ 
ings for metal, plashe 97 
and wood ornaments. 
All our items ore con 
verted to BRASS as soon : 
as material is available. 
Wire forming items to 9 
specification. 
IMustrated items ore @ 
small port of ous manu- 
facture. 


BOX J.C.K. © 150 WEST 22ND STREET * NEW YORK !!, N.Y. 
CHELSEA 2-6540-! 


Write for Sample Cards .. . 


Stock on hand for 
IMMEDIATE DELIVERY 
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iti but 

licy can do much to correct these conditions, 
Fy coos peculiar that “Help Wanted” ads should be 
a g the newspapers when authoritative sources say 
million veterans will be jobless by late summer or 
early fall. Obviously the war was a break in routine for 


many men, providing an opportunity to look around and 
dart fresh. 


STOCKPILES ARE DWINDLING 


Meanwhile, time marches on and stockpiles of Some of 
the materials used in the production of jewelry and sil- 
yerware are being rapidly diminished. With immediate 
deliveries a rarity on both precious and semi-precious 
metals utilized in jewelry, the hesitancy to build up a 
bigger payroll is readily understood. Furthermore, with 
increased capacity, the distance in time between a short- 
age condition and that of overproduction can be mea- 
sured by some industries in terms of weeks and in others 
by a few months. While deferred wants are large, many 
manufacturers who today seem to be overloaded with 
orders, will find later that many of them are duplicates 
which the retailer has placed with more than one manu- 
facturer in the hope of getting delivery somewhere and 
therefor may be quickly cancelled or the ultimate pur- 
chaser has switched to a product available from a com- 
petitor who could deliver. 

Let’s assume shortages of materials ease up and the 
readjustment period reaches a point where full produc- 
tion workers are all back at their posts. Will everything 
be normal and nice, everybody happy? Not by a long 


shot. Here’s where the manufacturers will continue to 
be perplexed by another vexing problem. 

This recognized problem has never been given the 
consideration by management that it has deserved. Oh, 
management realized it was their responsibility, but 
neglected to a great degree, that phase of their work. 
It’s the problem of improving the morale of the worker 
on the job. Something entirely new has got to be added 
if high productivity is to be sustained. This something 
must necessarily be fair to both labor and management 
alike. This condition exists rather universally and is in 
no manner exclusive to the jewelry industry. Manufac- 
turers have admitted that the desire of their employees 
to increase their output has not increased—in fact some 
believe it has decreased. What will be done about it? 


I will not say that Jack & Heintz’s “Utopian” work- 
place was the ideal set-up, but I will suggest that it was 
a long stride in the proper direction. There’s an awful 
lot more to the smooth running of any plan than the 
mere handing out of a pay envelope. Too many em- 
ployers thought, and apparently still think, that their 
responsibility stops abruptly right there. 


INCENTIVES ARE NECESSARY 


Well, the sooner they find out that it doesn’t, the bet- 
ter their production figures will be. More and more are 
employees attracted to the mills and shops where they 
participate in the take, in some form or another. Lin- 
coln Electric Co., where the average income of all their 
workers is over $5000 a year as a result of production 





GENUINE STONES 


TIGER EYES 
HEMATITE 
ONYX 
SARDONYX 
CORNELIAN 
TOPAZ 
AQUAMARINE 
AMETHYST 


IMMEDIATE DELIVERY FROM COMPLETE STOCK 


LADIES AND GENTS ~ GENUINE AND SYNTHETIC STONES 
SOLD THROUGH YOUR WHOLESALER ONLY 


Strate -line Kings 31 NORTH STATE STREET, CHICAGO 2 
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SYNTHETIC 
RUBY 
SAPPHIRE 
TOURMALINE 
ZIRCON 
PERIDOT 
EMERALD 
SPINELS 
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AUTOMET 
Table Lighters 


Here's the lighter that can really do a volume selling job. 
It is precision engineered —a marvel of simplicity in 
beauty of design and operation—has one inch long 
spin wheel—deep flame well—large fluid chamber. 
Styled to fit harmoniously in any home or office. It’s a 


great gift item! Display AUTOMET TABLE LIGHTERS. 


See them sell! efull details from your wholesaler or write us direct. 





AUTOMATIC METAL PRODUCTS CORPORATION 


S1'S34+2 8208 Berty Street 





Height 2%”. Diometer 
%". Base 1%" dio, 
#632 Solid Brass— 


nelails at 
$350 


Gold Plated 6.00 









Silver Plated *4.50 






#66 Set of two in beau. 





tiful box— 


nelails at 


$7700 




























+ T.M. Reg. Pat. Pend. 


Jat. 2: . eee 











FOR HONEST RETURNS 





SWEEPS 
FILINGS 
SCRAP 


GOLD PLATINUM 





JOSEPH B. COOPER & SON 


Refiners & PRECIOUS 





26 JOHN STREET, 
NEW YORK CITY 





BROOKLYN, N. Y. 

























Sorry...... 


UNTIL SHORTAGES ARE OVER 





We design and manufacture boxes of all descriptions, 


but due to acute shortages of materials, we are unable 





ifs) supply new customers. Soon, we hope we may again 
create and manufacture boxes to fit your individual 
requirements 

C & M MANUFACTURING CO. 


PAPER BOXES JEWELRY DISPLAYS 
112 Point Street, Providence 3, Rhode Island 
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is an outstanding example. American Tel & 
de their employees somewhat contented by 
for them to procure stock. And there are 

others. When a person feels he’s wasting his own 
Ecareed money he’s very apt to spit on his hands 
and take hold with a vengeance. 


bonuses, 
Tel has ma 


ing it easy 


ESPRIT DE corPs IS VITAL 

The successful factory of tomorrow must build an 

rit de corps . . . they must build a better understand- 
= of the men and women who wear the aprous and 
overalls. Far too many factories exist where the people 
at the bench have never met and in some cases could -_ 
point out the V.P. in charge of sales. Team spirit is 
‘ust as important to the success of a plant as a gorgeous 


ware beautifully packaged or a gigantic advertising 


campaign. 

‘he workers know full well whether the management 
brushes them off with an Annual Picnic or actually cares 
about their personal progress or well-being. Lapel but- 
tons and stripes for service will hardly be enough for 
the smooth-going organization of the immediate future. 
Much more of the indescribable stuff Knute Rockne gave 
out with will be a must. Cooperation and effort come 
voluntarily and fast when the individual doing the most 
menial task sincerely believes his contribution is impor- 
tant. There are many ways of stimulating such team- 
work... in fact, each factory has a job unique to itself. 
This has all to do with its size, location and financial con- 
dition. 

For instance, Bethlehem Steel Corp. recently paid 
$50,000 for a 3,452 acre tract in Lock Haven, Pa., for- 
merly used for a Rod & Gun Club. This trout-stocked 
game preserve will be used as a retreat for employees 
and officers of the company. The Strout Farm Agency 
haye hundreds of old farm houses for sale cheap that 
would become marvelous vacation or week end spots for 
tired workers who cannot afford to motor to a resort 
hotel. A day off with pay will work wonders in some 
departments. You see, it doesn’t take much work if you 
feel the gesture worthwhile. 

At all events, regardless of what your particular prob- 
lem may be, big time manufacturers are seriously think- 
ing of these incentive schemes. They contend they must 
be planned and executed with subtlety and fairness and 
consistently carried forward. 





SUMMER TIME IS NO DISPLAY VACATION 
(From page 326) 
look even though it is a warm day. “Cool as a cucumber” 
suggests various shades of green that are appealing and 
eye-attracting for summer backgrounds and display set- 
tings. 

Soft pastel shades that soothe are welcome antidotes 
for that wilted color feeling. Many harmonious treat- 
ments are possible in combinations which induce passing 
eyes to “pause and rest awhile.” 

“Color harmony is becoming more important as peo- 
ple’s moods become sensitive to color with the increased 
use of color in every phase of life,” says one Los Ange- 
les display specialist. “And people are susceptible to the 
(Please turn to page 870) 
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OPTICAL SPECIALTIES 





High quality! These 6 power, light weight binoculars are 
the answer to the pent-up demand of sportsmen, hunters, 
yachtsmen, race fans, etc. Moisture-proof and Dustproof. 
Individual eye piece focusing to accommodate to owner's 
eye sight (as preferred by Army and Navy). Complete 
with carrying case and neck and shoulder P 
straps. To retail at only eee $85 00 
ASK ABOUT OTHER MODELS IN COMPLETE PRICE RANGE 





> THE CHIEF 


This compass is made with trans- 
parent lucite cover and opaque 
plastic back brass bottom and 
etched scale. Blue and red nee- 
dle for easy reading. Stop holds 
needle securely when not in use. 
Individually boxed 

i COON ti 

















FULL LINE COMPASSES ALL PRICES 


SUN GOGGLES 





at 


‘Wen —_— 


Gold Filled frame. 6 Base ophthalmically 
ground and polished lenses. Eliminate over 
96% of ultra-violet and infra-red rays. 
Leather case. Complete line, all prices in 
stock. 


* 
ILLUSTRATED LITERATURE UPON REQUEST 


COMPASS INSTRUMENT & OPTICAL CO. 








268 FOURTH AVENUE, NEW YORK 10, NW. Y. 
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1. "Daisy" is the name of this combined gray and polished 
cutting done on pitchers, three styles of vases, covered 
candy jars, compotes, and cocktail shakers, to retail at 
$4.50 to $6. From Silver City Glass Co., Meriden, Conn. 


2. Five useful pieces in stainless steel comprise this Bar 
Master set—individually boxed and retailing at $6 a set. 
From Max Schoenbaum, 1|123 Broadway, New York 10, N. Y. 


3. These Ambertone Interpretations, unbreakable and like 
glass in appearance, retail at $15 for the 18" centerpiece 
and $24 a pair for the 13" hurricane lamps. Porcelain roses, 
$7.40. From Wm. H. Fenton & Co., 366 5th Ave., N. Y. C. 


4. Modeled in horseshoe design, this 8!/," decanter is made 
with Scotch, Rye, or Bourbon etching; retails at $3 each. 
From M. B. Daniels & Co., 31 West 27th St., New York |. 


5. Hand-cast and bronze-plated, this metal letter knife 
with Trojan-head handle may retail for $1.50. From the 
Metal Corp. of America, 427 West Ith St., Los Angeles 18. 


6. Made of solid walnut, hand-rubbed and hand-painted, the 
23/2" tray is proof against liquor and heat-resistant; $20 
retail. From Nona Novelty Co., 48 West 25th St., N. Y. C. 
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TIFFIN 








XY crystal pheasant pee 


Every century is glorified by its craftsmen. For five thousand 
years their genius has found expression in jewels... fabrics...silver...and in this 
20th Century there is TIFFIN GLASS. The spirit of America — swift, fluid, 
brilliant — is reflected in the beauty of this crystal. Today it is being wrought 
with the same expert craftsmanship as were the masterpieces of past epochs. 


Tiffin is the craft of this century. Famous now; destined to be prized always. 


UNITED STATES GLASS COMPANY + TIFFIN, OHIO 
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1. Made by Elkington, famous English silverplate house, 
this well-and-tree platter is 16" long, fashioned with 
gracefully curved flower design at the edge. Sold only 
through Mottahedeh & Sons, 225 Fifth Ave., New York 10. 


2. Distinctively modeled are these ceramic Mongol heads 
made by Goldscheider. They are 63%4" in height and re- 
tail at $30 a pair. From Everlgst, 225 5th Ave., N. Y. C. 


3. These carved pieces in blown lead crystal glass in- 
clude an 8" bowl, to retail for $14; 4!/" candlesticks, 
$6 each; covered candy dish, 6" in diameter, $12. From 
American Art Products Corp., 17 East 16th St., New York. 


4. Topped with six assorted animal heads these stirrers 
and muddlers retail at $4.80 for a dozen 4" stirrers; $6 
for the 7" stirrers; $9 for the 4!/."" muddler. From R. F. 
Brodegaard & Co., Inc., 225 Fifth Avenue, New York. 10. 


5. Guaranteed for a year is this Loyal leather billfold 
with removable card case; retail about $5. From U. S. 
Luggage & Leather Products Co., 29 W. 34th St., N. Y. C. 


6. Hand-decorated in natural colors and gold is this urn 
shaped jar on a square base, in Charleton China. From 
Abels, Wasserberg & Co., Inc., 23 East 26th St., N. Y. C. 
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NUMBER ONE 


on our 


PROMOTION PARADE 


A smart, practical and handsome portable bar and separate folding 
stand of forged aluminum at a price that allows it to be featured as 
a special promotion. 35” high overall, with a removable handled tray 
28” wide by 1734”. Excellent for small apartment or large home, it 
folds up more compactly than a bridge table. Stand and tray sold as 
a unit or separately. 


Made by Everlast Metal Products 








1. Filigree metal frames and matching perfume trays, with 
antique silverplated or gold finish. Frames retail from $9 
to $12; trays, $10 to $13. Dresser sets in complemen- 
tary design. From A. Stanley Brussel, 225 5th Ave., N. Y. 


2. "Goteburg," one of Tiffin's finest stemware designs in 
lead crystal glass, with a richly simple cutting and bubble 
in the stem. From United States Glass Co., Tiffin, Ohio. 


3. Fashioned of solid brass and standing 8!/," in height. 
these gracefully designed candlesticks may retail at $6 a 
pair. From A. H. Dorman, 225 Fifth Ave., New York 10. 


4. Personalized plates in Bouckware Pottery incised with 
memorable dates and covered with unfired glazes in rich 
colors; retail $10 each. Hand-made by Wayne Swanson and 
sold through Grace-Graeme, 337 East 42nd St., New York. 


5. Made in Bethwood Royal China is this "Bamboo" vase, 
No. 510W, decorated with antique floral design against a 
creamy-beige background and highlighted in coin gold. 
From Beth Weissman, 49 West 23rd Street, New York 10. 


6. This Spode coffee pot is in the “Jewel shape, with 
its lace-like embossment, decorated with the "Billingsley 
Rose" pattern hand-painted in rich natural colors. From 
Copeland & Thompson, Inc., 206 5th Avenue, New York. 
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DELICATE... 


DELIGHTFUL 











Here is handcrafted glassware at its beauteous best 3 Piece Console Set 
: : : No. F-770 consists of an 1112” bowl 
—delightful, gracious Satintone enhanced with del- with matching two-light candle hold- 
ers. A smartly designed Pastel Set to 


icate, two-toned pastel shading in rose and green retail for $3.95. 





or orchid and gold. A line of irresistible charm, it Nested Ashtrays 
: . . ‘ : No. F-1934 consists of 3 nested ash- 
will have special appeal in the wedding-gift months trays, assorted 1 each in soft pastel 
shades of blue, gold and pink. A clever 
ahead. Center your June promotion campaign gift item to retail for $1.00. 


around this eye-catching, sales-building line. You 
will find it pays. Write for more information. . | if [ t ] 










La 





is 


Ralph P. Higgins Company Newland, Schneelock & Piek, Inc, Clay Folsom R. F. McDowell 
1558 Merchandise Mart 1107 Broadway 301 N. Market St. 403 Merch. Mart Bidg. 
Chicago 54 New York 10 Dallas, Texas Los Angeles 14 
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1. "Queen's Garden" is the name of this pattern in Ayns- 
ley bone china, printed against a gray-blue background. 
From Fisher, Bruce & Co., 219 Market St., Philadelphia 6. 


2. Available again—Danish porcelain figurines from the 
Bing & Grondahl factory; eagle, 20"; other figures, 7" to 
10". From D. Stanley Corcoran Co., 212 5th Avenue, N. Y. 


3. Hand-modeled flowers decorate this ceramic cigarette 
set (retail $10) and bonbon box (retail $5); done in tur- 
quojse, peace, yellow, or crimson with dogwood or roses. 
From Ebeling & Reuss Co., 225 Fifth Avenue, New York 10. 


4. For the younger set—"Barbara Jean" pattern in silver- 
plate; spoons, $7.80 a dozen; cup, $18 a dozen. From the 
Northington Co., 5032 Hollywood Blvd., Hollywood, Calif. 


5. New handmade wallets with double-laced edges; as 
shown in unborn calf, $6.50; also in three shades of calfskin, 
$6. From Altman-Blue, 315 W. 5th St., Los Angeles, Calif. 


6. Violin-shaped decanter in Dell glass, topped with com- 
bination stopper and jigger; in various colors to retail at 
$2.50. From Claude Sperling, 225 5th Avenue, New York. 
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Sterling. 
ay 





es TOP SELLERS at MODERATE PRICES 







je "PRINCESS" set 4683, Chatelaine and earring 14.00 per set 
JULIET” set 4684, Chatelaine and earring 14.25 per set 
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‘Jewelers Potewale” featuring Exquisite Original 
~ Designs—Brilliant Sparkling Jewels—Superb Crafts- 
~manship—in Gleaming Gold Finish on Precious 














39-41 WEST 23rd STREET 





Distinction in 


CERAMICS 


Artistry in design and decoration, 


combined with master craftsmanship in production, 


completes pieces noteworthy for jewelers. 


MONTICELLO DINNERWARE 


—-truly a tribute to the American Home 


REGAL VELLUM DINNERWARE 


-—handsome patterns for promotion sales 


VONTURY ART PORCELAIN 


—masterpieces of the ceramic art 


CONCORDE FINE CHINA 


-—decorative pieces—table service accessories 
and short lines—in distinctive designs 


"ORSAY" FINE CHINA FIGURES 


-—true reproductions of Antiques 


OMEGA CERAMICS 
—American made Old World Figures and 


other decorative accessories 


We invite your inspection of these 


lines when in New York 


HERMAN C. KUPPER, INC. 


NEW YORK 10, N. Y. 











By MADELINE LOVE 


OTH the ocean lanes and the air lanes across the 

Atlantic are choked these days with travelers bent 
on renewing old business contacts or acquiring new ones 
in England and on the Continent. Many of these are 
buyers from the larger stores, but about as numerous are 
former importers and those who are just establishj 
themselves in the ranks of importers. All of them ap 
braving the discomforts of travel abroad—and these dig. 
comforts are really severe—in order to visit the facto. 
ries and see for themselves just what the chances ar 
for renewing trade on something like the old basis, 

Those who have returned from their trips are painting 
a picture which is none too encouraging to the merchant 
who has been dreaming about a quick replenishing of his 
stocks of imported goods. This picture contains surpris- 
ingly few scenes of bomb-blasted factories. Outwardly, 
one is told, the production possibilities look to be about 
the same as they were before the war—as a matter of 
fact, one of Finland’s great china factories, the Arabia, 
has actually doubled its productive power during the 
war years. 

Here, as in most of Europe, the factories escaped with 
little or no physical damage, a fact confusing to those 
who see only the intact walls, roofs and kiln: For the 
real damage lies beyond these things and it is a negative 
damage—shortages of many of the elements absolutely 
necessary to production. Workers in the English pot- 
teries, for instance, are laggard about returning to their 
old jobs, and you can’t make china without plenty of 
skilled and willing hands. Fuel is short, not only be 
cause of slowed-down coal mining operations but because 
of transportation difficulties. And if there are both le 
bor and fuel, a lack of vital manufacturing materials 
prevails almost everywhere. 

This sketches in the European production picture in 
only the broadest strokes, but it gives some rather good 
reasons why retailers should not be over-optimistic in 
regard to 1946 shipments from abroad! 

The far side of the Pacific is attracting its share of 
attention, too, chiefly from those who, in the past, drew 
the bulk of their merchandise from the Far East. One 
who has returned is H. Lionel Herzfelder, president of 
the Fan Company, New York, who visited the Chinese 
markets this spring. He found his Chinese sources 
eager to get back into this market again, even though 
handicapped by current prices there, which average 
from 5 to 12 times the 1941 price levels. 

* * * 


ACK on the American market now is Elkington sil 

verplate, famous old English line manufactured by 
the Elkington Company, Ltd. Elkington has appointed 
Mottahedeh & Sons, New York, as its exclusive repre 
sentatives in this country, and an initial sample line of 
80 hollow-ware items is now on view in the Mottahedeh 
showrooms. During the war, Elkington devoted its total 
production to the making of war materials. 


THE JEWELERS’ CIRCULAR-KEYSTON 





a = Ce BD. aes Sy ee 


@ For a speedy round-up of the 


profitable gift lines, cover the 


Chicago Gift Show where you 


can quickly, conveniently, and 
accurately shop America’s finest 
selection of decorative accessories 


folate Melaande] Coe 


~ CORRAL YOUR SEASON'S 
STOCK THIS BETTER WAY. 


CHICAGO 
GIFT SHOW 
July 29th to August 9th 


PALMER HOUSE 





EASTERN MANUFACTURERS AND IMPORTERS EXHIBIT, INC. 


J. Leo Grogon, President; Samuel Keepnews, Vice President; George 
F, Little, Managing Director, 220 Fifth Avenue, New York 1, N.Y. 
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Cotton Filled Boxes 


DRASTICALLY REDUCED 
FOR QUICK SELLING 


fo make room for new merchandise 

































Visit the 
TOLCHIN 
COMPANY 
BOOTH 
N.A.C.J. CONVENTION 
STEVENS HOTEL, Chicago 
July 29, 30, 31, August 1 








‘Lol Leere Company 
SW WHOLESALE JEWELERS | 


5 North Wabash Avenue, Chicago 2, Illinois 
725 S. Spring Street, Los Angeles 14, Calif. 
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T a meeting of the 225 Fifth Avenue Associan. 
New York, on May 20, plans were discussed ras 
combining “225” with the gift show, set for late A; 
at the New Yorker and Pennsylvania Hotels, No def. 
nite conclusion was arrived at concerning such a joint 
show. i ee 


t meyeen of Registered California, Ine, 
April 29 in Los Angeles and elected the fol, 
officers: President, Virgil K. Haldeman; vice-pregj 
Don J. Smith; secretary-treasurer, Max P, Schonfeld, 
Members of the board are, in addition to the o 
Thomas Hamilton, E. N. Fairchild, Carl Johnson, Wil. 
liam Fields, Frederic Grant, Frank McNiff, Ford Snod- 
grass, William A. Currie, Robert Barkell, Faye Ben. 
nison, Mae Franklin and M. C. Wentz. 


* 











* 





* 





ALLACE O. ULLMAN, general manager of the 
Merchandise Mart, Chicago, says that gift items of 
copper and brass will be shown in great quantities at the 
gift show set for July 29 to August 10. Items made of 
steel have, of course, been slowed up by strikes, ang 
wooden-ware manufacturers have been affected by lum 
ber shortages. There are hopes, he reports, that imports 
from Europe will be in better quantity than at the Feb- 
ruary show, with one house definitely set to have a ship- 
ment from Florence, Italy, in time for the exhibit. This 
will consist of leather goods, ebony and olivewood boxes, 
and handmade Florentine jewelry. A buffet supper for 
buyers will be held July 31 by the Fifteenth Floor Mer- 
chandisers’ Club. ~~ “> 






STANLEY CORCORAN, whose sudden death oe- 

* curred immediately following his return from ¢ 
business trip to Sweden this spring, had formed a part- 
nership with his son, D. Stanley Corcoran, Jr., just 
prior to his departure for Europe. Mr. Corcoran, Jr, 
who has just been released from army service, has nov 
taken over the conduct of his father’s business, with the 
same lines of Swedish glassware. 













* 





* 





* 





EWSETTES: Hal Lipper and Seymour Mana, for 
merly of Rubel & Co., have joined with Ernestine 
Trostler in the formation of a new organization, with 
lines of silver, china, glass, lamps and metal added to 
Miss Trostler’s regular lines, all shown in the latters 
display rooms at 225 Fifth Avenue, New York. Greer 
berg & Behm, 712 South Olive Street, Los Angeles, have 
been named Pacific Coast agents for Bernard Lipmal, 
New York. The American Art Works, manufacturers @ 
social supper trays, has named Anderson & Romaine, 
225 Fifth Avenue, as its New York representative. 
R. Ronald J. Copeland, president of W. T. Copeland & 
Sons (Spode Works), has been chosen Prime Warden of 
the famed Goldsmiths’ Guild, officially known as the 
Company of Goldsmiths of the City of London. Herma 
C. Kupper, vice-president of the Crockery Board of 
Trade, moved into the presidency in the place of the 
late D. Stanley Corcoran. E. Monroe Fisher, S. i. 
Thompson, Eugene L. Fondeville, Hensleigh C. Wedg 
wood, and Miss Blanche LeCarboulec are among the in- 
porters now in Europe. Hugh C. Edmiston and R. B. 
Brodegaard both recently returned from abroad. 
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TRIANGLE VASES, authentic reproductions 
of an antique basket-weave design with 
hand-made pink china roses. 





















eg SET, authentically reproduces an- 

tique French perfume bottles. Powder jar 
matches bottles as do the handles of mir- 
rored tray. 


NEW COLLECTION OF 
DELIGHTFUL REPRODUCTIONS IN 


ROYAL 
Silliwo CHINA 


ang SET, an authentic Victorian reproduc- 
tion. Sold as a set or individual pieces. 


All items illustrated available in ivory floral, pastel 
rose or blue, or creamy beige. 


On display at 
R. & B. GELBARD 1298 Mdse. Mart, Chicago, III. 
KATHERINE ZIPPER 712 So. Olive St., Los Angeles, Colif. 
HAROLD ABRAHAMS km 11, 12, Mdse. Mart, Dallas, Texas 


CREATORS AND MANUFACTURERS 
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THE UNUSUAL in GIFTWARES 


for IMMEDIATE SALES and PROFITS! 





























Available in peach, aquamarine, crystal and blue, the corners 
bound in gleaming metal. Corduroy easel-backed, guaranteed 
6 : " : not to warp. 
895—23 PIECE BAR SET—Gold Stripe decoration—Fine No. 206 
hardwood finished tray, 11"x 18" comprising 2 decanters, S'x7", 6x8", 7x9" & BMxO ww... 780 @@. 
ragpeer 4 soda and 4 whiskey glasses, 6 coasters or ash- a hs eo 8.50 ea. 6 5 esata Lr ea. 
rays, th ' ’ atching Tray .......... diab eusdecducasceecaxenen 50 ea. 
Fer en ene trtey. Caeh eet Game The same in Ruby Cased Glass (No. 302) or Cobalt Blue 
Price—$6.25 per set—$72.00 dozen sets Cased Glass (No. 304). 
A Ha "lanes aa bereaas cn nanes = = 
; ; » i ae eee. - 14.50 @0. Pe cvacecan ‘ a. 
Folder of Other Gifts Available Matching ON ear eee Ren ey 12.50 ea. 
Other Frames from |.75 ea. up; Trays from........ 2.25 ea. 
M k DANIELS & COMPANY Vanity Mirrors a Specialty 
» UD. MIRRO NOVELTY CO. 
31-37 WEST 27th STREET NEW YORK 1, N. Y. Pioneers, Originators and Manufacturers Since 1925 
225 FIFTH AVE. + Room 933 - NEW YORK 10, N. Y. 
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Marsh-Fairchild 
503 Brack Shops 
527 W Seventh St 
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THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 
generations of discriminating people. 
COPE!.AND 
Tessa 


[=e | 
ENGLAND 


Fine English Earthenware 
ComeiAncs CHna English Bone China 


Lowestoft Stone China 


Made by 
W.T. COPELAND & SONS, LTD. 
England 
Available from STOCK in New York 
Sole agents and wholesale distributors 


COPELAND & THOMPSON, INC. 








206 FIFTH AVENUE, NEW YORK 10, N.Y. 














SUMMER TIME IS NO DISPLAY VACATION 
(From page 357) 


pleasing use of color harmony in window displays,” 

Summer skies are blue. The fleecy clouds that fleck 
the sky are white. There is breadth and depth in Shades 
of blue which, while giving the window display a refresh. 
ing air, brings out, as well, the full beauty of the jewel. 
ry being shown. 

Display materials for the summer windows must be * 
of the finest for two reasons: They are backgrounds fy 
jewelry, loveliest of material wants, and Nature herself 


| is lavish in the summer time. Every patient detail, every 


painstaking attention to exactness, every close regard tp 
craftsmanship must be observed by the one charged with 
the summer time windows. 

It is the display’s main duty to set the stage with 
proper artistry and refinement on a background of sound 
merchandising principles, to provide a setting for the 
store’s merchandise that will make people want item 
so much they will buy them. 


MODERNIZATION MORE THAN FACE LIFTING 
(From page 330) 


as well be yours. Can you keep open at more convenient 
hours? Is it pleasurable to trade at your store? Ordo 
cramped space, poor light and other physical disadvan- 
tages prevent your sharing in that market? 

Before you plan those changes which will raise you to 
an institution in your neighborhood, however, there are 
certain fundamentals to consider. Local housing condi- 
tions are important. Is your market area one where 
home owners live, or do renters, transients or passers-by 


_ give you the bulk of your sales? Are zoning laws chang- 
_ ing, and will they permit you to spend more on your 
| store itself, profitably? 


‘A better “front” and lay-out may reduce the insurance 
rates, but if the main trend is against you, only remark 
able innovations in merchandising can expand a slipping 


| trade. More rings on the cash-registers will come from 
| better goods, greater values, sold in a finer store by com 
| petent, friendly clerks. 


Much, of course, depends on whether your store is 


| in the city or in an outlying area. The former usually 
| attracts more money where competition and pace is 
keener. Lots of artificial light, signs, large window dis 
| plays and decorations are used as bait in such places 
| Nearer home, convenience, comfort, cleanliness and nat- 
| uralness replace the spectacular effects, and give a feel 
| ing of neighborliness and thrift. 


And while planning for that big, bright emporium, 
look over your array of fixtures and equipment. Are they 


la hodge-pudge of periods and sizes, or does a glance 


them produce a feeling of order and design? Old and 
new, large and small, dark and light—too many impr 
sions leave none at all. Or the wrong one. 

And while some thought is being given to selling goods, 
why not make the deal complete and think about the 
stock-room, the shipping-room and the rest-room facili 


| ties? Both clerks and customers notice these things and 
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BY APPOINTMENT 


Elbington ép G oltd 


BIRMINGHAM e ENGLAND 
take pleasure in 
announcing the appointment of 


MOTTAHEDEH & SONS 
225 Fifth Avenue, New York 10, N. Y. 


as their exclusive representatives 
in the United States, who are 
now taking orders for Elkington 
Silverplate, for late fall delivery. 
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BLUE WHITE PRODUCTS 


12002, aan 712 SOUTH OLIVE ST. + LOS ANGELES 14, CAL. 














INC. 





LUXURIOUS DRESSER SETS 


In Assorted Designs 


Beautiful filigree handles, Background finished in ivory, 
gold or silver plated and gold, pearlized, and clear or 
lacquered so they will not blue mirror—some with cloi- 
tarnish. sonne medallions. 


Brushes with Nylon bristles. 












With rose-gold finish With antique silver finish 
$6.50 to $9 a set. $7 to $9.50 a set. 
A. STANLEY BRUSSEL 
225 Fifth Ave. New York 10, N. Y. 
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have positive opinions. It might be well to ask them, 
just to check. 

The auxiliary areas of your store need light, color and 
planning, too. Reform does not extend to the active 
phases of merchandising alone, it can as well be cen- 
tered on the entire plant—floors, walls, ceilings, ven- 
tilation, the front and rear—all those segments which 
make atmosphere repellent or delightful. 

Intimacy is sought for the small personalized shop; 
spaciousness and splendor is an accepted vogue for the 
larger merchant who has to gear rapid turnover, low 
prices and fast-changing styles into profits and long 
business life. The business life of the jeweler today is 
related to the life he chooses to help his customers lead. 
And the larger the city the more breathtaking the pace 
at which the need for sales expands. Whether you sell, 
stems from how you merchandise. 

In short, you can create a higher level of trade by 
supplying the needs of citizens that are alert, prosperous 
and appreciative of your desires to give them the best. 


CAR CARDS EXPLAIN DIAMONDS 


A simple yet effective use of car card advertising is 
that which has been employed recently in the Atlanta 
street cars by the Maier & Berkele jewelry store. 

The background of the car advertisement is a soft 
grey. A feminine hand is shown holding a white card 
at an angle and on this card is printed in maroon ink: 

“The Inside Story of Diamonds— 

Facts You Should Know for Your Own Protection.” 

In the lower right hand corner of the car-card is a 
white cardboard holder on the front of which is lettered 
“Take One.” Inserted in the holder are copies of an 
informative and attractively prepared booklet bearing 
the title, ““The Inside Story of Diamonds.” With the 
exception of the firm name on the front and back, the 
booklet contains no other advertising but confines itself 
strictly to setting forth the facts the customer should 
know when buying a diamond, regardless of the store in 
which it is bought. 


This little booklet 
tells a prospective 
customer the facts 
he may want to know 
when buying a stone. 


Starting with some advice on selecting a reliable 
store, the booklet next explains how the value of a dia- 
mond is determined by the four factors of color, cutting, 
freedom from flaws, and weight. The meaning of each 
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is told, with diagrams showing the facets and Propor. 
tions of a properly cut stone, and how incorrect Cutting 
lessens brilliance and therefore value. 

This is followed by an explanation of the Protection 
provided for the customer by such organizations as the 
Federal Trade Commission, the Better Business Bureay 
and the American Gem Society. 

“Our purpose in assembling this data,” says the pref: 
ace of the pamphlet, “is to assist you in buying dig. 
monds, protecting you from the more obvious pitfalls * 
and helping you understand better the broad terms useq 
in the industry.” 

Distribution of this booklet serves a dual purpose, 
It’s good advertising for the firm and is a service ty 
the public by giving them the facts concerning the buy- 
ing of diamonds in an interesting and easily under- 
standable manner. 


TAXES GEARED AS PRODUCTION INCENTIVE 
(From page 332) 


of “Freedom from Want” are the whole world, the 
United Nations, the white race, English speaking 
people, United States citizens, native born American 
citizens, etc. The prices are progressively cheaper. If 
Uncle Sam should purchase Freedom from Want for the 
whole world, he will have to increase the tax on the folks 
at home and reduce their standard of living to a con- 
mon denominator with the millions of Yellow Chinese 
Coolies, little Brown People of Dutch and British India, 
and the Black African Zulus. 

Thus the life of free enterprise, individual initiative 
and our present standards of living depend on how 
Uncle Sam bargains at these counters. If he goes all out 
spendthrift, he will impair incentives to produce, manv- 
facture, sell and distribute; he will drain sources of pub- 
lic revenue; he will engender unemployment; he will 
nourish a horrible depression with its unpredictable 
tragic consequences; he will kill the geese which lay the 
golden eggs and thus demolish any opportunity to insure 
freedom from want for anybody. 


SOLVENT AMERICA STIMULATES ENDEAVOR 


On the other hand, if he makes discreet selections, 
bargains well, establishes good credit, trades fairly and 
honestly, he will establish a solvent America, provide 
stimulants for discovery and development and promote 
full employment, provide incentives for private enter- 
prise and insure growth in national income and create 
new sources of revenue, promote a happier and more 
prosperous America. 

These are the reasons why we must be alert to ou 
federal fiscal policies and taxation; why we should 
assert our views to those whu appropriate and spend out 
public funds and to those who impose and gather the 
federal tax. 

Thus far with respect to generalities the atmosphere 
around this subject seems fairly clear, but when we pass 
into more specific phases we find dense fogs on the hori 
zon. Although it seems clear that our legislators and ad- 
ministrators should listen to our medley on taxation and 
appropriations, there can be no warranty that our rend 
tion will be harmonious—perhaps too discordant to be 
any stimulant to action. The hazards here stem from the 
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AVAILABLE ALSO 
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“Golden W ad 
Seat O8!T 


Fine silver plated cup, curved spoon, 
and engraved napkin ring. 


Cup and spoon interior 24 Karat 

fine gold plate. This three piece 

gift unit attractively boxed... 
$54.00 dozen. 


Available for immediate delivery. 

Regular stock. dz. Boxed 
Baby cups, silver plate, 22” ... $19.20 
Curved spoons, silver plate ... $10.20 
Youths’ spoons, silver plate ... $10.20 


* Napkin Rings, engraved silver plate $ 4.50 


ALTMAN-BLUE 


315 West 5th Street, Los Angeles 13, Calif. 





| basic fact that we individually are not all in aceorg on 
| what constitutes sound federal fiscal policies. Moreover 

| because of the unlimited scope and intricacies of the oul 
| ject, our own individual views fluctuate from time to’ 
| time. 


As as illustration, consider again the counters in 
Uncle Sam’s market where he looks for “Freedom from 


_ Want” and “Social Security.” Some individuals idealis. 
| tically sponsor the doctrine that the one hundred thirty 


million Americans should, at a terrific cost of standard 


| of living insure freedom from want for the whole world, 


At the other extreme are those extremely selfish indj- 


_ viduals who demand an individual quid pro quo in public 

benefit to match every tax nickel assessed against him, 
| In between are all kinds of degrees of love of our felloy 
| men—and degrees of selfishness. We all fit into an jn. 
| termediate social security category but we are not all in 
| the same slot and from time to time we individually may 
| crawl out of one pigeon hole and crawl into another. 


Thus the average view of this matter is obscure as the 
subject is blanketed in bright sunrays of love of our fel- 


| low men, our homes and families, and in dense fogs of 
| intolerance and selfishness. 


But with all this, are there any factors in this compli- 


| cated equation of calculus which can be integrated into 
| some sound principles? I believe there are a few to 


which, in my opinion, a great majority of Americans can 


| subscribe. 


PRODUCTION INCENTIVE KEY TO RECONVERSION 


First, fiscal monetary and tax policies should be 


_ geared to their effect on production and proper distribu- 


tion. Our theme song should be production and more 
production. For years, millions of men and women 
throughout the world have not only been non-producers 
but also actively engaged in destructive activities. Be 
fore that we had years of scarcity policies—the killing 
of little pigs—bonuses for non-production. Now is the 
time for our Government to give incentives for produc- 
tion, exploration, development, invention, venture capi- 
tal and new enterprises. This is the keystone of recon- 


_version—to full employment, to growth of national 
| wealth and income, to new sources of federal revenue, to 
| higher wages, higher profits, to national defense, to it- 
| surance against inflation, depression, hunger, famine and 
| distress. 


Now let us go to expert authorities on this matter. The 
following is an excerpt from the Message of the Presi- 
dent to Congress on Jan. 21, 1946: 


“All the policies of the Federal Government must 
be geared to the objective of sustained full production 
and full employment—to raise consumer purchasing 
power and to encourage business investment. The pro 
grams we adopt this year and from now on will deter- 
mine our ability to achieve our objectives. We must 
continue to pay particular attention to our field of 
monetary and tax policy, programs to aid business— 
especially small business—and transportation, labor- 
management’ relations and wage-price policy, social 
security and health, education, the farm prograt 
public works, housing and resources development, and 
economic foreign policy. 
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DURALUMINUM SALT and PEPPER SHAKERS 


Beautifully machined to the 
smallest detail. Will not cor- 
rode or lose luster. Wholesale 
priced: ID, 90¢ pr.; 3D, $2.40, 
3 pair to box; SPS, $2.37 pr.; 
SPD-3, $1.95 pr. OPA price- 


















































i . approved. 
ie } All Gift-Boxed 
e | i Please ship 
¢: at 
a: ; $3 a = 
— gr 
=< gt io ee 
3; £3 
sé == ——— 
=F. ? ee a 
=? SPS ‘Address ____ us 
. City : Zone 
State 








HERBERT H. HORN. Ine. 


SOLE NATIONAL DISTRIBUTOR 
2401 S. Hill Street Los Angeles 7, Calif. 


Agents and Display Rooms in all leading centers. Jobber inquiries invited. 


EALYEG RNA 

















Now Available for Immediate Delivery 


The NELSON 
Jewelers Ficcision Vise 


Patent Pending 


‘ Note These Geatures: 





Woys Precision Milled 
V Shaped In Design 
Each Vise Checked With a Go & No-Go Gage 

















Hardened Steel Jaws SILVER OYSTER SHELL COMPOTE .. . 

Jaw Width 1 3/16”—Opening 3/4” gracefully posed on a fish stem. A stunning piece, 

Weight 1 Lb. made of copper . . . polished and repolished; then 

Simplified Security Fastening heavily silverplated after which each piece is polished 
Ask Your Jobber. If he cannot supply you, to gleaming perfection. The same careful craftsman- 






write us for name of your nearest supplier. 
C 1946 Fortune Mfg.. & Sales Co. 


FORTUNE Mfg. and Sales Co. 


4221 Beverly Blyd., Los Angeles 4, Calif. DODGE INC. on snasles 14. Calttersia 






ship and silverplate as that used in Dodge's Old 
English reproductions. Height 6!/,"; diameter 9”. 
$10.00 net. 
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HAMILTON sensitive JEWELERS DRILL 


Model AM _— Capacity .004 to 1/4" 


\\o" $110 


Regular Price $140.00 


Complete with Motor 
110 V. A.C. 


Available in D.C. at additional cost 


INDUSTRIAL ELECTRIC MOTOR & TOOL CO, Inc. 


One of New York's Leading Machine Tool Houses 
110 LAFAYETTE ST. CAnal 6-1568 New York 13, N. Y. 




















PROFITS FOR YOU 
IN ULRICH CREATIONS 


MUSICAL NOVELTIES 


POWDER BOXES (Metal or Plastic) 

JEWEL BOXES (Wood) 

PIANO CIGARETTE BOXES (Plastic or Wood) 
RADIO CIGARETTE BOXES (Plastic) 

WIND MILL CIGARETTE BOXES (Plastic) 


DRESSER SETS 
3, 6, 10 PIECE SETS (Metal or Plastic) 


RELIGIOUS ARTICLES 


MEDALS 
FONTS 
GLASS DOMES 








CRUCIFIXES 
SICK CALL SETS 
SHRINES 














ROSARIES 


ULRICH 


ASSOCIATES 


32 West 46th ST. , 
NEW YORK CITY 
Tel. BRyant 9-0944 


COSTUME JEWELRY 


SIGNET AND 
FRIENDSHIP RINGS 


LOCKETS AND CHAINS 
CROSSES AND CHAINS 





“For example, the kinds of tax measures we have 
at different times—whether we raise our revenue jp , 
way to encourage consumer spending and business jp. 
vestment or to discourage it—have a vital bearing op 
this question. It is affected also by regulations on egy. 
sumer credit and by the money market, which j, 
strongly influenced by the rate of interest on Goyer. 
ment securities. It is affected by almost every step we 
take. 

“In short, the way we handle the proper functions 
of Government, the way we time the exercise of oy 
traditional and legitimate governmental functions, has 
a vital bearing on the economic health of the Nation,” 
Quotations of similar import could be given from 

practically all of the numerous post-war plans such as 
“A Tax Program for a Solvent America” by The Con. 
mittee on Post-War Tax Policy; “A Post-War Federal 
Tax Plan for High Employment” by The Research 
Committee of the Committee for Economic Develop. 
ment; The Ruml-Sonne Plan; The Twin City Plan; The 
Conclusions of Committee on Post-War Tax Policy of 
the National Association of Manufacturers. All lead to 
the same basic conclusions: 

1. Future prosperity depends on production and mor 
production in a system of free enterprise. 

2. The basic fiscal monetary tax policy which vil 
stimulate an acceleration of production and new jobs is 
one which provides a surplus of revenue over expendi- 
tures under a program of appropriation based on integ- 
rity, non-discrimination and thrift. 

In conclusion we appear to be at the crossroads where 
if we make the wrong decisions on federal fiscal and tax 
policies, any achievements in the objectives of this con 
ference will be dry victories. All the post-war tax plan- 
ning experts forecast annual appropriations approximat- 
ing $18,000,000,000 before any redemption of the 278 
billion dollar public debt with a tax program which 
would yield this amount. For the fiscal year ending June 
30, 1947, the President asked Congress for $85,860; 
000,000 and asked for maintenance of tax revenues on 
scale which will raise about $30,000,000,000. With 
$2,200,000,000 anticipated from sale of surplus prop 
erty and renegotiation of war contracts, the deficit fore 
cast is $4,347,000,000. These recommendations of our 
President do not seem to be compatible with the general 
thesis that THRIFT is indispensable to recovery. These 
policies do not appear to be geared to Production and 
more Production. 

Let me ask you to consider these matters seriously, As 
good citizens it is your duty to help solve these problems 
which are impeding our way to a solvent, prosperous 
America. 


ELIMINATING WATCH "BONERS" 
(From page 336) 


tached. The tiny square stud used in some Howard 
railroad watches meets these conditions precisely anf 
has my enthusiastic approval and appreciation. Cor 
trast this with some familiar, fine, delicate springs hat 
ing huge, clumsy studs roughly suggesting ploughshares 
and anvils—(which can hardly be handled safely with 
out unpinning)—and one wonders, but will never knov, 
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tion of nationally known 
lines of ceramics, jewelry, 
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Hotel Adolphus, Dallas, Texas 
June 30 through July 5 


J Oklohoma (igt and Gosvely Show- 


Biltmore Hotel, Okiahoma City, Oklahoma A y 
July 14 through July 18 


Denver Gift and Gewelry Show f 


Presenting a 
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lamps, artwares, dinner- 
ware, glassware, pictures 
for early holiday delivery. 








Hotel Albany, Denver, Colorado } 7] 4 
July 25 through July 29 4 | ke 
Sponsored by 4d 
ALLIED EXHIBITORS, Inc. | 


¢ 
H. W. Johnson, President S, KS 
712 South Olive Street, Los Angeles 14, Calif. “4 
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SALESMANS 
SAMPLE CASES 


“Perfect-emade™ JEWELRY SAMPLE CASES 






are all made with Rou s throt 
smart, stream] 
Fibre cases 
quirements can be de: 


quantity 


FIBRE PRODUCTS MFG. CO. 


30 WEST 13th ST., NEW YORK II. GR5-2166 


Write for illustrated circular J3 


DROP-FRONT CASE NO. 705 
Steel frame and corners. Drop-front, con- 










tinuovs hinge. Holds standard jewelry 
trays. Includes lock, handle and strap. 
In Vulkan Fibre....... 10” height. .$4.50 
In Vulcanized Fibre...10” height.. 6.50 
In Vulcanized Fibre. ..15" height.. 7.50 


PRICES F.0.B. NEW YORK 
a 20% Federal 

ax. Trays extra. 
Terms: 1% 10days; 
net, 30. Subject to 
approved credit. 
























In Vulcanized Fibre...20” height 10.00 









TELESCOPE CASE No. 77 


Drop-front, continuous hinge, steel cor- 
ners. Holds standard jewelry trays. 


In Vulkan Fibre....... 15” height. .$4.50 


In Vulcanized Fibre. . . 15” height.. 6.50 
In Vulcanized Fibre. . .18” height.. 7.50 



















FOR JUNE, 1946 








GEMS AND GEM MATERIALS 


By EDWARD H. KRAUS and CHESTER B. SLAWSON 


This book describes practically every commercially 
important gem and gem material, classifies the 
material according to various properties, includes 
tables of comparative gem and gem _ material 
characteristics and presents available information 
on manufactured gems. Written by two outstand- 
ing authorities. Profusely illustrated. 


. 
Price $3.00 Postpaid 
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LAPPING FACETS? 
ANY SHOP 
PROBLEMS? 


New modern designs for Rings, Bracelets, Watches. Any de- 
sign, division, angle. This new lapping machine adaptable for 
superfinishing any part. Made by specialists in jewelry prob- 
lems—Lapping, Ring Stretching, Collets, Punches, Dies, Jigs, 
Fixtures. Machines made to order. 


ALKA PRECISION TOOLS’ & EXP. WORK 
22-44 122 ST. COLLEGE POINT, N. Y. 








ALL YOUR NEEDS UNDER ONE ROOF 


We Carry A Complete Line of: 


*% Jewelry findings 
%& Jewelers and Watch Makers Tools 
% Watch cases and dials 
% Spring rings & sister hooks 
Ring guards 
%& Ear Wires Sterling or Gold 
%& Sterling charms 
ea of re 
° olishing materials 
Our Prices %& Leather & metal watch attach- 
Are Right ments 
. % Evan's lighters 


o, WHOLESALE JEWELER 
WU. Aavis 124 Hester St. © New York 11 





CUCKOO BELLOWS 


6 Months’ Guarantee 
Price $1.80 a pair 
Made By 
CHARLES ALTER 


1018 Coney Island Ave., Brooklyn, N. Y. 











what designers are driving at. Give us more neat, effi 
cient hairspring studs! 

The height of new model absurdity was reached some 
years ago when a watch appeared having its lower plate 
cut away under the mainspring barrel, leaving the lowe, 
barrel arbor pivot dangling in midair. There seemed t, 
be about as much reason for this watch reaching the 
public as there would be for its designer to cut on 
bearing from his lathe and hang his shop door on on 
hinge. Giving the maker due credit, however, this mode} 
was cancelled before it became too numerous. Donht. 
less manufacturers feel that competition forces them to 
offer frequent new models but only genuine improvement 
can really justify them. Many new ones will be forth- 
coming soon. Let us hope they meet the test. 


TWO MOST PREVALENT HEADACHES 


This brief recitation of horological mistakes should 
not overlook two of the most ubiquitous headaches of 
the man at the repair bench. They are: faulty threading 
and the practice of running undersized pivots in fast- 
wearing metal holes. These two offenses constitute the 
watch industry’s strongest and most persistent invitation 
to botch-work on the repair bench. What is the repairer 
to do with stripped jewel screwhole threads where the 
maker allowed a scant two and a half to four turns of 
ultra-fine thread in soft brass to hold the screw orig- 
inally? He can’t make it better than new. Do J hear 
someone answer “Put in larger screws?” I point out 
that where the maker provides “oversize” screws for 
such use he confesses bungling in the first place. Some 
long-overdue improvement is noted lately in this respect 
but the fast-wearing pivot holes are still with us. Mak- 
ers responsible for these outrages frequently point with 
just pride to a long and noble history of mechanical 
achievement but they should also keep a stern and criti- 
cal eye on their products and strive mightily toward 
foolproof design lest competitors run away with the bulk: 
of ‘the business and they find their future behind them. 
Indeed, self-interest behooves every manufacturer, de 
signer, mechanic and storekeeper to keep self-critically 
up on his toes so as to turn out the best possible product 
or service, since not a man of us knows what morning 
he will wake up to find that some new and startling 
technological discovery or improvement has rendered his 
business, product or job obsolete. It has happened in 
other trades. It can happen here. 

I imagine that a defense of these boners written from 
the chief engineer’s standpoint would make interesting 
reading indeed. It’s anyone’s guess what he would say, 
but one can plainly hear Jimmy Durante (in the role 
of watchmaker) rasp, “It’s mechanical mayhem—dat’s 
what it is!’ , 

Yes, it is easy to criticize and the critic is often wr 
popular, but no one should object to sound constructive 
criticism, for without it we might still be living in caves. 
I have worked objectively toward elimination of need: 
less common faults because I am interested in seeing 
the watch become, overall, the fine precision insti ument 
that we like to call it. Accordingly, I have made a work 
ing, timekeeping model embodying the above suggested 
improvements in a complete, large size 17-jewel watch, 
photographs of which appear on pages 334 and 336. 
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Public Opposition to Silver Hold-Up 
Continues to Grow as Bloe Weakens 





—— 


Meyer Gordon, Chicago Fence, Gets 20 
Years, Thanks to Security Alliance 


Meyer Gordon, a notorious fence 
whose activities ranged over several 
states and involved an estimated one 
million dollars worth of stolen goods, 
has at last been convicted after a 
chase which began in 1936. He is 
now sentenced to a twenty-year term 
in a Federal prison. The Jewelers’ 
Security Alliance, active in the pur- 
suit of Gordon for the past ten 
years, can at last mark “‘closed” on 
the dossier of the notorious Mr. Gor- 


don. 


Known by the FBI, the police of 
many cities and the Alliance as a fence, 
Gordon was, however, never brought 
to justice because of the lack of wit- 
nesses against him. He came closest to 
trial in 1936 when one of his agents, 
Solomon Montlake, testified before a 
Federal Grand Jury that Gordon was 
a receiver of stolen goods. Before the 
case came up, however, Montlake, who 
was out on bail, was shot down in a 
Chicago street. The case against Gor- 
don remained dormant until 1940 when 
a group of thieves were convicted for 
a number of robberies of jewelry sales- 
men in the middle west. Herman Ban- 
ning, one of these men, after two years 
in jail, decided to turn state’s evidence 
and named Gordon as the man who 
bought the loot from him. Because Ban- 
ning was in an Ohio jail and the case 
was to be tried in Detroit, considerable 
ted tape had to be cut before the case 
finally came up. 

The specific grounds for the indict- 
ment which finally caught up with Gor- 
don was the Ollendorf hold-up in the 
Book-Cadillac Hotel, Detroit, in 1940. 
The late Walter Ollendorf was robbed 
of approximately $12,000 worth of 
jewelry and his brother, Herbert, testi- 
fied at the Detroit trial. 

The testimony of Herman Banning 
made it clear that he and_ his gang 
worked directly with Gordon, selling 

ir loot to him before transporting it 
from Detroit to Chicago. As a result, 
it was possible to convict Gordon on a 
charge of conspiracy to tranport. 

Gordon’s record goes back to 1921 


FoR JUNE, 1946 





when he was arrested by the Chicago 
police on a charge of receiving stolen 
property. Police files show that he had 
been arrested in connection with a num- 
ber of major jewelry robberies in the 
Chicago area although he had never 
been convicted. The Jewelers’ Security 
Alliance estimates that since 1921 Gor- 
don has been involved in _ robberies 
totalling over one million dollars worth 
of jewelry. His conviction also closes 
25 other cases in addition to the Ollen- 
dorf robbery. 

The presiding judge in the case was 
the Hon. Frank A. Picard in the Fed- 
eral District Court of Detroit. The jury 
included eleven women who, Richard C. 
Murphy, counsel and executive secre- 
tary for the Jewelers’ Security Alliance, 
pointed out with some gallantry, “did 
an excellent job.” He had high praise, 
too, for the Hon. Thomas Patrick Thorn- 
ton, the prosecuting attorney. Said Mr. 
Murphy: “Gordon was only brought 
to trial because of the integrity and 


(Please turn to page 406) 





OPA Raises Prices of Entire 
Clock and Non-Jewelled Watch 
Industry in Latest Action 


Ceiling prices on the entire output of 
the American clock industry were raised 
by the Office of Price Administration on 
May 18 to cover war-induced increases 
in labor and materials costs. 

As a result, consumers will pay on the 
average about six per cent more than 
they paid in pre-war years for spring 
wound and electric clocks, and the rela- 
tively inexpensive watches made by the 
clock industry and commonly called 
“non-jewelled,” although they may con- 
tain from one to seven jewels, OPA said. 

Not affected by this action are prod- 
ucts of the jewelled watch industry— 
watches usually containing 15 jewels or 
more. 

In this action, manufacturers’ ceil- 
ing prices were increased 20.5, 17 and 15 
per cent respectively for watches, spring 
wound clocks and electric clocks, OPA 
said. At the same time, dealer margins 
were fixed so as to permit only about 
the dollar amount of the manufacturer 
increase to be reflected in consumer 
prices. 





McCarran Stall Rouses 
Economists, ANRJA 
To Aggressive Action 


There is a possibility—a slim one, 
to be sure—that the Silver Bloc will 
hang itself on a rope of its own de- 
vising and that a reasonable price 
will be established for the metal. So 
say informed sources in the Provi- 
dence jewelry producing area who 
point out that opposition to the 
Western Senators’ tactics is growing 
and that even the ranks of the bloc 


itself are beginning to weaken. 

This optimism comes in face of the 
fact that the Senate Banking Committee 
approved on May 20 the bill authorizing 
the Government to sell silver at 90.3 
cents an ounce for the next two years, 
after which the price would rise to $1.29 
an ounce. The Silver Bloc is trying to 
disassociate the silver problem from the 
Appropriations Bill to which it had been 
attached. Should this stratagem succeed 
McCarran and his group would stall the 
silver measure so long that the industry 
would be willing to meet virtually any 
terms. 

The Silver Users Committee, however, 
does not believe this will succeed, mainly 
because public opinion is rising sharply 
in favor of the users as opposed to the 
Western Senators. Typical of the rising 
tide of opposition was a letter made pub- 
lic by the Economists’ National Commit- 
tee on Monetary Policy, a group which 
numbers among its members economists 
from all parts of -the country. Basing 
their argument on the principle that “the 
only price at which the Treasury should 
purchase silver is that determined in 
competitive world markets,” the econo- 


‘mists declared that there is no valid rea- 


son for subsidizing silver producers in 
this or other countries. 

“There is no more <a in the 
argument of the silver bloc that silver 
should .be bought and sold at its nominal 
monetary valuation of $1.29 per ounce,” 
said the economists, “than there would 
be in an argument that the paper used 
to make paper currency should be bought 
and sold in the market at the nominal 
monetary value of the piece of currency 
manufactured from this paper.” 

(Please turn to page 404) 
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Federal Trade Commission Gets Its Wires Crosseq 


Confuses Keystone Method of Pricing with Outlawed Use 
Of False "List Prices" by Industrial Catalog Houses; 
Issues Complaints Against Two Established Wholesalers 


In one of the most astonishing and incomprehensible actions of its entire 
career, the Federal Trade Commission, on April 26, issued complaints against 
two of the largest of the old-line legitimate jewelry wholesale houses in the 
entire industry—Benjamin Allen & Co., and A. C. Becken & Co., both of 
Chicago. 

The allegations are substantially the same in the case of both concerns. 
Both are charged with having “caused to be circulated in magazines, trade 
journals and catalogs false and deceptive representations with respect to the 
sales prices of their various products.” Both firms, the complaint alleges, 













































































IT’S A LONG TIME “BETWEEN DRINKS” WITH A ZIPPO, TOO 


Yes, an average smoker goes for well over a 
week without refilling his post-war ZIPPO 
Windproof LIGHTER. It holds just about the 
biggest fuel supply of any pocket lighter. 


$2.50 
retail 
($3.50 with 
initials or 
signature) 
others to 
$175 


And the genuine ZIPPO is sealed tight against 
evaporation when the snug fitting lid is kept 
closed by the exclusive hinge-lever. It is even 
practically waterproof. 


Being a“juice miser’ is just one of the many exclusive 
selling features of the genuine ZIPPO. 


ZIPPO is nationally advertised to reach over 
35,000,000 of your customers. Free point of sale dis- 
plays, mats, etc., are available. 


ZIPPO MFG. CO. 


ZIPPH) 47% GHTER 


rFLinrTa «+ WtcKkKk Ss FLUID 


Dept. D Bradford, Pa. 








ia 
quote in their catalogs “fictitious and 
flated” list prices and claims that 
catalogs are used as “counter books,” 
to be exhibited by retailers to their cue 
tomers for the purpose of obtaj 
orders. The customer believes that the 
list prices shown are customa retail 
prices, the complaints state; whe 
it is charged the list prices are gy, 
stantially higher than Customary retajj 
prices for the same articles. Thugs when 
the retailer sells at the prices ordinarily 
charged, it is claimed that the Customer 
unfairly and falsely is deceived into 
thinking that he has effected a saving 
when such is not the case. 

In the case of A. C. Becken & Co, it 
is also charged that the firm advertises 
“lustrous, indestructible pearls” when, in 
reality, they are not real pearls but on} 
imitations and are not indestructible. 
This latter item in the Becken complaint 
is, of course, in line with the Commis. 
sion’s basic policy of forbidding over- 
enthusiastic or careless _ statements 
describing goods offered for sale, 


CONFUSED WITH CATALOG HOUSES 


It is much more difficult, however, to 
understand the reasoning which ha 
caused action to be taken against the 
Becken and Allen companies on the 
ground of alleged deceptive pricing. Th 
only apparent explanation is that the 
Federal Trade Commission has, in some 
mysterious way, confused these two old- 
line wholesale firms with the industrial 
catalog houses for whom a code has 
been adopted specifically forbidding the 
quoting of prices by means of list prices 
and discounts. 

The catalogs of both Becken and 
Allen employ the well-known and a 
cepted Keystone method of pricing, 
which, as everyone familiar with the 
jewelry trade knows, gives the retailer 
merely the standard and normal margin 
between cost and selling prices. An 
article which the retailer buys at a $5), 
list price Keystone, will almost invari 
ably be sold at retail at $50. It is, there 
fore, somewhat incomprehensible how the 
Federal Trade Commission could have 
arrived at the conclusion that the list 
prices are “fictitious and inflated.” 

Even granting for the sake of the 
argument that a retailer may oct 
sionally cut the price and sell an article 
at less than the Keystone mark-up, it 
is certainly not an ordinary or Cis 
tomary practice. Yet the complaint 
specifically alleges that the Keystone 
prices that are used are higher tha 
those at which the items are “ordinarily 
sold by retailers.” 


SELDOM SHOW CUSTOMERS 


Moreover, although in occasional it 
stances a retailer may exhibit one 
these catalogs to a customer in attempt 
ing to make a sale of an item not ® 
stock at the time, such use of the catalog 
is distinctly the exception and by ™ 
stretch of the imagination can it be said 
that the catalogs of such whol 
houses as these are ordinarily “used 
retailers as counter books” in the Wa 
that the catalogs of the industrial house 
are used in the sale of their lines 
ultimate consumers. 

(Please turn to page 401) 
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International Control 
Commission Proposed 
For Diamond Problem 


“The fundamental difference in the 

rican and British viewpoint regard- 

Am monopolies is reflected in the De- 
no Paco of Justice’s litigation against 
ar the British defense of, the Diamond 
Trust,” Walter Aronheim, a New York 
diamond importer, declared in a lecture 
at the New School for Social Research, 
66 West Twelfth Street, on Saturday, 
May 4. ; 

Mr. Aronheim, who spoke in a weekly 
gries on International Cartel Problems, 
traced the history of the development 
of diamond marketing from the era of 
“free competition and low prices” to the 

riod which commenced about 1888 
when “combinations and concentrations” 
brought a closed market. 

Proposing a solution to American and 
British differences, Mr. Aronheim sug- 
gested the “creation of an International 
Diamond Control Committee.” “Because 
the United States buys 80 per cent of 
the world gem-diamonds, this country 
should be entitled to representation and 
an effective voice in such a Control Com- 
mission. Unrestricted competition in the 
diamond industry” he remarked, “would 
benefit neither the public nor the deal- 
ers, cutters and jewelers, since the key 
to diamond-value is implicit in a rela- 
tively stable market.” 

“Owing to the fact that the govern- 
ment of South Africa which is protect- 
ing the amalgamated diamond producers 
and which is a member of the Producers 
Association, it is in favor of the monop- 
oly. However, the government of the 
United States follows the anti-trust 
policy.” Mr. Aronheim continued, “the 
International Diamond Contrel would 
facilitate an understanding.” 


Dr, Frederick Haussmann, a member 
of the New School faculty, is chairman 
of the series. 


Use of Centrifugal Force Only 
Original Claim of Jungersen 
Patent Says New Jersey Court 


The T. G. Jungersen patent on the 
“lost wax” process of jewelry casting 
was considerably limited last month by 
4 court action involving Mr. Jungersen 
and Ostby & Barton Co. The jewelry 
manufacturer brought the case to court 
in order to obtain a declaratory judg- 
ment on the validity of the patent. 


After several months’ deliberation a 
New Jersey court upheld four of the 
six claims of the Jungersen patent, all 
of which referred specifically to the use 
of centrifugal force in the injecting of 
the wax into the mold. The last two 
claims were declared invalid since they 
do not specifically cover the use of cen- 
trifugal force but require that the wax 
be injected by a force “sufficient to de- 
posit the material.” 

This means that the Jungersen patent 
has been found original only to the 
extent that it covers a process of casting 
entailing the step of injecting the wax 
by centrifugal force and that Ostby & 
farton may use the lost wax method 
without infringing on the patent if any 
applied force other than centrifugal is 
used to inject the wax in the mold. 
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Your Stock is Complete 
when you use 


AIR EXPRESS 


Shipments go everywhere at the speed of flight 
between principal U. S. towns and cities, with 
cost including special pick-up and delivery. Same- 
day delivery between many airport towns and 
cities. Fastest air-rail service to and from 23,000 
off-airline points in the United States. Service 
direct by air to and from scores of foreign coun- 
tries in the world’s best planes, giving the world’s 
best service — at lowered cost. 











Specify Air Express-a Good Business Buy 






















































































RATES CUT 22% SINCE 1943 (U.S. A.) 
AiR Over 40 Ibs. 
mines | 2 t*- | 5 tbs. | 25 tbs. | 40 tbs. Sentn gant 
149 | $1.00 | $1.00] $1.00} $1.23 3.07¢ 
349 | 3.02] 1.18] 2.30] 3.68 9.21 
549 | 1.07] 1.42] 3.84| 6.14] 15.35¢ 
1049 | 1.17] 1.98] 7.68] 12.28] 30.70 
2349 | 1.45] 3.53| 17.65] 28.24] 7061¢ 
Over 

2350 | 147 | 3.68 18.42/ 29.47] 73.68¢ 
INTERNATIONAL RATES ALSO REDUCED 











GETS THERE FIRST 













Write Today for new Time and Rate Schedule 
on Air Express. It contains illuminating facts 
to help you solve many a shipping problem. 
Air Express Division, Railway Express Agency, 
230 Park Avenue, New York 17. Or ask for 
it at any Airline or Railway Express office. 


Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
Representing the AIRLINES of the United States 
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Tri-State Jewelers Hold First Post War Confab 


F. V. Cole, Zimmerman 
Of OPA Among Speakers; 
H. R. Collins Elected 


Always one of the best attended 
and liveliest regional meetings of 
jewelers, the convention of the Tri- 
State Jewelers Association (Mary- 
land-Delaware-District of Colum- 
bia) which was held at the Hotel 
Emerson in Baltimore on Sunday, 
May 5, and Monday, May 6, fully 
lived up to previous performance. 








Like many organizations, the Tri-State 
group had patriotically suspended the 
holding of conventions during the war 
as a patriotic measure and this was the 
first assemblage of the association in 
several years. Evidently members wel- 
comed the resumption of this activity 
for the hotel was filled to capacity, with 
more than 500 members and guests pres- 
ent at both the informal dinner, Sunday 
evening and the banquet, Monday night, 
and the meeting room was well filled 
at both of the two convention sessions. 

Conventioneers began gathering Sun- 
day afternoon which was given over 
to registration and handshaking, followed 
by a cocktail party and reception, din- 
ner and dancing in the evening. 














your selections. 


exclusively. 


added daily. 





We’re glad so many 


of you were able 


to attend the opening 


~ 
of our new showroom 


... And glad, too, that you found 
our open displays of jewelry and 
giftware a convenience in making 
We hope you'll 


come back again and often. 


We’re maintaining our old show- 
room for the display of silverware 


New items are being 


J. W. JOHNSON, Ine. 


J. W. Johnson Inc., 15 Maiden Lane, New York City 
Wholesalers of Watches, Jewelry, Giftware, Silverware 
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Business sessions got underway \ 
day morning with the opening address 
President Sydney J. Ross, Baltimo 
who reviewed the organization’s activi. 
ties of the past year, pointing out that 
despite the absence of conventions the 
organization had been far from dormant 
and had vigorously continued its work of 
protecting and promoting the interests 
of jewelers in the territory. 

Mr. Ross mentioned Particularly such 
things as the association’s activity jp 
organizing protests against the Proposed 
imposition of the quota on Swiss watch- 
es and the application of Federal Wa 
and Hour Law to retail establishments 
doing an intra-state business; and the 
urging of Congress to provide relief of 
users of silver. 


FIRE SALE ADS 


Mr. Ross was followed by Fred y, 
Cole, Editor of Tur Jeweters’ Circvrap- 
Keystone, who discussed possible future 
trends in retail jewelers’ advertising, 
Mr. Cole warned against the danger of 
destroying the prestige of the jeweler 
if the type of fire sale bargain basement 
advertising used by some jewelers before 
the war were to be resumed when con- 
petition gets a little keener, and pointed 
out a few instances of this sort of pro- 
motion that have already begun to ap 
pear. He urged his hearers to refrain 
from campaigns of this type. On the 
other hand, he said, from the standpoint 
of effective advertising to the jeweler, 
it is not sufficient to merely refrain ° 
from mis-statements, exaggerated claims 
and the like. Advertising can be truth- 
ful and ethical but still utterly ineffec- 
tive because of its lack of sales appeal, 

The speaker urged that his hearers 
mix brains and imagination along with 
their printers ink to provide the kind 
of advertising that is both high-grade 
and a stimulant to purchases. The talk 
was illustrated with typical examples of 
the various types of advertising dis- 
cussed. 


SELF-REGULATION URGED 


Kenneth I. Van Cott, vice-president 
of the ANRJA, spoke on “The Retail 
Jeweler and His Competition.” His 
remarks are printed in full elsewhere 
in this issue. 

The meeting adjourned at 12 o'clock 
for luncheon in the ballroom at which 
the principal speaker was Mayor T. 8. 
McKeldon of Baltimore, who, in a brief 
address that skilfully combined inspire 
tion and humor, welcomed the guests 
to the city. 

At the afternoon meeting, the first 
speaker was Dr. Reavis Cox of the Uni- 
versity of Pennsylvania, who disc 
credit practices of retail jewelers 
the public’s attitude toward credit sel 
ing in the jewelry trade. 4 

He warned that high pressure tactics 
indulged in by certain segments of th 
trade have created a feeling of distrust 
and suspicion on the part of much of the 
public and urged that retail credit 
jewelers voluntarily clean their own 
houses, before they are forced to do # 
by restrictive Government action. C 
jewelers also need a program of pu 
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JC-K Correspondent 
Reports Higher Prices 
In Every Size Gem 


onal pre-Budget pause in 
M pie with the somewhat dis- 
turbed world political situation was re- 
flected in the slightly smaller volume of 
business transacted in loose diamonds 
and secondhand jewelry the past few 
weeks. rm 

nting on the current positi 

alae col , Saoatting the Helborn Via- 
duct gem merchants, say the very large 
sales of jewelry in the auction rooms 
of the metropolis have realized values 
that in some quarters are termed astro- 
nomical. The very big shortage of sale- 
able goods available has manifested it- 
sef by making buyers even more anxious 
than ever to obtain what is offered. 


LOOSE GOODS SCARCE 


The London market continues to be 
very bare of all types of loose goods, 
smalls in eight cuts and small brilliants 
in particular, fetching fantastically high 
prices whenever shown. There is a 
steady demand for all sizes of loose 
diamonds in high colors which so far 
exceeds the supply, and that any parcel 
becoming available is sold immediately 
on appearance. 

In the past three months eight jewelry 
sales at Christie’s have realized a total 
of £330,000—around $1,500,000. Gem ex- 
perts here consider this selling and buy- 
ing of diamonds will continue for a long 
time. The last March sale at Christie’s 
realized approximately £425,000. Back 
in 1929 when the Russian State jewels 
were the sensational offering at Chris- 
tie’s they realized considerably less than 
this sum. 


WELSH WATCHES 


Prewar around 8,000,000 watches were 
sold annually in the United Kingdom. 
Today it is hardly possible to buy a 
watch except on the black market, but 
a production of 3,000,000 a year is now 
getting under way. Popular-grade five 
and 10 dollar watches is the production 
policy in the first new factory in South 
Wales starting up this June. Six months 
later a second factory in the north- 
east will start production. Equal part- 
ners in the Welsh venture—the Anglo- 
Celtic Watch Company—are Smith’s 
English Clocks, Vickers-Armstrong and 
Ingersoll who also will be associated in 
the operation of the later factory— 
Tyneside Watch Manufacturing. ; 


_ It is not proposed to Squeeze out the 
importation of quality Swiss watches, 
Ingersoll’s chairman, P. J. Morren, says 
his company will raise additional capital 
to finance its share of the undertaking 


which has British government co-opera- 
tion. 


The hoarding demand for diamonds 
seems to have been revived in Europe. 
thet men in Hatton Garden consider 
nat so long as international tension per- 
sists gem stone values will appreciate 
substantially, Since the prices of in- 
caatvial diamonds have shown advances 
anging up to 100 per cent diamond 
company stock has strengthened. Con- 
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Letter from London Reveals Searcity of Diamonds 














solidated African Selection Trust is one 
of such companies. This producer also 
mines gem stones and while it modestly 
sets down in its accounts diamond stocks 
valued at £1 actually the real value is 
nearer four million pounds: sterling. 

Britain’s crown jewels recently were 
transferred from the basement of Wind- 
sor Castle to the vaults of the Bank 
of England in readiness for their final 
journey back to the Jewel House in 
the Tower, repsir of which following 
fly bomb damage is almost finished. The 
Jewel House is being remodeled to facil- 
itate the flow of visiters which, this year, 
may constitute an all-time high. 

The British jewelry industry will co- 








MODEL OF 
JEWELED LEVER 
(ANCRE) 


as 


operate with the government along 
working party lines in the interest of 
export trade but it hopes to prevail on 
Westminister to recognize the need for 
more jewelry, for the home market. 
Prime Minister Attlee in an address to 
the Birmingham Jewelers’ Association 
has appealed for a doubled prewar ex- 
port effort. 

We must, he said, get away from 
looking back on a past that can never 
return. Discipline will be required from 
the workers—the industrial machine 
must run rhythmically. It may be neces- 
sary, as in the war, to reinforce post- 
war efforts with female labor; we shall 
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Rep. Holmes Says Truman Can Limit Watch Import, 


Accuses President of 
“Closing His Eyes to 
Evils as Well as Remedy" 


Sharply challenging statements by 
President Truman, a tart letter by 
Representative Pehr G. Holmes of 
Massachusetts on May 22, again 
urged the Chief Executive to reduce 
Swiss imports of jeweled watches 
and movements. He asked the Presi- 
dent to do this “by whatever means 








you choose to adopt under the law, 
to the end that thousands of Ameri- 
can working men and women in this 
industry may be removed from the 
international auction block.” 

The Representative’s letter was in 
response to one addressed to him on 
April 15 by the President. This was 
just one week prior to the State De- 
partment announcement that it had come 
to an understanding with the Swiss Gov- 
ernment. The latter agreed to limit 
shipments of watches to the United 
States between January 1, 1946 and 





FULTON 


For service is part and 
parcel of every Fulton 
FIT-TITE Watch Crystal 

urchase . . service 

ased on first - hand 
knowledge of the mar- 
ket. More than that, in 
Fulton FIT-TITE Watch 
Crystals, you have . . 
genuine glass, carefully 
and painstakingly 
selected . . the finest 
workmanship that skilled 


NO WONDER THEY'RE 
FLOCKING TO FULTON! 


JUST BEGINS 


hands and modern 
equipment can produce 
- . complete assort- 
ments . . assurance of 
perfect fit . . an exclu- 
sive system of number- 
ing for error - proof 
identification, where 
every FIT-TITE Crystal 
carries not only Fulton's 
number but competi- 
tors’ comparative num- 
bers as well. 


Ask your watch material wholesaler about Fulton FIT-TITE regular 
and Rock Crystal Cabinet Assortments. Or write for catalog. | 


FULTON 


121 Fulton Street ¢ 


WATCH CRYSTAL CORP. 


Established 1931 
New York 7, N. Y. 





March 31, 1947, to 7,500,000, the num 
ber directly imported in 1945, The Swi ] 
Government also pledged itself to a 
vent indirect shipments during the nae 
of the agreement. 


TRUMAN'S LETTER 


The President’s statement said that 
Swiss watches were not dumped upon 
the American market during the war 
years. The Army and Navy Depart. 
ments, as well as the WPB, encouraged 
these imports, the President said, and 
at same time requisitioned up to 50 per 
cent of them to meet the requirements 
of the armed forces. He pointed out 
that on June 1, 1945, he wrote to 
Speaker Rayburn that the increased ay- 
thority under the Trade Agreements Act 
would not be used to endanger segments 
of American industry. The President 
said, “It has not been and will not he 
so used.” 

He declared that Representative 
Holmes seemed to be “under the funda- 
mental misapprehension that under the 
act the President has the power uni- 
laterally to limit or stop imports,” add- 
ing that no such authority is granted by 
the act. 

The President proceeded to tell of the 
negotiations then under way between the 
State Department and the Swiss Govern- 
ment to limit imports. 

In addition to this expected solution 
for this emergency, the President said, 
it is the intention of the Government to 
make a detailed study of the American 
watch industry and associated industries 
“with a view of establishing a long range 
policy which will meet fully the require- 
ments of our national defense and se- 
curity.” 

Replying, Representative Holmes said 
that the President’s letter came as “some- 
what of a shock” to him and other men- 
bers of the Massachusetts delegation in 
the House. He declared that it was 
clearly apparent that the President was 
closing his eyes to the evils of the situ- 
ation and to its remedy as well. 


SATURATED MARKET 


Citing imports of Swiss jeweled 
watches and watch movements as 9,000,- 
000 in 1945, Mr. Holmes said that 
American manufacturers, denied access 
to the American market, are now con- 
fronted with a market saturated by 
Swiss importations with no relief in 
sight. 

“Notwithstanding these facts, Mr. 
President, you deny in your letter that 
Swiss watches have been dumped upon 
the American market,” said Representa: 
tive Holmes. “In the same breath, how- 
ever, you offer a half-hearted apology 
for them on the ground of military 
necessity. Again, the record will not 
bear you out. According to my informa- 
tion, the War Production Board reports 
that not one imported Swiss watch was 
used for military purposes. On the 
contrary, imported units were allocated 
to Army post exchanges and Navy ship 
stores for resale purposes only. Time 
pieces required for actual military °P 
erations were, on the other hand, sup- 
plied by American watchmakers and 
issued without charge to military per 
sonnel.” 

Declaring that the President and net 

(Please turn to page 404) 
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Apprentice Training Seen as Big Problem By Tennessee 


Watchmakers at First Regular Meeting Since 1941 


c first regular annual meeting 
Bio seal, the Susasenes Watchmakers 
nd Jewelers Association, in a two-day 
- at the Noel Hotel in Nashville, 
May 12 and 18, elected the following 
officers: President, O. H. Harding, Ele- 
say Jewelry Co., Chattanooga; first vice- 
president, C. G. Clements, Templetons 
Inc. Chattanooga ; second vice-president, 
L. B. Parker, Clinton, Tenn. ; third vice- 
president, C. W. Costello, Memphis ; and 
fourth vice-president, John Koehn, Galla- 
tin. L. D. Stalcup, 1813 Beechwood 
ave., Nashville, was re-elected secretary 
and treasurer. The next annual meeting 
will be held in Chattanooga in May, 


1947. 


session 


TENNESSEE RJA OFFICERS 





(Left to right) William Latta, Nashville; H. 
W. Stone, Nashville, president of Guild No. 
1; Max Sandler, Memphis, retiring president 
of state association; Dr. John McQuirter, 
Memphis; O. H. Harding, Chattanooga, 
new president; C. W. Costello, Memphis, 
third vice-president; L. B. Parker, Clinton, 
second vice-president; C. G. Clements, 
Chattanooga, first vice-president; (stand- 
ing) L. D. Stalcup, Nashville, secretary. 


Although much of the various discus- 
sions was devoted to the problems of the 
retail jeweler, the organization is pre- 
dominantly a watchmaker’s group, being 
composed of the Nashville, Chattanooga, 
Knoxville, and Memphis Guilds, each ac- 
tive locally in an effort to improve con- 
ditions of watchmakers. Shown in the 
lobby of the hotel was the display of 
old watches owned by the National As- 
sociation of Watch and Clock Collectors. 
L. D. Staleup, who is secretary of this 
organization, was in charge of the exhib- 
itt Included in the display were the 
famous “Nuremberg Egg,” the Swiss 
“double dial” watch, capable of keeping 
both standard and “daylight saving” time 
at once, and the Russian ivory watch, 
which Secretary Stalcup is engaged to 
adjusting to make it run. More than 160 
attended the Sunday afternoon session 
of the meeting. 


FEAR POOR TRAINING 


Chief concern of the watchmakers of 
Tennessee currently is “protection of 
the public against unqualified and in- 
ferior workmanship” and the need for 
a better system of training apprentices 
for the trade, Max Sandler, Memphis 
Jeweler and retiring president of the 
Association, was: appointed chairman of 
4 committee to prepare a bill for the 
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1947 Tennessee Legislature. On_ this 
committee with him are Frank Varallo, 
Chattanooga; Max Friedman, of Knox- 
ville; and Ed Cochron, of Nashville. The 
fear was expressed that watchmaker 
schools proposing to teach G.I.’s to be 
watchmakers may be turning out poorly 
trained workmen. 


STARTS OWN SCHOOL 


At least one member of the organiza- 
tion, S. George Cochron, Nashville 
watchmaker and past president of the 
state association, who will soon celebrate 
50 years at the watchmaker’s bench, pro- 





poses to do something about the need 


for trained apprentices. He proposed 
to the state meeting that he will himself 
establish a school and will undertake 
the training of wusaienibens in groups 
of 12. He expressed the feeling that 
if he could leave behind him only 12 
qualified watchmakers, or even half that 
many, he would have made a real con- 
tribution to the business. He doesn’t 
expect it to be a profitable venture and 
will mean a heavy sacrifice of his own 
business. He will open the school as 
soon as it can possibly be arranged. 
The local guilds will be asked to assist 
him in selecting students for his school. 

The association, at this meeting of- 
ficially affiliated itself with the Horologi- 
cal Institute of America. 








bination. 
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Well-earned recognition of invaluable 
services unfailingly performed in behalf 
of The Jewelers Board of Trade, and 
the jewelry industry at large, through- 
out the past fifty years, was rendered 
to James McDermott at a luncheon in 
his honor at the Waldorf-Astoria Hotel, 
New York, on Wednesday, April 24. 

Mr. McDermott, as several speakers 
at the luncheon pointed out, has not 
merely “been connected with” the Board 
of Trade for fifty years. For much of 
that time he has been in charge of de- 
termining the financial and credit ratings 
that are published in the organization’s 
official Reference Book—a job that de- 
manded not only keen judgment but ufi- 


Integrity and Courage of James McDermott Lauded at 
Testimonial Luncheon for Board of Trade Executive 





7 





questionable integrity and courage, espe- 
cially in the days of the depression 
when it was sometimes necessary to re- 
duce a rating of an important and in- 
fluential member or director. 

Despite the attempts that were some- 
times made by some jewelry houses to 
exert pressure on Mr. McDermott to 
award a more favorable rating than 
that concern was really entitled to, he 
has never deviated from the truth as 


he saw it, every speaker emphasized, 


and his unswerving probity has been 
a priceless asset to the Board of Trade 
and the industry. 

Speakers included G. H. 
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No transaction too large . . . none too small 


.. . We are not auctioneers. 
We'll buy your stock and fixtures as a going busi- 
ness and continue operation of the store or we'll 
buy any part of your inventory. All inquiries strictly 
confidential and our representative will call at your 
convenience. Bank references furnished on request. 
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Niemeyer, 





who acted as chairman of th i 
H. M. Peck, secretary of the Board af 
Trade; Edgar E. Baker, its president: 
and Otto Wormser, who for many year, 
was one of the guidi i 

Board. — - 

As a permanent momento of t 

sion, Mr. McDermott was beets 
with a suitably engraved gold watch, 
and was awarded an increase jn Sala; 
Also presented with a check was Louis 
A. Kimball, who retired from the em. 
ployment of the Board of Trade a few 
months ago, after 52 years of service 





Employers Need Not Guarantee 
Jobs to Apprentice Vets, Says 
VA in Clarification of Program 


I’mployers conducting on-the-job train- 
ing programs under the G.I. Bill need 
not guarantee veterans jobs on comple- 
tion of their training, Veterans’ Admin- 
istration announced in a new circular 
to its field offices. 

The directive was published in answer 
to queries of employers who feared they 
could not maintain their job training 
programs because they would be forced 
to guarantee veterans jobs regardless of 
circumstances. 

“No employer is expected to guarantee 
a job to a veteran who fails to demon- 
strate during the course of his training 
that he will merit employment,” states 
the circular. “Neither is an employer- 
trainer expected to guarantee a position 
against unforseeable circumstances which 
may arise and make it necessary for him 
to reduce his force or at least not to 
expand it.” 

The circular explains that VA will 
continue to protect the interests of the 
veteran taking on-the-job training by 
preventing the employer from offering 
him such training when there is reason 
to believe that employment will not be 
available when the course has been com- 
pleted. 

The directive also states that VA will 
not interfere with existing practices of 
recognized on-the-job training establish- 
ments in which veterans are enrolled. 
This provision was included after some 
training institutions expressed the belief 
that VA training officers might exercise 
supervisions over organizations that 
have had training courses for years. 

In clarifying the functions of VA 
training officers, the statement explains 
that they will obtain information on 
veteran attendance and progress from 
recognized institutions only if the train- 
ing establishments are unable to furnish 
regular reports. These reports contain 
data on student attendance and grades 
of veterans who are training under the 
G.I. Bill 

This directive clarifies a circular issued 
by VA on March 14 establishing methods 
of supervising veterans enrolled for 
training at Government expense. 

The Servicemen’s Readjustment Act 
(G.I. Bill) places upon each state the 
responsibility for approving training 
establishments, but makes VA respon- 
sible for seeing that veterans actually 
are pursuing a course of training and 
are progressing satisfactory while re- 
ceiving subsistence payments. To de- 
termine veterans’ eligibility for these 
payments, VA regional managers are 
required to obtain regular reports of 
conduct and progress in training on- 
job. 
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New York State Jewelers Wire Congress On Silver Bill; 


plan Vet Training Program; Elect C. P. Coster President 


ission of Congress for purchase 
Py xage the world market was asked 
‘+, a resolution adopted at the conven- 
pte of the New York State Jewelers 
Association at Hotel Syracuse on May 
20, It ordered the president of the asso- 
ciation to send telegrams to Senator 
Robert F. Wagner and Senator James M. 

claring: 

Mey the ae of this convention 
that the Green bill be adopted without 
further delay and that the purchase of 
silver be permitted in the world mar- 
ket. We also approve the work of the 
ANRJA silver committee and the in- 
dustry silver users committee in our be- 
restos of a fair trade law for New 
York State was urged in another resolu- 
tion which will be submitted to the 1947 
Legislature. Recommendation was made 


ARTHUR J. 
CORNELIUS 





for continuation of the development of 
a specific program of rehabilitation for 
those who have been partly or entirely 
incapacitated in the war through estab- 
lishment of courses in jewelry manufac- 
turing, engraving and watchmaking. 
Action for the early modification of 
the tax on jewelry was demanded. 
Charles P. Coster of Rochester was 
elected president for the coming year, 
with these other new officers: vice presi- 
dents, Maj. Malcolm Campbell, Canan- 
daigua; H. Goldschmidt, New York 





They're Looking for Diamonds 
In Arkansas Again, Geologist 
States, Confirming Rumors 


New activity is taking place in the 
Pike county diamond fields in Arkansas, 
State Geologist Harold B. Foxhall dis- 
closed recently. 

He confirmed that two eastern firms, 
Ali A. Hassan, New York consulting 
engineer and geologist, and Sherwin F. 
Kelly Geophysical Services, Inc., of 
Wilmington, Del., were collaborating on 
an extensive magnetic survey of the 
diamond-bearing periodite beds in the 
well-nigh fabulous section of Arkansas 
where the only only free diamonds ever 
found in North America were dis- 
covered, 

Three mining corporations have been 
formed in recent years ostensibly for 
development of the fields, but their ac- 
tivities have been shrouded in mystery. 
The fields actually have not been worked 
since 1923, when the Smithsonian Insti- 
tute reported approximately 10,000 gems 
had been taken from the field since dis- 
covery of the first diamonds in 1907. 
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City; Martin J. Englebert, Rome and 
Kenneth I. Van Cott, Binghamton; 
treasurer, Russell E. Brigham, Oneanta, 
re-elected for 26th year; secretary, E. 
L. Sunderlin, Rochester. 

Col. Harry D. Henshel, New York 
City, described the Bulova plan for re- 
habilitating war veterans, who are taught 
at the Bulova school in Woodside, L. I., 
to become watchmakers. 

Arthur J. Cornelius Jr., field agent 
for the Albany district, FBI, spoke on 
crime in the postwar era. The visitors 
were welcomed to Syracuse by Henry 
J. Wilson and Ernest W. Frost, co- 





Growing Interest in Horological 
Society of Cleveland Evidenced 
By Big Turn-out at May Meeting 


Proof of the growing interest of Cleve- 
land watchmakers in the Horological 
Society of Cleveland came last month 
when over two hundred members and 
guests crowded into the General Mac- 
Arthur room of the Hotel Carter to at- 
tend an open meeting. Highlight of the 
evening’s program was the motion pic- 
ture “Time,” produced by the Elgin 
National Watch Company. William 
Ramisch, president, told JC-K that this 
large attendance was a particularly en- 
couraging sign because “Cleveland has 
never organized very strongly until the 
past several years.” 
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The attractive counter dis- | 
play shown above holds 
one dozen straps of as- 
sorted colors: Hudson 
Black, Seal Brown, Samoa 
Tan, American Tan and 
Natural Tan Levant Grain. 
Comes in grain or smooth 
finish. 

If your jobber cannot sup- 
ply you write us direct. 
Prompt deliveries. 
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aly Do you know you are 
«ee @ eligible to insure your 
: home with this mutual 

company — and save 


40 per cent? 


We write fire insurance 
for the entire jewelry 
industry — manufacturer, 
wholesaler, and retailer, 
including the homes and 
home furnishings of all 
employees. Thus you can 
enjoy the same 40% divi- 
dends we have been 
paying our commercial 
policy holders. Protection 


covers fire, windstorm, 

hail, explosion, aircraft, 
vehicle, smoke and riot. All 
claims are promptly and 


equitably settled. 


Coupon below will bring 
you full details. No sales- 


man will call. 


NATIONAL JEWELERS MUTUAL FIRE INSURANCE CO. 
104 E. Wisconsin Ave. Neenah, Wisconsin 





hesusio tell me how I can save 40% on fire 
insurance. My present policy expires: 


l (give date) 
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Costume Jewelry No Deterrent to Sales of Gems, 
Say Canadian Jewelers in Recent Trade Survey 


Montreat—Following five dull years 
in wartime, the jewelry trade in Mon- 
treal is now at least as active as in 1939 
in spite of the 20 per cent excise tax, 
a consensus of opinion gathered in the 
retail trade reveals. The excise tax was 
never much of a deterrent feature and 
in the final year of war when high wages 
were being paid in munitions and other 
war industries, jewelry was bought 
freely, and there was not much cavil 
about price. Now, according to local 
jewelers, the public is buying but does 
not withhold criticism if the price ap- 
pears high. There is ‘a boom in costume 
jewelry which some retailers attribute 
to an unwillingness to pay high prices 
for real gems. One department store, 
Henry Morgan and Company, who do 
not handle precious stones, finds an un- 
usually brisk demand for costume 
jewelry and could sell much more silver- 
ware if it were obtainable. The head of 
the jewelry department estimates busi- 
ness so far this year as “much better 
than in 1939.” 

Mappins, Ltd., through Ralph Cox, 
described business as “excellent” and 
said the excise tax had not been a 
deterrent and that although many women 
were buying costume jewelry they were 
not doing so at the expense of real 
jewels. Returned servicemen and ser- 
vicewomen had not been much of a fac- 














JEWELERS MUST EATI 


First customer in Dallas' newest eating 
place, "A Little Bit of Sweden," was Arthur 
A. Everts, shown here with a young relative, 
Tina Welch, and her husband who recently 
joined the Everts firm. Mr. Everts, we hear 
tell, passed his plate three time for smorgas- 


| bord and was very much the life of the party. 


| War Assets Adminjstration 
| Handles War Plant Sale to Firm 
| Making Jewelled Bearings 


Aurele M. Gatti, Inc., has purchased 
the Trenton, N. J., jewel bearing plant 
which it operated for the government 
during the war. The purchase price was 
$50.000, according to the War Assets 
Administration which handled the deal. 

The Gatti firm says that it expects to 
add more than 50 employees to carry 
on expanded operations in the manufac- 
ture of industrial jewel bearings and 
sapphire specialty products. 

“We now have nine veterans in our 
employ,” the company stated, “and as 
soon as ten other former employees are 
discharged from the military services 
we definitely plan to reabsorb them into 
our expanding organization.” 


tor in sales so far. Business as a whol 
was 10 per cent better than in 1989, 
and its chief characteristic wag short. 
age of merchandise. 

Murray and O’Shea said supplies were 
coming in better and the season has 
opened well. Business had increased 
since the excise tax was levied. Some 
customers were inclined nowadays to 
question prices, and it appeared that 
some of the young men buying engage- 
ment rings were working on a budget, 
and were allowing themselves just the 
same expenditure as they would have 
done before prices went up. 

Costume jewelry was very active but 
as “this jewelry changes its designs al- 
most every week” it is necessary to be 
on the alert to have always in stock “Je 
dernier cri.’ Murray and O'Shea gaid 
little money was made in the jewelry 
business during the war, but business jg 
very good now, and about equal to 1999, 


John E. Murphy, whose jewelry store 
is situated in the Mount Royal hotel, 
found business good, but, in contrast to 
some other storekeepers, thought the 
excise tax detrimental. Women, he felt, 
were buying more costume jewelry than 
before or during the war. Young men 
buying engagement rings were not in 
his opinion increasing their expenditure 
proportionately to the increased cost. On 
the whole, business was better than in 
1939. A feature of the costume jewelry 
business at the moment was demand for 
glamor pins and earrings. 
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Successfully completing the first in a 
new series of one month laboratory 
courses offered by the Gemological In- 
stitute of America in Los Angeles were 
nine student members attending from 
various parts of the country. This was 


“So peaonurnne sts 


= 


Resident Laboratory Course Series 
Under Way at Los Angeles GIA 


Members of the laboratory class just concluded at the Gemological Institute of America 

photographed in front of the Monticello School building. From left, front row: Loyal Clark, 

Los Angeles; Kathryn Appleby, Akron; Richard Liddicoat, GIA director of education and 

research; Ernest J. Meyer, R.J., Grand Island, Nebraska. From left, standing: Charles N. 

Parkhurst, Los Angeles; Benjamin F. Rosumny, R.J., Montgomery; John M. Friedlander, R.WJ., 

Seattle; Richard N. Talcott, Olympia; Robert M. Shipley, executive director of GIA; George 
J. Harris, Kansas City; and Herbert Rose, Los Angeles. 











Rathbun Ring Stretcher 


Patent Number 2022737 














How To Use 


Place ring over the largest step 
it will fit and with mallet gently 
drive mandrel into stretcher until 
the desired size is obtained. 


Where more than one size is de- 
sired remove mandrel with T- 
screw, place ring on next step and 
proceed as before. 


PRICE $3.85 EACH WITH MANDREL 


Jos. B. Bechtel & Co., Inc. 


729 Sansom St. Philadelphia 6, Pa. 
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the first residence class held at the In- 
stitute since 1942 and was designed as 
the forerunner of a future continuing 
program. 

Conducted by Richard T. Liddicoat, 
director of education and research, and 
Assistant Director George Switzer, these 
short courses have been inaugurated as 
supplementary instruction in visual and 
testing experience for GIA’s_ corre- 
spondence courses. Additional lectures 
were given by Robert M. Shipley, Execu- 
tive Director of the Institute. 

Added facilities now available, includ- 
ing a special building to be used during 
the summer sessions, will 
faculty to accommodate a greater num- 





enable the | 


ber of students for future programs. | 


Summer sessions will be held in a typical 
California setting of palms and lovely 
gardens at nearby Monticello school. 


Starting July 15 is the second new | 


course which the GIA is adding to its 


schedule. It will cover a thorough study | 


of gem testing instruments and will in- 
clude all commonly used _ instrument 
tests for gem identification. In addition 
to the study of rarer gems, there will 
be special instruction on individual 
colored gems and their substitutes will 
emphasis on every species that the 
jeweler is likely to encounter. Instruc- 
tors will also cover the theory of sources 
and occurrences of gems with detailed 
study. 

The entire last half of the course will 


be devoted to gem identification practice | 


in which students will identify two hun- 
dred or more gems. 

Dr. Ralph Holmes, Ph.D., Instructor 
of Mineralogy at Columbia University, 
New York, will direct the first course 
this summer and Mr. Liddicoat will di- 
rect the advanced course. Both will be 
assisted by Robert M. Shipley, Dr. 
Dr. Thomas Clements, Chairman of the 
George Switzer, David Howell, C.G., and 
Geology Department, University of 
Southern California. 


















































@ Smart and unusual de- 
signs featuring genuine 
precious and semi-pre- 
cious stones in Gold and 
Platinum mountings 


e PINS 

e RINGS 

e EARRINGS 
e BRACELETS 
e GADGETS 










Shall We Modernize? 

How Shall We Modernize? 
Will It Be Modern In 1956? 
Is It Economically Sound? 
How Can We Cut Costs Safely? 


These are the $64 questions in STORE 
MODERNIZATION. Answer them right and 
MODERNIZATION may mean a brilliant new era of 
progress for your store; ANSWER THEM WRONG 
and it may take years to overcome costly mistakes. 


Into these 150 pages Gene Burke and Edgar 
Kober of Burke and Kober, America’s foremost 
specialists in MODERN STORE. DESIGN, have 
packed the right answers... PROVEN ANSWERS, 
taken from the pages of their own experience in 
creating scores of America’s most outstanding 
Modern Store Projects. 

An entire library on MODERN STORE DESIGN 
in one magnificent volume .. . 20 years’ su 
experience, analyzed, chosmbed, clarified, 
visuali: so that he who runs may read. AL 
DEPARTMENTALIZED COST RECO) 
upon every modern type of store... Charts, Graphs, 
Tables, Detail Drawings, vital File Data. 

The HOW ... WHY... WHAT... WHEN of 
successful MODERN STORE DESIGN ... the DO's 
and DON’T’s YOU MUST HAVE BEFORE YOU 
CAN EVEN APPROACH THIS SUBJECT 
INTELLIGENTLY. And this book, any paragraph 
of which may save you thousands of dollars, is 
offered now, for guaranteed pee delivery, at 
the Pre-Publication Price of only 


319% 


ORDER YOUR 


ENTER MY ORDER AT ONCE FOR 
—__________ COPY (IES) OF “MODERN 
STORE DESIGN” AT PRE-PUBLICATION 
PRICE OF $10.00 

Check Enclosed 


——end Bill 
TITLE. 





FOR THE MEMO PAD 


June 


1-5—Pennsylvania Gift & - Artware 
Show, Wm. Penn Hotel, Pittsburgh, 
Pa. 
3-5—National Wholesale Jewelers Asso- 
ciation Convention, Edgewater 
Beach Hotel, Chicago, Ill. 
6—Boston Jewelers Club outing, New 
Ocean House, Swampscott, Mass. 
11-14—Philadelphia Gift Show, Hotel 
Adelphia, Philadelphia, Pa. 
17-18-—North Carolina & Virginia Joint 
Convention, Hotel Charlotte, 
Charlotte, N. C. 
17-22—-Pre-Season Market, 225 
Avenue 
16-21—California Gift & Art Show, Los 
Angeles 
30-July 1—New Hampshire RJA Con- 
vention, The Wentworth-by- 
the-Sea, Portsmouth, N. H. 
30-July 3—Dallas Gift Show, Hotel 
Adolphus, Dallas, Texas. 
30-July 3—Allied Gift & Jewelry Show, 
Hotel Adolphus, Dallas, Tex. 


Fifth 


July 


14—Indiana 24 Karat Club, French Lick 
Hotel, French Lick, Indiana 
14-18—Oklahoma Gift & Jewelry Show, 
Biltmore Hotel, Oklahoma City 
21-25—Southwestern Merchandise Ex- 
hibitors, Municipal Auditorium, 
Kansas City, Mo. 
22-26—New York Lamp Show, 
New Yorker 
25-29—Denver Gift & Jewelry Show, 
Hotel Albany, Denver, Colo. 
29-Aug. 1—NACJ Annual Convention, 
Stevens Hotel, Chicago 
29-Aug. 1—National Jewelry Fair, 
Stevens Hotel, Chicago 
29-Aug. 9—Chicago Gift Show, Palmer 
House 
29-Aug. 9—Merchandise 
Show, Chicago 


Hotel 


Mart’ Gift 


August 


4-8—San Francisco Market, Civic Audi- 
torium and Western Merchandise 
Mart 
26-29—ANRJA Annual Convention and 
Jewelry Show, Waldorf-Astoria 
Hotel, New York City 
26-30—New York Gift Show, Pennsyl- 
vania and New Yorker Hotels, 
New York City 
26-30—Memphis Gift Show, Hotel Pea- 
body, Memphis, Tenn. 


September 


8-12—Mid-South Gift Housewares Show, 
Ellis Auditorium, Memphis, Tenn. 
9-13—Boston Gift Show, Statler Hotel, 
Boston | 
30-Oct. 83—Philadelphia Gift Show, Hotel 
Adelphia 
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Telechron Shortens Name 


The corporate name of the Warren 
Telechron Co., manufacturer of electric 
clocks and other timing devices, has 
been changed to Telechron, Inc., it has 
been announced by I. W. Kokins, presi- 
dent. The purpose of the change, he said, 
was to relate the name Telechron more 
closely to the company’s products. 
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Here's what you have been waiting for 


ATOMIC 
WATERPROOF 
WRENCH 


Made by watchmaker. Will o 
when others can't. No slipping oe se 
ing. No worry in holding the watch, Sim. 
ple, sturdy, adjustable. All sizes, shapes 
Can use 2 prongs, 3, 4, 5, or 6 at a time, 
The tool no watchmaker or jewelry store 
should be without. Guaranteed to do the 
job. Order direct or through your jobber, 


New Improved Pending 


PRICE $14.75 
HOWARD LATHROM 


356 American Avenue, Long Beach 2, Calif, 














SEAMLESS AND SOLDERLESS 


RING GUARD 


Ce 


IMPROVED 


Made of one piece. No 
No seams! Strong and dura 
Each one fully guarante 


Made in 14K Gold -and Stat 


Sold through the 
Wholesale Jeweler 
or write, 


oth Alale| US your 


Toller Male lul-Me late Mel* (ola-t) 


IMPROVED PRODUCTS MFG. CO 


A 


21 Audubon Ave New York 32, N 


Manufactu 
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n intermission of a few years 
f war travel conditions the 
consin gathered at _ 

on May 5 for the 40t 
Hotel Schroes tion and maintained their 
oadition for well attended, successful 
= entions. More than 250 were reg- 
pain One of their original officers 
“~ years ago who has served as treas- 
for the entire period, Henry F. 
Stecher, Milwaukee, was on hand work- 
ing as hard as he had at the previous 
39 meetings. A. W. Anderson, Neenah, 
who served 39 years as secretary and 
was succeeded last year by Ben Heald 
sent greetings but was not able to at- 
tend because of continued illness. 


NEW BLOCK POLICY 


sunday afternoon program, with 
sialon Ray Treiber, Appleton, in the 
chair consisted of reports by the secre- 
tary and treasurer and talks by I. W. 
Andersen, assistant secretary of the Na- 
tional Jewelers Mutual Fire Insurance 
Co, and Edward Krehbiel, manager of 
Black, Starr & Gorham, Inc., New York. 
Mr. Andersen told of the operation of 
the company, its savings for jeweler 
policy holders all over the country. He 
explained in detail the new block policy 
which they contemplate introducing in 
the near future. Mr. Krehbiel discussed 
conditions confronting jewelers today, 
the changes in production and dis- 
tribution methods, new competition and 


After a 
because © ’ 
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Fine jewelry stores add 
to profits by featuring 
the nationally-known 
Marxman Pipe Line. 
Marxman Pipes move 
fast and pay handsome 
profits because 

re the choice 


THE 
BENCH- 
MADE 


One of the 
many Marx- 






ee man Pipe tri- 
of discriminating umphs. Aifrac- 
pipe smokers every- tively priced 
where, from $5.00 
to $25.00. 


Nationally adver- 
tised in Esquire, 
OutdoorLife,Time, 
Fortune — more 
than 30 national 
magazines. 


@ 
Marxman Pipes 
offer a prestige- 
building, profit- 
making line for 


jewelry stores. Write today for catalog and 
details. Address Dept. C. 


MARXMAN> 


24TH STREET, NEW YORK 10,N.Y. 





Wisconsin Jewelers Hear Schaeffer on Watch Problem, 
Krehbiel on Jewelry Store Practice, at Convention 


@ 








how the jeweler must adjust his methods 
to meet all these and maintain the posi- 
tion attained by the jewelry industry in 
recent years. They must not try to 
survive on past reputation, must study 
merchandising and do a better job, clear 
out cated stock, know thoroughly 
jewelry merchandise and develop a store 
atmosphere which will reflect quality 
merchandise and attract the public to 
his store. 

Vice President Ralph Young, LaCrosse, 
presided at the opening meeting Monday 
when President R. J. Treiber reported 
on the past two years work and urged 
greater organization effort in the im- 
mediate future. Past president E. R. 
Fuchs read the address of Kenneth I. 
Van Cott, Binghamton, N. Y., “Adver- 
tising Yourself and Your Store,” which 
he delivered at the American National 
Retail Association meeting in St. Louis 
last March, which Wisconsin officers re- 
garded so highly they wanted their mem- 
bers to hear. 


PRESTIGE BUILDING 


Howard Schaeffer, vice president in 
charge 6f sales, Elgin National Watch 
Co., led off in the afternoon with one 
of his informative and interesting talks. 
He reviewed briefly his company’s ac- 
tivities during the war years and then 
explained conditions confronting Ameri- 
can watch factories in the reconstruction 
period, and the necessity of preventing 
an over supply of watches which would 
result in many Swiss watches finding 
markets in cigar stores, drug store and 
similar outlets. He urged the jeweler 


to build prestige, maintain confidence | 


in the public mind, buy merchandise of 
quality and support the jewelry trade 
organizations. Maurice Adelsheim, vice 
president of ANRJA, brought a mes- 
sage from the national organization in 
behalf of retailers, and discussed service 
by jewelers. He urged jewelers to keep 
up service but to do it sanely. Ralph 
Young gave the results of a survey con- 
ducted by WRJA, and the Wisconsin 
Watchmakers Association on _ retail 
watch repair prices. The information 
gathered will be studied by a joint com- 
mittee and recommendation made on a 
fair price list. 


Monday night Ray Nelson, Madison, 
presided at a round table discussion of 
engraving, appraising, credit selling, etc. 
Opinions on most subjects varied almest 
to the number present, about 85. Mar- 
vin Wallenstein, Madison, secured a 
unanimous approval of his suggestion on 
the question of “free” engraving. It was 
to the effect the word “free” should 
never be used. If a jeweler desired to 
donate the engraving, he should state 
to the customer that the cost of en- 
graving is included in the price, it was 
agreed. 


On Tuesday William H. Schwanke, 
Schwanke-Kasten Co., Milwaukee, gave 
a talk on gems, using charts and dia- 
grams to explain the construction and 
qualities of the 97 out of 20,000 minerals 
which are valued for their esthetic qual- 
ity. Robert Rumpel, manager of the 


(Please turn to page 409) 









VVERVLEX 


EXPANDING 
SUPER FLEXIBLE — 





WATCH - BAND 
—— 


Soft but Safe- 
feeling grip 

makes ita 
pleasure to 







On - and - off 
right over the 
hand. No 
clasp or buckle 
to bother you 
or break. 


Strongly con- 
structed. Best 
craftsmanship. 


Keeps its Stretch 
& “Snap-back”’. 


Conforms to every 
wrist-movement. 


_— 


VERFLEX is the Watch Band that will 
give you complete satisfaction, in 
Smart Appearance, Convenience, 
Comfort—plus Safety for your Watch. 


Gold filled top. Non-cor- 
rosive back. 






ON SALE AT BETTER JEWELRY STORES 










best sellers 
wherever displayed! 


Sdloalite 


SUNGLASSES 


@ 6 base ground and pol- 
ished lenses, scientifically 
made to highest ophthalmic 
standards 


@ Absorb 96% ultra-violet 
and infra-red rays. 


@ Smart styles in latest 
fashion trends 


@ Gold-filled and assorted 
colors zyl frames 


@ Exceptionally beautiful 3- 
color individual box (with 
leather case) 


@ Sales-producing, colorful 
displays 


@ Priced for profit 


Illustrated folder and prices 
of complete line available 
from your wholesaler—or 
write us direct. 


IDEAL 
OPTICAL CO. 


Inc. 


845 FLATBUSH AVENUE 
BROOKLYN 26, N. Y. 
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Win... 
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National Jewelry Fair Offers Cut 
To Exhibitors to be Used in 
Advertising and Displays 


The National Jewelry Fair of the 
Annual Convention of the National Asso- 


| ciation of Credit Jewelers, to be held 
| in Chicago, July 29, 80, 81 and August 


1, is offering the 200 exhibiting firms at 
The Stevens and Congress Hotel the 
cut pictured here to be used in imprint- 
ing their letterheads announcing par- 
ticipation in the National Jewelry Fair. 
Using the cut as part of their trade 
paper advertising is a further sugges- 
tion being made to exhibitors. With 
thousands of letters mailed each day by 
the large firms exhibiting it is believed 
that jewelers everywhere will be in- 
formed of the importance of the Na- 
tional Jewelry Fair. 


Jewelry Fair Emblem 


The imprinting of the booth or room 
number below the cut either at the 
Stevens or Congress Hotel will easily 
identify the location of the firms ex- 
hibit. 

The Convention and Show Committee 
report that additional firms are reserv- 
ing space at the Congress and at the 
rapid pace which exhibitors are sign- 
ing up, it is believed that shortly all 
available booths and sample rooms will 
be exhausted. 


Silver Production Drops in Most 


Mining States During March 


Production of silver in the United 
States on an average daily basis showed 
a decline in March, according to the 
Bureau of Mines of the Department of 
the Interior. Of the larger silver-pro- 
ducing states, only Idaho and Utah, with 
increases of 29 and 13 respectively, in- 
creased their rate output. Production 
in California rose only 7 per cent and 
in Arizona, Nevada, New Mexico and 
Montana actually declined 19, 12, 30 and 
1 per cent, respectively. Colorado’s out- 
put was virtually unchanged. 

Most of Arizona’s silver is a by prod- 
uct of base metal mining and the smaller 
output in March was due to the reduc- 
tion in production of copper and zinc- 
lead ores in that month. The stoppage 
of shipments to two important lead 
plants resulted in the decline in silver 
production in Nevada. The decrease in 
New Mexico was because of the strike 
at the American Smelting and Refining 
Company Hanover unit. Curtailment in 
output of ore by the Anaconda Copper 
Mining Company caused the smaller Mon- 
tana production. Strikes at mines and 
metallurgical plants in Utah beginning 
in January caused the output to fall far 
below normal rates. 





CASH BUYER 


‘of 


UNREDEEMED 


and 


TRADE - IN 
WATCHES 


and 
JEWELRY 


Check mailed upon receipt of 
merchandise. Merchandise 
held intact for 10 days. 


REFERENCE: 


JEWELERS BOARD OF TRADE 


PAUL ROSENBER 


5 So. Wabash Ave., CHICAGO 
Phone RANdolph 7249 














Original 
Headquarters for ... 


Repairing and Rebuilding 


EXPANSION BANDS 
& BRACELETS 


FACTORY METHOD— 
USING GENUINE PARTS 


All Work Fully Guaranteed—Price Lit 
Sent Upon Request. 


Servicemen’s Bands Returned By 
Return Mail. 


SPECIAL FEATURE 


Bands Replated Like New for Add 
tional 50c at Time of Repair. 


PROMPT SERVICE 


JEWELERS SERVICE GO. 


“Specialists in Expansion Bands and Bracelets” 


355 So. Broadway 


Los Angeles 13, California 
Mlehigan 9966 TUcker 2968 
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Market Price; 
Selli atches under the noses of the 
renee ‘secret police during the war 
0" somewhat different from peacetime 
ot —in fact, a lot different. Willy 
Orlewite Far Eastern representative of 
= Wyler Watch factory at Bienne, 
7 vitzerland, found out how different 
ewe he was forced to live through four 
year of Jap terror at Hong Kong. — 
“Mr. Orlowitz, here on his first visit 
to Paul and Alfred Wyler of the Wyler 
Watch Agency since the outbreak of 
the war with Japan, told about his ex- 
riences in an interview. 

With the concern for 22 years and 
its Far Eastern representative for the 
ast 18 years, Mr. Orlowitz said he was 
in Hong Kong during one of his periodic 
business visits when the Japanese 
launched their sneak war. Hong Kong 
was attacked simultaneously with Pearl 
Harbor on December 8, 1941, Far East- 
ern time. 

The great Chinese city, he stated, was 
bombarded repeatedly from the air, sea 
and land until its capture on December 


Mr. Orlowitz, a Swiss citizen and there- 
fore a neutral, learned at first hand that 
bombs and shells are no respecters of 
neutrality. He averted sudden death 
narrowly on two unforgettable occasions. 

The first was on December 12 when 
Mr. Orlowitz decided that occupying a 
suite on the top floor of the Hotel 
Gloucester, where he resided, was tempt- 
ing fate a bit too strongly. So he had 
his belongings and himself moved to a 


COCKTAIL RINGS 











OVER 200 DIFFERENT STYLES 
TO CHOOSE FROM 


WRITE FOR OUR CATALOG 
WE SPECIALIZE IN COCKTAIL 
RINGS 


OLAND JEWELRY CO. 


87 Nassau St. New York City 7, N. Y. 


BARclay 7-6873 
ee 
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ana Buy A Watch? Only $31,250, Hong Kong Black 
But You'll Have to Take Change in Yen 
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lower floor. A half hour later a Jap 
shell blew the entire top floor to bits. 

The second narrow escape occurred 
later while he was walking on a Hong 
Kong thoroughfare. A shell blast suddenly 
tossed him into the air. He landed 15 
yards away—unharmed. 

When the Japs took over, Mr. Orlowitz 
learned that his Swiss citizenship had 
one advantage. It kept him out of the 
internment camps. But it didn’t auto- 
matically provide food, clothing and 





Paul Wyler (left) of the Wyler Watch 
Agency, Inc., conferring in the company's 
New York office with Willy Orlowitz, Far 
Eastern representative of the firm's Swiss 
factory. Mr. Orlowitz spent four years in 
Japanese-controlled Hong Kong, selling 
watches, one at a time, to earn a living. 


shelter. It didn’t enable him to join 
his wife and nine-year-old son in Sydney, 
Australia. It didn’t give him anything 
but a highly academic contact with his 
principals in Switzerland. 

So he had to make the best of it. 
Fortunately, he had a few Wyler watches 
with him. For the next three years he 


kept body and soul together by selling | 


those watches—one precious watch at 
a time. 
istence, to be sure. but it was existence. 

It was during those three years that 
he learned the immense value of a good 
name in merchandise. Wyler watches 
were greatly in demand in Hong Kong, 
particularly among Chinese planning to 
escape to unoccupied China. The Chinese, 
knowing that Japanese currency would 





be worthless in Free China, bought the | 


Wylers as a medium of exchange, con- 


fident that the watches would bring high | 


prices at their destinations. 

Prices for watches soared to unheard- 
of heights in Hong Kong during Mr. 
Orlowitz’s enforced stay. One Wyler 
gold pocket watch was sold by him for 
125,000 Japanese military yen, the ar- 
bitrary rate of exchange for which was 


25 cents. Thus the price for that watch | 


in American currency would have been 
$31,250 had it been humanly possible to 
convert military yen into U. S. dollars. 

In the middle of 1943, with his meager 
supply of watches exhausted, Mr. 
Orlowitz joined the International Red 
Cross Committee. A few months later, 
he was named assistant delegate in 
charge of the Hong Kong delegation, 
much of whose work was in bringing 
food and other relief to internees and 
prisoners of war and in taking care of 
non-interned Allied nationals, including 
Americans. 

(Please turn to page 401) 
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It was a hand-to-mouth ex- | <3 






WE'RE DISHING 
OUT THE BEST f 
IN CASTING! Be 


We give you precision 
work, accurate repro- 
ductions, smooth slick 
surfaces. 





Beet 


ee” 


We use scientific meth- 
ods that give excellent 
results, for we pride 

Ourselves in being a 
pioneer in the field. 


Castings made from 
your models for your [E:: 
use only, or from [BE 
Our distinctive and 
unusual designs. 


For tops in casting 
for the Jewelry 
trade—-Remember 











130 W. 46th ST., NEW YORK 19, N. Y. 
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ahaha racer 


DIAMONDS 
MELEE 


— All Sizes — 


GENUINE 
WHOLE 


PEARLS 


— All Sizes — 


GENUINE 
RUBIES & 
SAPPHIRES 


Squares, Rounds and 
Fancies 


TIGEREYE 
CAMEOS 


— All Sizes — 


BLACK ONYX 


Plain or Drilled 


| SYNTHETIC RUBIES 


MAX STERN «co. 


Importers 


17-23 John St. New York 








STRANGELY ENOUGH 











THE WEALTH THAT MADE POSSIBLE 
THE GREAT CATHEDRALS OF 
EUROPE IS CREDITED TOA 
HORSE IN THE HUNTING PARTY 
OF OTTO THE GREAT...950 A.D. 
HALTED, WHILE DOGS TRIED 
TO PICK UP A TRAIL, THE: 
HORSE /MPATIENTLY PAWED 
THE GROUND AND BROUGHT 
TO LIGHT THE FIRST VEIN 
OF SILVER IN THE GREAT 
RAMMELS BERG MINES, 
IN THE HARTZ MOUNTAINS ! 
THIS DISCOVERY LIFTED EUROPE 
FROM SEMI-BARBARISM 
AND TRADE BY BARTER TO 
A MONEYVED CIVILIZATION 
WHERE TRADE MOVED FREELY, 
BY MAKING PRECIOUS METAL 
AVAILABLE FOR COINING MONEY. 














The CROWN OF MILCOM, GOD OF THE 
AMMONITES, WHICH DAVID CAPTURED 
IN 1030 B.C., WAS OF GOLD SET WITH 
PRECIOUS STONES... IT CONTAINED 

ONE TALENT OF GOLD -- WEIGHED 
110-5 POUNDS AVOIRDUPOIS --4AND 
WAS VALUED AT $333,325 /1! 





SENT IN BY NELLIE HART --3312 RICHMONO AVE.-- MONROE, LA. 
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THANKS to MISS MIRIAM S. LEWIS... 
3417 N.IS th ST. -- PHILADELPHIA 40,PA. 


IN A BUENOS 
AIRES COLLECTION 
OF OLD TIMEPIECES,A 


[BEAUTIFUL LANDSCAPE OF \ 
A RURAL SCENE HAS A 
f PAINTED TOWER WITH A REALI 
DIAL.THE DIAL APPEARS LIFELIKE 
| BECAUSE ITS THAT OF A REAL 
CLOCK WHOSE FACE COMES THRU! 
A_HOLE CUT IN THE PAINTING. 
EACH HOUR ON THE HOUR 
THE TIME IS STRUCK... 
SUBMITTED BY CM. LITTELJOHN / 
\ 9/8 12th AvenvEe-- J 
\. NO. SEATTLE 2, WASH- 





GIA Correspondence Courses Not 
Yet Approved Under Gl Bill of 
Rights; Members Urged to Write VA 


Under the GI Bill of Rights veterans 
who are eligible for educational benefits 
may now take correspondence and ex- 
tension courses by mail. 

The original Bill of Rights ruled out 
such correspondence courses by requir- 
ing the student’s attendance at the school 
or other training institution, but this 
was changed last December to authorize 
study by mail. Under this revision, the 
administration has now given its ap- 
proval to 38 correspondence schools but 
has not included in the list the Gemolog- 
ical Institute of America’s corre- 
spondence courses on the study of gem- 
stones. 

Members of the Institute and the 
American Gem Society are being asked 
by the executive office to write to the 
Veterans Administration in Washing- 
ton, urging approval of the GIA corre- 
spondence courses in the hope of ob- 





taining students for the Institute from 
this category. Up to the time of going 
to press, however, such approval has net 
been received. 

Under the provisions of the bill # 
interpreted for correspondence course, 
a veteran receives no subsistence allow 
ance as he would if he attended classes 
in person. Also, the total cost of the 
courses he takes must not exceed $500. 


OPA Removes Ceiling from Silver 
Deposit Ware at Industry's Request 


Glassware, china and pottery electt® 
plated with precious metals are n0¥ 
exempt from price ceilings. Exemption 
came after four of the largest manufit 
turers of silver deposit ware -petitio 
the Office of Price Administration. 
petition, filed by Warner & Bir 
New York attorneys, was based on the 
fact that, under the terms of Directi 
68 of the Office of Economic Stabilization 
the items should be exempt. 
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qA plan has been formulated by the 
Metropolitan Jewelers Association to 
have all members join the New York 
State and national associations and a 
large delegation attended the New 
York State Retail Jewelers Convention 
in Syracuse, N. Y. At the May 1 meet- 
ing of the group, a resolution was 
adopted requesting manufacturers, whole- 
salers and importers to quote keystone 
prices in all their advertising. 


q Dr. Ralph J. Holmes gave a lecture 
on synthetic and genuine corundum at 
the May 9 meeting of the New York 
study group of the American Gem So- 
ciety. He showed examples of the manu- 
factured stones in the different stages 
of the process, as well as genuine star 
specimens. 

q Stirred by the plight of over a million 
destitute survivors in Europe, leaders 
in the costume jewelry industry will 
launch a record-breaking rescue drive 
at a dinner on June 12 at the Roosevelt 
Hotel. Sponsored by the costume 
jewelry division of the United Jewish 
Appeal of Greater New York, the din- 
ner will also serve as a testimonial to 
Carl Rosenberger of Coro, Inc., for “his 
outstanding contributions to the in- 
dustry and his untiring devotion to 
humanitarian causes,” in the words of 
Walter A. Yokel, of the Paramount 
Corp., chairman of the division. 

q The Horological Society of New York 
was host to more than 115 watchmakers 
at the May meeting. The feature of the 
meeting was a demonstration of the 
Paulson Time Micrometer, demonstrated 
by Henry Merrit Paulson and Mr. 
Rosenbach, Jean Roehrich was presented 
with the silver card of life membership. 
Mr. Roehrich, just back from a tour 
of Europe, gave a short resume of his 
trip, telling of his meeting with. old 
friends on Earnshaw Street in England’s 
watch center. Productivity is high in 
Switzerland, he said, and the people are 
relatively prosperous. 


q William Korn, head of William Korn 
& Co. designers and manufacturers of 
jewelry displays, trays, backgrounds, 
platforms and mechanical displays, an- 
nounces that his three sons, now back 
from service with the Armed Forces, 
have become members of the firm and 
will join him in calling on the jewelry 
trade. The more frequent contacts with 
customers thus made possible will enable 
the firm to offer a more personal and 
more efficient service. 

The New York showroom heretofore 
maintained by William Korn & Co. has 
been discontinued and all business will 
be transacted direct with the factory 
at 17-21 Elm Street, Buffalo 3, N. Y. 
This will further expedite service to 
the trade and enable the firm to make 
Prompter deliveries and maintain closer 
contacts with customers. 
¢ The employer members of the Jewelry 
Crafts Association will give all their 
production workers who are members of 

€ union vacations with pay on the 
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basis of length of employ. The vacations 
range from 1 week for a worker em- 
ployed for six months to two weeks for 
a worker employed five years or more. 
All week workers employed more than 
six months but less than a year will 
receive five per cent on their straight 
time weekly earnings, but not exceeding 
one week’s pay, based on the employe’s 
regular rate. Vacations will be given 
to all production workers simultaneously, 
to commence on July 1 and end on 
July 15. 

q Joseph Zollman has been appointed 
United States representative of A. Zoll- 
man & Cia., Ltda., Rio de Janeiro, cut- 
ters and exporters of semi-precious 
stones. His address is temporarily 375 
Riverside Drive. 

q Umberto Diagonale of A. Diagonale & 
Son, 116 Nassau Street, is on a buying 
trip in Europe, purchasing semi-precious 
and imitation stones in Czechoslovakia 
and mosaics, cameos and filigrees in Italy. 


Police Officer Receives Annual 
Award of New York Jewelers; Board 
Favors One Year Period for Tax 


Patrolman Arthur Irwin, who helped 
capture a jewelry thief during his off- 
duty hours, received the annual award 
of the Executive Board of Retail Jewel- 
ers Association of Greater New York 
on May 12. Recognition of his deed 
came in the form of a $200 check pre- 
sented to him by Congressman Donald 
O’Toole at the group’s Hotel Commodore 
meeting. 

Officer Irwin was spending a leisurely 
afternoon last April when he saw a 
hold-up man fleeing through Brooklyn 
streets, closely followed by Sol Charak, 
a jeweler who had been robbed and 
assaulted by the thief. Irwin joined 
the pursuit and captured the robber. 
He had previously been awarded a 
watch by the New York jewelers for a 
similar deed. 

Congressman O’Toole, in his talk to 
the jewelers, congratulated them on the 
vigorous work done by the retailers in 
the silver and watch import questions 
but warned them that not enough pres- 
sure was being brought to bear in the 
fight against the excise tax. Washing- 
ton, he said, should be advised on how 
large a group is affected by the tax. 

Sam Jacobson, who headed a delega- 
tion to the City Council which spoke 
against the proposed City sales tax, re- 
ported on the hearing. Asked by Council 
Member Genevieve Earle if they would 
uphold a one year period for the tax 
rather than the three year period up 
for consideration, the jewelers replied 
that they weren’t in favor of any tax 
at all but that they would rather have 
the shorter period. Since passage of 
the tax bill is practically assured, the 
jewelers have committed themselves to 
support a one year period for the sales 
tax. 
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ETERNA WATCH COMPANY 
OF AMERICA, INC. 


MAKERS OF FINE WATCHES 
SINCE 1856 


580 FIFTH AVENUE, NEW YORK 








Telephone BRyant 9-8660-8689 








WEST 430 ST. 
W YORK I8.,NY. 
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PHONE :CHELSE 











CosTUME JEWELRY 
Sold Thru Wholesalers only 


JosEPH A. RICH 
198 Broadway New York, N. Y. 
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TAG & STAMPING CO. 


on 2G RUi elie) 
PARCHMENT, ETC. 


Send for Catalcg 
277 HALSEY ST 


NEWARK 2, N. J. 





Watcu REPAIRING 


ABETTER watch repair service 
to the trade since 1922. 


Let our expert watchmakers help 
you build a successful watch re- 
pair department. We are in a 
position to offer you excellent 
service and good workmanship at 
moderate prices. 

You have our personal assurance 
of a perfect repair for every job 
mailed to us, and we will assume 
the responsibility thereafter. 


Now—all you have to do is to 
mail us your repairs and we will 
return them upon completion at 
earliest possible date. 


NATIONAL 
WATCH REPAIR SERVICE 
150 NASSAU ST. NEW YORK 7, N. Y. 








REPAIRING of JEWELRY 
IN ALL ITS BRANCHES 
Also 
SPECIAL ORDER WORK 
ESTABLISHED 1910 


M. J. STERN 
61 Beekman St. New York City 











COMPLETE LINE OF SIGNET RINGS 
Men's—Boys'—Babies' 
CHOKERS—BRACELETS — MEZUZAH'’S— OTHERS 
— TO JOBBERS ONLY — 

L. FRANKFURT & CO. 

82 BOWERY NEW YORK 13, N. Y. 
Special Casting Dept. to the Trade 











Massachusetts and Rhode Island Jewelers Association 
Stages Comedy of Errors with Fun for Everyone 


Jewelers meetings and outings are 
much in the New England news this 
month, with the Boston Jewelers 
Club annual outing at the New 
Ocean House Swampscott, Mass., on 
June 6, and that of the New Hamp- 
shire Retail Jewelers Association at 
the Hotel Wentworth, Portsmouth 
N. H., on June 30 and July 1, shar- 
ing the spotlight ahead. Just over 
are the annual meeting of the 
Massachusetts and Rhode Island 
Jewelers Association at the Parker 
House, Boston, on May 24, and the 
first dinner-dance of the new Dia- 
mond Peacock Club at the Hotel 
Somerset, Boston, on May 25. The 
Massachusetts-Rhode Island dinner 
drew a large attendance, and the 
distribution of dozens of fine door 
prizes kept things at a lively pitch 
all evening. Ellsworth Read had 
charge of the drawing of lucky num- 
bers for the prizes, and not a few 
amusing “mixups” occurred as, for 
instance, when Mrs. “Bill” Selberg 


Dr. Frederick K. Morris of Massachusetts 

Institute of Technology is shown here on the 

left with John Kennard, president of the 

Boston Jewelers Club at the annual dinner 

of the Mass.-R. |. RJA. Dr. Morris conducts 

the monthly meetings of the Eastern Guild 
of the American Gem Society. 


Mrs. "Bill Selberg, East Weare, N. H., won 

the Elgin watch which had been donated 

as door prize by her husband. Here she 

smilingly hands it over to the holder of the 

next lucky number, Nathan Yaffe, Lowell, as 

"Bob" Abbott president of Mass. & R. I. 
RJA, looks on. 





of East Weare, N. H., won the B)- 
gin watch donated by her husband: 
when “Herb” Stranger’s wife won a 
compact he had donated; and when 
“Ellie” Read’s wife needed one of 
the pairs of nylons far more than the 
spray pin prize she had won. Hasty 
exchanges of prices and_ tickets 
brought joy to three additional win- 
ners, and fun all around. Surprise 
prizes for the ladies at the Diamond 
Peacock dinner brought squeals of 
delight from all the guests. Plans 
for the Boston Jewelers Club outing 
included a sports program for the 
afternoon, weather permitting, and 
entertainment following the shore 
dinner. Officers John S. Kennard, J, 
Gould Cook, ‘and Ellsworth Read 
planned an extensive program, with 
Albert Munnis in charge of sports; 
J. Gould Cook handling golf; F. T, 
Widmer the three-legged race; 
Charles Thomae the soft-ball game; 
Roy Brooks the potato race; Her- 
bert Thomae the bag race; and Gus- 
tav Hennings the tape race. The 
two-day affair in New Hampshire 
promises tops in entertainment. 


Robert Abbott, Wood-Abbott Company, 

Lowell, newly elected president of the Mass. 

& R.1. RJA, left, is congratulated by retir- 

ing president Harold Partridge of Treffrey 
& Partridge, Boston. 


Mrs. Robert Abbott, wife of the newly 
elected president of the, Mass. & R.|. RJA, 
draws the lucky numbers for the door prizes 
from the bag held by Ellsworth Read as 
Harold Partridge, retiring president, looks on. 
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Ross A. Bear, who was counsel for 
many jewelry associations and firms be- 
fore the war has returned to civilian life 
and resumed the practice of law with 
offices at 165 Broadway, New York. Mr. 
Bear assisted in the drawing up of the 
New York State statutes on installment 
selling and frequently testified before 
Congressional committees on matters 


ROSS BAER 





affecting the trade. Mr. Baer was gen- 
eral counsel for the Jewelers’ Enforce- 
ment Committee and the Executive 
Board of Retail Jewelers, Associations of 
New York. In service for over three 
years, Mr. Baer spent 21 months over- 
seas in the European Theater of Opera- 
tions, most of the time in the Ordnance 
Department, and was recently discharged 
with the grade of First Sergeant. 

q Lt. William R. Martin, son of R. M. 
Martin, Decatur, Illinois, jeweler, re- 
cently returned home on terminal leave 
after 15 months’ service in the Air Corps 
as a first pilot, flying B-25 Bomber and 
C-16 Cargo planes in the China-Burma- 
India theater. Piloting the C-46, he made 
174 trips over the hazardous Hump, 
carrying supplies from India to Kunm- 
ing, China; in the B-25 his missions 
from Burma were over and into China 
as far north as Shanghai. He was 
awarded the Distinguished Flying Cross, 
Air Medal, two Battle Stars and Unit 
Citations. After a brief rest he ex- 
pects to become associated with his 
father in business, 

q Chas. Ascherman & Co. of Cleveland, 
wholesale jewelers, announces the return 
of the following men to the companies 
fold: Lawrence Ascherman, former ser- 
geant in the ATC; Leon Korman, former 
sergeant in the Eighth Air Force; San- 
ford Schneider, former sergeant; John 
Wheatley, former Gunner’s Mate Third 
Class, U. S. Coast Guard. These men have 
seen two to three years overseas in the 
service. With the exception of Mr. 
Wheatley, who will rejoin our office sales 
force, they will travel the Pennsylvania, 
Ohio, West Virginia, Kentucky, Indiana, 
Illinois and Michigan territories. 

qW. D. Kuenkel who until his entry 
Into the U. S. Army twenty six months 
4g0 was manager of the Arnold Jewelry 
Company, Ottumwa, Iowa, has received 
his discharge and returned to Ottumwa. 
He has rented ground floor space in 
the Professional Building, corner of Main 
and Market Streets where he will open 
his own jewelry business. As quickly 
a§ extensive repairs can be made and 
fixtures secured he expects to open his 
store which will specialize in diamonds 
and fine jewelry and silver. 
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q Recently returned from three years’ 
service with the U. S. Army, Jack Masin, 
son of Murry Masin, head of Masin 
Watch Company, Inc., wholesale jewel- 
ers, 15 Maiden Lane, New York, has 
rejoined the firm and will call on the 
retail trade with the company’s nation- 
ally advertised lines of jewelry. 


q Lieutenant Walter Lampl, Jr., recent- 
ly honorably discharged from the United 
States Army, has again resumed his ac- 
tivities in the firm of Walter Lampl, 
608 Fifth Avenue, New York City. Lieut. 
Lampl, as a member of the judicial staff 
of the Army, was stationed at the Nurem- 
berg trials in Germany. Before enter- 


WALTER LAMPL, JR. 





ing the Army Lt. Lampl made many 
buying trips with his late father, and 
was being groomed by him to take over 


the creating and buying activities. 


q Abraham and William Goldrich, sons 
of Charles Goldrich, jeweler at 4405-13 
Avenue, Brooklyn, are back home again 
after both having been overseas. Abraham 





ABRAHAM AND WILLIAM GOLDRICH 


Goldrich served with the famed Forty- 
second “Rainbow” Division while his 
brother served with the field artillery. 
Both were sergeants and both plan to 
join their father’s business. 


q Two discharged war veterans, Wilbur 
Zweig and Louis J. Meyers, have opened 
a jewelry store at 820 South Clinton St., 
Fort Wayne, Ind. 
discharge, he has been engaged in the 
jewelry business in Muncie, Ind. Mr. 
Meyers was formerly employed at a 
local jewelry 
jewelry store in Kokomo, Ind., three 
years before army service. 


Since Mr. Zweig’s 


store and managed a 


FOR SALE 


a large stock of fine, brilliantly cut 
doublets, of which a few are listed below, 
at attractive prices. 


STONE 
SIZE COLOR AMOUNT PRICE 
37 sapphire 20 doz. @$ 9.00 per doz. 
44 “ 6 “ $12 00 “ “ 


44 amethyst 5 “ Sizge * 
emerad& 3 “ $1200 “ “ 
topaz 

45 amethyst 31 i $12.00 “ “ 

45 emerald 212 “ saa" * 

45 sapphire 11 “ $1200“ “ 

46 emerald 6 = Sua." * 

46 sapphire 7 “ $12.00 “ “ 

47 emerald 134% “ sage *. * 

47 ruby 2 " $18.00 “ “ 


Each paper of stones to be sold in its entirety 


M. J. STERN 


61 Beekman St. New York 7, N. Y. 














ENCRUSTERS 
STONE ENGRAVERS 
Ruby and Onyx Drilling 
Special Orders 


BRAUNFELD & MEHLMAN 


108 Fulton St. New York 7, N. Y. 

















mw WATCHMAKING @ 


Construction, repair, adjustment 
New C-mplete Practical Course in Horology 
For beginners and profes- 
sional repairmen. All essen- 
tial steps. Theory, opera- 
tion. Many test cases. Full 
coverage of tools, mate- 
rials. Fully illustrated. 
Only $2.75 postpaid. Money 
back guarantee. 

We supply tools, materials at lowest cost 
MODERN TECHNICAL BOOK CO. 
Dept. MCK, 55 W. 42nd St., New York 18 


We specialize in all books on 
Watchmaking, Jewelry, Metal- | 
craft, Gems. Free catalogue. 




















PLATINUM CASTING 
Specializing in Ring Mountings 
CLEANER RESULTS 
Filing and Polishing if Desired 
HARMONY JEWELERS 


60 Branford Pi. Newark 2, N. J. 














ATTENTION 


MANUFACTURERS & JOBBERS 
Depend on us to do your contracting 
Our jalty is Lodies’ & Gents’ 
ast Rings and Findings 
Prompt ond Courteous Service 


SUPERIOR JEWELERS 


170 East Sist St. New York 22, N. Y. 
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ATTENTION ... 


Manufacturers—Jobbers- 
Retail Merchants .. . 


who have any surplus merchandise pertaining 
to the jewelry business. We are in the position 
to sell your surplus or discontinued merchan- 
dise for you, and get the TOP DOLLAR. 


We conduct an AUCTION SALE monthly and 
we have a fine clientele of over 100 good live 
buyers that attend our sales and are fighting 
for merchandise. 


We invite you to come up and attend our 
sales and see how they are conducted. 


— OUR CHARGE IS VERY NOMINAL — 
¢ NO LOTS TOO LARGE OR TOO SMALL e 


e Industrial Natl. Bank of Chicago 
Ref: Jewelers Board of Trade 


HARRY WEISZ & CO., Auctioneers 


39 S. State St. Chicago 3, Ill. Dearborn 1684 














l ” I 4% 
24X 3%4 
WITH THIS BIRTHSTONE AND 
WEDDING ANNIVERSARY 
POCKET ADDRESS BOOK 
Make your store opening more successful. Bring in 
the crowds for a free gift and distribute this Address 
Book made especially for you. Your advertising mes- 
sage in gold on the leatherette cover. Charts of birth- 
stones and wedding anniversaries on the inside covers. 
Ample supply of pages for names, addresses, tele- 
phone numbers and memoranda. Prices for large dis- 
tribution, naturally. Send today for samples and prices 
Complete line of advertising gift items. 


TICTOR £. LEDERER CoC. 


125 WEST 33rd STREET, NEW YORK 1, NEW YORK 





PERUVIAN 
STERLING SILVERWARE 


925 fine 
Handmade Bracelets and Pins of 
east or filigree silver. 


Household Toods, cutlery etc. 






Orders attended by Air Express 


Write by Air Mail to 


ENRIQUE KAUFMANN ROOS 


P.O.B. 886, Lima, Peru 











LOOSE CULTURED 
PEARLS 
First Quality in Quantity 


THE ALBERT FAIR CO. 
30 Rockefeller Plaza * New York, N. Y. 
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Two Old-Timers at J. R. Wood Feted by Ten-Year Club on 
Their Fiftieth Anniversary with the New York Firm 





Members of J. R. Wood & Sons’ Ten-Year Club gathered at the Waldorf-Astoria to honor 
two fifty-year men, Frank D. Maher and Herman J. Diemer. 


Frank D. Maher, credit manager, and 
Herman J. Diemer, chief gold melter, 
each celebrated, last month, their 50th, 
or golden anniversary, in the employ of 
J. R. Wood & Sons, 216 E. 45th St., 
N. Y. C., the country’s oldest and larg- 
est wedding and engagement ring manu- 
facturers. 

Through Mr. Diemer’s hands _ has 
passed, during all this time, a huge 
fortune in pure gold with an approximate 
value of at least $200,000,000. Through 
Mr. Maher’s hands also has passed a 
fortune in cash which has paid for the 
rings that came out of that gold. 


Both employees were honored Thurs- 
day night, May 16, in the Perroquet 
Suite of the Waldorf-Astoria, by the 
members of the Wood Company’s Ten- 
Year club. This organization consists 
of 64 employees with a total of 1,456 
years of service. Incidentally, J. R. 
Wood itself has been serving the brides 


‘of the nation for 96 years. 


The Wood Company’s big bonanza, 
Mr. Diemer himself has fixed in his 
fiery crucible with alloys and he has 
seen it emerge from his mould as the 
bar stock from which Wood rings are 
made. Diemer is not only the top “gold 
mixer” in the country but in his own 
shop is king-pin because on the quality 
of the gold he mixes depends the quality 
of the finished ring product turned out 
by the press punchers, the “chasers” and 
engravers and_ polishers. 

















































Above photo shows Mr. Diemer (at left) 

and Mr. Maher handling specimen bars of 

gold—they are worth $10,000 alone! Both 

men have handled precious bars like these 
for half a century. 


Diemer is not particularly impressed 
with the glamour of his job. To him 
pouring gold is simply pouring gold. 
He lives in a quiet suburb of New York 
but prefers not to have his address men- 
tioned. 

Mr. Maher, who is 64 years old, en- 
tered the employ of J. R. Wood in 189% 
when its factory was at 21 Maiden Lane. 
That was at a time when Maiden ‘ane 
was the very heart of the jewelry world. 
At the age of 24 he became assistant 
credit manager; a few years later, credit 
manager. He lives at 46 Central Blvd, 
Mount Vernon, N. Y., has 3. children 
and 9 grandchildren. 





Toronto Conclave of American Gem 
Society May Be Cancelled Due to 
Apparent Lack of Interest 


The post-war conclave of the Ameri- 
can Gem Society which had been sched- 
uled for August 22, 23 and 24, in To- 
ronto, Canada, may have to be called 
off because of apparent lack of interest 
on the part of members, 

According to a postcard mailed by 
the Society on May 20, only about two 
per cent of the members have replied 


to the notice informing them of the con- . 


clave and asking for reservations. Un- 
less indications of sufficient attendance 
is received by June 8, it will probably 
be decided to cancel the event for this 
year, according to this latest notice. 











Newark Jewelry Workers Start 
Softball League to Foster Closer 
Relationship Between Employees 


In order to foster closer relationship 
between employees of the jewelry indus- 
try, a softball league is being sponsored 
by several of the jewelry manufacturers 
of Newark with the teams starting their 
schedule the first week in May. Keen 
competition has already been evidenced 
among the six aspiring teams registe 

The league includes: Jabel Ring C0. 
headed by Bob Stickle; Larter & Sons, 
headed by Charles Fista; Harry © 
Schick, Inc., John Miller; Schuman & 
Donchi, Inc., Dominic La Motta; Shiman 
Manufacturing Co., Ernst Aufrechts 
Stern Manufacturing Co., Rudy Gill. 
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Rosaries of Palladium 
presented to Cardinals 
By Providence Craftsman 


ries, with the Crucifix, 
SS Medal and Scapular Medal 
ecuted for the first time in 
sang and_ joined together - on a 
ein of gold, went forward from Provi- 
dence recently for presentation of the 
three newly elevated United States Car- 
dinals and Cardinal Tien of China. 

M. J. Karpeles of Providence, Bm. Ey 
who has been making rosaries for more 
than 40 years, designed these palladium 
rosaries especially for the Cardinals in 
this first “white year of the Prince of 
Peace, after the five black years of 


Gift 
Miraculous 


” 
. 


war 





Presentation of the rosary (above) to Fran- 
eis Cardinal Spellman, in honor of his ele- 
vation to the College of Cardinals, marks 
the first time in 500 years that the sacred 
rosary has been fashioned in palladium. A 
gift of Maurice J. Karpeles of Providence, 
R. |, designer of religious objects for 30 
years, the rosary uses palladium in the 
Miraculous Medal beads, Scapular Medal 
decades, and Crucifix, joined on a gold 
chain. 


In a letter accompanying the gifts, 
Mr. Karpeles pointed out that while 
“white palladium is ageless, this marks 
the first time in history it has been used 
for the sacred purpose of the rosary. 

“With sincere respect and my humble 
prayers for you in your new high office, 
please accept this gift of the first rosary 
made in palladium, a rare white precious 
metal,” the letter read in part. “I trust 
Your Eminence will accept this rosary 
in the spirit in which it is given.” 

The letters, addressed to Francis 
Cardinal Spellman, New York; Samuel 
Cardinal Stritch, Chicago; Edward 
Cardinal Mooney, Detroit; and Thomas 
Cardinal Tien, China, closed with wishes 
for good health “in order that you may 
carry on your valuable efforts in be- 
half of humanity. 


Life in Hong Kong 
(From page 395) 


The brighest experience of the entire 
four years came on August 15, 1945, 
when the Japanese surrender was an- 
nounced. Hong Kong was liberated 14 
days later when units of the British 
fleet arrived. Mr. Orlowitz was then 
sent on a British aircraft carrier to 
Sydney where he rejoined his family. 

Mr. Orlowitz arrived in New York on 
March 6 last. He is busily making ar- 
rangements to resume business in the 
Far East—and, this time, looking for- 
ward to it. 
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FTC Mix-Up 
(From page 382) 


The statement of the Commission 


which forms the first section of the Code | 


of Trade Practice Rules for the in- 
dustrial catalog houses specifically states 
that the code does not apply to “catalogs 
used by manufacturers or distributors 
to members of the trade only, for use 
in making purchases of their stock in 
trade.” Thus, the distinction is clearly 
drawn between the type of catalog which 
is used primarily for making sales to 
the consumer by a buying group or buy- 
ing agent which carries no merchandise 
in stock and sells only from the catalogs, 
on the one hand; and the standard whole- 
salers’ or manufacturers’ catalog which 
is used primarily by retailers from which 
to purchase stock, on the other. 


“EXCLUSIVELY WHOLESALE" 


The current catalog of Benjamin Allen 
& Co:, for example, carries on the front 
cover in half-inch high letters, the words, 
“Exclusively Wholesale” and on the fly 
leaf also in large bold type, the words, 
“Sent only to recognized jewelers.” (We 
do not have a copy of the Becken catalog 
on file but presumably it includes some 
similar sort of statement). In any event, 
it is a legitimate trade catalog dis- 
tributed by a legitimate wholesaler to 
legitimate jewelry retailers for the pur- 
pose of aiding those retailers in the se- 
lecting and buying of stock, and not for 
the purpose of using it as a counter 
salesman to sell to the ultimate consumer. 

Attorneys for the wholesalers com- 
plained against have filed answers with 
the Federal Trade Commission, pointing 
out the above and other related facts 
and have asked that in view of these 
facts, the complaints be dismissed. 


The case is an important one to the 
entire jewelry industry, involving as it 
does the historic and established Key- 
stone method of pricing and the equally 
well-established practice of the issuance 
of legitimate trade catalogs by legitimate 
wholesale houses. The final outcome, 
therefore, will undoubtedly have an im- 
portant bearing on the whole future 
course and methods of jewelry dis- 
tribution. 


Wholesalers May Be Selling at 
Illegal Prices, OPA Warns on 
Surplus Goods Sales 


The Office of Price Administration 
has issued a warning that wholesalers 
and retailers of war surplus goods 
may be selling at illegal prices in viola- 
tion of the surplus goods regulation, SO 
122. 

SO 122 requires a wholesaler who sells 
to another wholesaler either to divide 
his markup with the buyer, or to apply 
to OPA for an individual markup. This 
provision also applies to a retailer who 
sells to a wholesaler. Sellers who have 
not complied with this provision cannot 
legally charge more than their net cost, 
the agency stated. 

Most wholesaler’s sales to retailers, 
and retailer’s sales to consumers will 
require markup authorization by OPA. 
These authorizations can be obtained at 
all OPA Regional and District Offices. 
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The only complete course in gemology, 
the science of all gem stones. 

Special courses in diamonds. Courses 
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q In line with plans for expansion, Roy 
Brooks, President of Mauran Watch 
Company, Jewelers Building, arranged 
recently for Miss Mabel Sterling, who 
has been with the firm for 15 years, to 
make her first buying trip to New York 
—a trip reported to have been highly 
successful. Mr. Brooks has been going 
to New York every other week, and now 
plans to stay in Boston a bit more, 
alternating trips with Miss Sterling. 

q Ella Darragh, formerly with the John 
E. Palmer store in Claremont, N. H., 
opened a store of her own in Claremont 
on May 10. 

q E. Poupart, a returned serviceman, 
has opened a new store at 15 Albert 
Street, Adams, Mass. 

q Earl Wilson, Springfield, Vt., jeweler, 
has opened a sporting goods store, en- 
tirely separate from his jewelry busi- 
ness, in Springfield. 

q Leo Munsat, of Rutland, Vt., opened 
a new store in that city on May 10. 

q Out-of-towners seen in Boston jewelry 
trade circles recently included: Mr. and 
Mrs. Burt Howland, of Brandon, Vt.; 
George Romm, of Romm’s, Inc., Brock- 
ton, Mass.; Harry Freeman, Hart 
Jewelry, Quincy, Mass.; Jack Bayer, of 
Claremont, N. H.; Edward Beaulieu, of 
Portland, Me.; Lynn Cross of the W. C. 
Cross Company, Portland, Me.; and 
Stella Bradbury, of Goodfellow’s Barre, 
Vt. 

q Fred Chase, one of the oldtime occu- 
pants of the Jewelers Building, and 
covering New England territory for 
years, has just returned from a Florida 
vacation trip, as hale and hearty as ever. 
q Spring housecleaning has hit both the 
Jewelers Building and the Washington 
Building with a bang. On almost every 
floor, something is being done to make 
quarters larger, or more attractive. J. 
M. Lansky’s place, 903 Jewelers Build- 
ing, is adding new fixtures, lights, and 
is being wholly redecorated. After four 
years’ absence, Miss Selma Lansky is 
returning to assist her father. 

q Operating now under the new firm 
name of Mahar and Engstrom, succes- 
sors to the New Harkins & Murray 
Company, these two popular young men 
have not only expanded the place from 
Rooms 406 and 7 in the Jewelers 
Building to include Rooms 408 and 9, 
but are right in the midst of extensive 
alterations, remodeling, redecorating, 
and generally changing things around. 
New cabinets, new glass partitions, and 
various other fixtures are being added, 
and the place should be a complete 
transformation from the former much- 
crowded quarters when work is finished. 
q J. M. Michelin, 702 Washington Build- 
ing, is expanding into space formerly 
occupied by Frank N. Zabarsky, and is 
doing considerable redecorating. 

q Harry Heller, Inc., 706 Washington 
Building, is also expanding, taking over 
quarters formerly occupied by Nazarian 
Brothers, installing new fixtures, and 
modernizing generally. They are add- 
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ing a new line of sterling silver te 
ware, and Leon Heller, son of Ha 
has joined the firm. The quarters vill 
now occupy Rooms 706 and 1707, 

q The firm of Patrick J. Gill, 709 Wash. 
ington Building, also is remodeling ang 
redecorating its quarters, adding ney 
show cases, partitions, etc. 

q Attesting to the fact that there ay 
Izaak Walton’s aplenty in the jewel, 
trade, the following Vermonters have 
been recorded as doing a fancy bit of 
trout catching when the season opened 
on May 1—Earl A. Wilson, Springfield, 
Don F. Trask, Ludlow; Burt W. Hoy. 
land, Brandon; and William Preston, 
Burlington. Perhaps there were others, 
too, but that’s all who were reported, 

q On the other end of the fishing line, 
and reporting by photograph-finish , 
considerable day’s catch, Leo Rosman, 
of the Hub Material Company, Jeweler 
Building, who just returned from 4 
seven weeks trip to Miami, caught 2 
Bonita, three dolphin, one barracuda, 
and one sail fish. Not bad for one day! 
q Thomas J. Finnerty, who had bee 
with Hub Material Company for several 
years prior to the war, is expected to 
be released by the Coast Guard at any 
time and will be back with the company 
shortly. 

q Armand Sevigny, Eastern representa 
tive for Hub Material Company, wil 
take over the New England and New 
York State territory for the firm shortly, 
q Melvin Lewis, President of Colton, 
Lewis & Company, Washington Bldg, 
is leaving for an extensive European 
buying trip on July 9. 

q Roberts Jewelry Company opened a 
new store in Manchester, N. H., on 
May 9. 

q Gorham Manufacturing Co. has de 
clared a dividend of 50 cents on the 
common stock, payable June 15 to stock 
of record June 1. At the annual meeting 
of the company all officers and directors 
were reelected. 

q The Globe Jewelry and Chain Co 
and the Everfine Jewelry Co. wert 
severely damaged by a fire of unde 
termined origin at 155 Orange St., in the 
heart of the jewelry manufacturing sec 
tion. 

The Federal Court in Providence up 
held the U. S. Patent ruling which gives 
patent rights to a locket catch to the 
late John M. Slain, co-partner of the 
J. M. Hall Company, Providence jewelry 
manufacturers. The suit was brought 
by Ralph Pintarelli, a foreman with the 
company, who claimed he had invented 
the catch. Defendant in the case Wa 
Theresa M. Brogman, the other partner 
in the company who has been assigned 
the interest in the patent by Mrs. Joho 
M. Slain. ; 

q Jewelry robberies in Providence toot 
a spectacular turn when two bandits 
kidnapped the driver of a Spiedel Corp, 
drove the vehicle to another street 
escaped with three packages of 
stock valued at $6720. The truck wa 
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pack to Spiedel Corp. from 


q Miss Lucy L. Leitsinger of the Cry- 
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vill secretary of the Connecticut firm, ap- Peterson’s Jewelry Store, Needham, has EASTERN STAR RINGS 
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has been mailed to holders of 50,000 New England. He has just returned Set Gents Rings, Emblem Pins and 
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are for each share of New Jersey company OFFICERS OF BOSTON BOWLERS | 546 S. Meridian St. + Indianapolis 4, Ind, 
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have pays 7 per cent cumulative dividends, will 
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ton, begin functioning under Connecticut 
ers, laws on July 1. 
‘a 4 The Ruekert Manufacturing Co. which 
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will Providence jewelry stores although at , a a ee eee a a 
lew least one has experienced some easing q Bruce M. Docherty, son of Edgar M. 
tly. in sales of costume jewelry. Those han- Docherty of Budlong, Docherty and ae a Za 
ton, dling electrical goods report that de- Armstrong, Providence ring manufac- | ae a— 
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v they are reluctant to talk because of the War, Bruce Docherty served in the aE oner the’ Iniked Staten 
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ick getting adequate sales help. The with procurement. He attained the rank 
, Mother’s Day volume generally was well of Captain and was awarded the Legion 
ing above last year. of Merit for his outstanding service. 


7 «Myron L. Hinckley of Middleboro, 


Mass. has taken his son into partner- 
Co, ship with him, and the firm will now 
be known as Myron L. Hinckley & Son. 
e { Boardman M. Chase, son of Fred, and 
with B. Aronson & Son, has just re- 


q Harold Trachtenberg, salesman for 
Harry Parritz & Brother, Washington 
Bldg., has just returned from a vaca- 
tion trip to Washington and New York, 
where he called on the trade. 

q Butter and nylon lines have an attrac- 
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" _ from a buying trip to New York tion for many women, and Mrs. Henry 
. - Kamlot, of the Washington Building, is 
a ( “Bob” Brennan, of the Speidel Corp., no exception. In New York recently on 
the is back on the job after having been a buying trip, she spied a line-up. “Is 
he il for more than two weeks. it nylons or butter?” she inquired. When 


no one could answer for certain, the 
decided to join the line. She brought 
home—some very scarce golf balls for 
Henry! 


Ir (Dr. George L. Kelley, brother of 
mM Arthur S, Kelley, treasurer of the Nor- 
the ling & Bloom Company, Washington 
ed Building, has been visiting in Boston 
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recently, Dr. Kelley i 

as y. Dr. Kelley is renowned as one q Albert G. Dugas, of Melrose, moved 

ver of the world”s 60 greatest scientists. A on May 1 from 1 Upham Street to a . (errs COMPANY 
ed former professor at Harvard Univer- new and larger location at 429 Main ae ee ee 
hn sity, he is now located in Oxford, Street. 


England, where he heads a steel plant 
employing some 20,000 workers. 
its (An attractive little purple-covered 
D» booklet containing the by-laws and list 
_ of members of the Boston Jewelers Club 
as 


q Edward B. Perry, controller and assis- 
tant treasurer of Coro, Inc. of Provi- 
dence, R. I., has been elected to 
membership in Controllers Institute of 
America. The Institute is a technical 
and professional organization of con- 
trollers devoted to the improvement of 
controllership procedure. 
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has just been published, the first issue 
. = kind since 1929, Carl Lawton re- 
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q Celebrating its seventieth birthday last 
month was the Schmidt Jewelry Store 
of Washington, Missouri. Founded by 
Joseph H. Schmidt on May 1, 1876, the 
store has been run since 1929 by Mrs. 
Erna Schmidt and Elmar J. Schmidt. 
It is known throughout the Washington 
area’as “the Boss Jeweler” and some 
families have been loyal patrons for five 


| generations. 
| q@ The Jewel Shop, Inc., Union, South 


Carolina, opened for business on May 9. 
President of the company is Ned W. 
Cohen and H. W. Lavallee is manager. 
4M. Van of Moultrie, Ga., recently 
opened a jewelry store in nearby Daw- 
son. 

q The Sterling Shop, “stylists in Sterling 
Silver,” opened recently in Columbia, 
S. C. The store features, in addition to 
sterling, glassware and jewelry. 

q The Ritz Jewelry and Gift Shop of 
Natchez, Mississippi, recently announced 
an expansion program which will ulti- 
mately result in the operation of a chain 
of about seven stores in cities and towns 
in Mississippi. Mr. and Mrs. Archie 
Rosenson, owners of the stores, an- 
nounce that the fourth store in this 
chain will be located in Brookhaven, 
Miss. 

q The Crown Jewelry Company has 
opened for business in the remodelled 
building at 213 East Sixth Street in 
Austin, Texas. It will carry a complete 
line of diamonds, watches, silverware 
and jewelry, it is announced. 

q Earl L. Belt, and his son, Earl M. 
Belt, have purchased the Gever Jewelry 
Company in Palestine, Texas. Earle L. 
Belt was formerly manager for the 
Pratt Jewelry store in Palestine, and 
Earle M. has recently been discharged 
from the armed forces. Mr. Gever plans 
to retire from the jewelry business. 

q For the second time this year, the 
Lande Jewelry Company of San Antonio, 
Texas, owned and operated by A. S. 
Lande, has been robbed by window 
smashers who, on Friday, May 3, threw 
a brick through the display window and 
made off with $200 worth of watches 
and rings. Loot in the first smashing 
amounted to $1,000. 

q Firms utilizing space in New Orleans’ 





Silver Hold-Up 
(From page 381) 


The American National Retail Jewel- 
ers Association is doing its share in 
fighting the bloc, by distributing sample 
advertising to be used by members in 
informing the public about the imme- 
diacy of the need for Treasury silver 
at a fair price. The Silver Users’ Com- 
mittee has pointed aut that only about 
one-fifth as much silverware is in retail- 
ers’ stock as there was four years ago 
and that manufacturers are receiving 
less than five per cent of the silver sup- 
plies they need. These figures are for 
April and all evidence points to a de- 
cline and even a halt within two or three 
months, 

Quick Congressional action is what 
the industry is after and quick action 
is precisely what McCarran and the Sil- 
ver bloc are preventing. ae 


THE SOUTH 








International Trade Mart will obtain 
valuable benefits from a foreign trade 
service bureau operating at the mart ac- 
cording to Clay Shaw, sales manager 
Detailed information as to the needs 
and trends of the Latin American mar- 
ket, and advice on regulations, packing 
shipping invoices, etc., will be supplied, 
This service will be a two-way proposi- 
tion, Shaw explained. Latin American 
tenants of the mart also will get de. 
tailed information as to United States 
market for their products. Between 175 
and 200 firms will have allocated (uar- 
ters in the 80,000 square feet of the 
mart. Thirty-five spaces probably will 
be allocated to Latin American firms, 





Swiss Watch Imports 
(From page 386) 

himself was misinformed, Representg- 
tive Holmes cited Section 350 of the 
Tariff Act to show that the President 
does have authority to limit or stop 
imports. This section provides, “that 
the President may suspend the applica- 
tion to articles . . . of any country be- 
cause of its discriminatory treatment of 
American commerce or because of other 
acts (including the operations of inter- 
national cartels) or policies which in 
his opinion tend to defeat the purpose 
set forth in this section.” The purpose 
is, of course, to expand foreign trade 
and to overcome unemployment. Other 
sections of the law were also cited to 
support Mr. Holmes’ contention. 


PRESIDENT HAS POWER 

He declared that in determining 
whether the President has authority on 
his own initiative to restrict or stop im- 
ports, the question of whether current 
excessive Swiss watches constitute dis- 
criminatory treatment or is one of the 
“ther acts” or the result of a “policy” 
is not as important as the question of 
the effect of these imports on the Ameri- 
can watch industry. It was insisted that 
the excessive imports do tend to defeat 


(Please turn to page 411) 
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Window Smasher Caught with Goods in Memphis Case; Di , Milches, 
Jewelers Security Alliance Instrumental in Recovery Y 3 Tra sli Re Vpvelti 


el & Lowenstein, of Memphis, ten-year sentence in the state peniten- a 
a is the recipient of a check for tiary at Nashville. Waterials, Seolts O Supypslies 
$100 from the Jewelers’ Security Alli- 
ance as a reward for the arrest and Ah 


conviction of the window-smashing thief When Qvaitable: 
Elgins, Westclox, 1847 


, who robbed the Memphis jewelry firm 
last December. The check was distributed 
Community, Seth Thomas 


to those who had taken part in check- 
s in inventories and tracing down clues. 
With the whole-hearted assistance of 











, Memphis Police Department $1,200 ‘ 
ve $6,063 loot was recovered. Manning Bowman Cppliances 
- Embedded in the cushion of an old \\ 
D chair in the bedroom of Clarence Burton, \ 
7 the 33-year-old culprit, police found 7 
$ 92 of the 56 diamond rings which were ‘ 
5 taken from a display window. NU; 
a "Using a newspaper-wrapped _ brick San lg 
e Burton broke the window which imme- , Pn? Fractically everything sold i Gadtintetene 
ll diately set off an alarm that brought Memphis Press-Scimitar a 2 

the police to the scene in a matter of cranton, Tenna 

minutes. ; A newspaper-wrapped brick did the trick. > . Wholesale” 

Lt. Raymond Byrum, of the Memphis Clarence Burton heaved it through Perel & Caclusively 

Police was greening helpful in find- Lowenstein's window and made off with esti- 

ing the thief. Burton is now serving a mated $6000 worth of ri : " fi 
= i Ee Prompt Mail Service 
lers Giving G ly ¢ d t ditions he had d pmrces oan 
| Jewelers Giving Generously to esperate conditions he had witnesse 
P “h Appeal Fund, Ben Lazrus abroad as an army major and later as GOLDBERG & POSSOFF 
t Jewish App pai : a civilian observer on a special mission, SUCCESSORS TO 
é Reports at Division Meeting and concluded his address with a stirring o:aniee 4 
é ' appeal to his listeners for unstinted aid . SOL & CO. 
i ; — ya Ml gle nme rd - to the survivors overseas. “There is no 124 South 8th Street 
Soacliten area gathered for dinner time to lose,” he declared. “The fate made t, Ge. 
» | May 2 at the Hotel Plaza and em- | Of thousands hangs on your decision | | WATCHMAKER'S TOOLS & MATERIALS 
¢ phasized their support of the four agen- —— , ’ JEWELER'S FINDINGS & SUPPLIES 
e cies of the United Jewish Appeal of Details of the dinner had seriously DISTRIBUTORS 
e Greater New York by _ substantial occupied the energies of the various 
. pledges to the 1946 campaign. ‘The officials of the division, who included, in Kao eo eae 
0 | chairman of the Jewelry and Allied | “dition to chairman Lazrus and Dinner KESTERMAN - BANDS - WRISTOCRAT 

chairman Weill, Co-Chairman Alexander 











Trades Division of UJA, Benjamin : . 
Lazrus, of the Benrus Watch Co., who S. Arnstein and Aaron Sverdlik, and 


is also Gifts Chairman of the city-wide | ‘Sseciate Dinner Chairman Harry D. | (SSA @A\ GQ a yom Omni 


g campaign, presided and d at Henshel. 2 
hs ix ge Ohie pile waiting Gn in Associate chairmen are Charles Bar- Watches & Jewelry 





. keeping with the unprecedented needs nett, Arde Bulova, Benjamin Eichberg, 

t this y ‘d oe ioe sa eg Roagena Max Gershberg, Mendel Haber, Stephen 

; istered over last year’s giving. The to- W. Hofman, Isidore Lipschutz, Herbert 

; tal announced that night was $611,900. Ollendorff, Jacob H. Schaeffer, and 

ft The division’s share of the UJA’s Charles Wolf and Alfred Wyler. 

. city-wide quota of $35,000,000 is a mil- The following have been active in the 

t lion dollars, and Mr. Lazrus declared | drive as Division Chairmen: 

t that he had no doubt the industry would Diamonds-Adolph Adler, Max Fine, 
no or exceed that amount before Edwin Freudenheim, Charles Gutwirth, 
nis was written to this year’s drive Lazare Kaplan, David Lubell, Jack Sig- [ : S on e 

tj among jewelry men. man, nt Torezyner; Platinum, Dia- ° a O U IS 5 CKES9. 4 
Milton Weill, of the Arrow Manufac- mond Jewelry—Louis Heyman, Maurice 1011S Chestnut St Malirveralealr 
turing Co., dinner chairman, introduced Tishman; Pearl and Stone Dealers—Isi- 22 West 48th St New York 
Mr. Lazrus, who then presented to the dor Lassner, Leopold Nathan, Herman 
audience Edward M. M. Warburg, chair- M. Paskow, Max Stern; Manufacturing 





man of the over-all 1946 campaign of Jewelers — Edward J. Gross, Myron i 
UJA. Mr. Warburg first described the Jackson, William B. Ogush, David YARD fF. BROGAN 
Schapiro; Diamond Dealers Club—Her- 


man Dreiblatt, Jacob M. Frachter, Manel, Sf Disti tive Di ond ; 
Philad hia Charles M. Gutwirth, Albert J. Lubin, all Wedd; 
elp College of Horology David Maringer; Diamond Center— Mountings ing Rings 
Joseph Akselrod, Osias Grossfeld, Alex- % ’ 
MWELERO AMO Emanavens ander Jospe, Elias Stern, Jacques 805 Sansom Streets. Philadelphia 


Torezyner; Watches—Samuel Epstein, 
Broad and Somerset Streets Ira Guilden, Morris Hoffman, Oscar M. 


PHILADELPHIA, PA, Lazrus, S. Ralph Lazrus, Herman Leh- | | CENTRAL WATCH MATERIALS 
man, Joseph Lipschutz, Norman M. Mor- & SUPPLY co INC 
i] ° 


ris, Morton Ollendorff, Samuel Pearl- 
man; Watch Attachments—Max Jacoby, Watch Materials — Jewelers Supplies — 
BOWMAN David Kay, Sol Lasko, Morris Sherry, Watch Cases and Dials to Match 
Technical School Tobais Stern; Case Manufacturers— 
Courses fer Success for Harvey S. Dinstman, Jacob Podel; Job- | | SPRING RINGS and SISTER HOOKS 
Watchmakers bers—Lawrence B. Malawista, Richard In sterling silver and yellow gold filled 


Engravers, Pg Polumbaum, Ralph W. Sabin; Downtown JUMP RINGS 


















































“Help Yourself, to a Better Jewelers — Albert Bookbinder, Samson in sterling silver and yellow 
57 Years’ Service JOHAR J. BOWMAN, Director Hittner; Smelters and Refiners — H. 134 So. 8th-Stree?, Phila. 7, Pa. 
pea Bowman Bidg., Lancaster, Pa. James Stern. 4 
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ALWAYS USE 
THE NEWALL 


‘ “Finger Print’ System 


WHEN SELECTING 


SWISS WATCH aN 


MATERIAL (yu 


Order From 
Your Jobber ah 


THE NEWALL MFG. CO. 
CHICAGO 2, ILLINOIS 











DIAMONDS 


... all sizes 
and qualities 


Memo Selections to Rated Jewelers 


Write, Phone, or Wire 
AMERICAN 
DIAMOND SYNDICATE 


Ve ve... Ch ago 





GCold=Silver 
DLATING 


“ASK ABOUT” 


[HODAN IZE 


TRADE MARK REG. U. S PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


10 S. Wabash Ave., Chicage 3 CENtral e069 




















WATCH DIALS 


REFINISHED 


MICHIGAN DIAL REFINISHING Co. 


612 METROPOLITAN BLDG. 
DETROIT, MICH. 
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q There was an unusually large at- 
tendance at the combined monthly 
luncheon and annual meeting of the Chi- 
cago Jewelers Association because of 
two attractive numbers on the program, 
the election of officers and a talk on 
golf by Tom Walsh, professional of 
Westgate Valley Golf Club. President 
Thomas G. McMahon, Thomas J. Dee & 
Co., recently returned from _ several 
weeks sojourn in California received a 
hearty welcome. The treasurers report 
snowed a cash balance of $9,138.64. 
Irving Jensen, National Jeweler, re- 
ported for the golf committee that the 
annual outing has been set for June 
18th, a later date than usual to avoid 
rain. It will be held at Westward Ho 
Country Club. Vincent Newman, Jewel- 
ers Board of Trade, of the membership 
committee submitted seven approved 
names all of which were elected to mem- 
bership. They are: Kesterman Bros., 
Mfg. Co., Providence; McGraw Electric 
Co., Elgin; Schuman & Donchi, Newark; 
Reichman Bros., New York; Fred Selt- 
zer, Chicago; D. Ornstein, New York; 
Louis Swartz & Son, Chicago. R. S. 
Hulbert, Oneida, Ltd., reported for the 
nominating committee and the following 
officers were elected: President Charles 
G. Brown, Stein & Ellbogen Co.; vice- 
president, John N. Biggins, Elgin Na- 
tional Watch Co.; treasurer, Mead Mont- 
gomery, M. A. Mead & Co.; Directors 
to serve two years are Jack Allen, F. 
H. Noble & Co.; Marshall Spies, Spies 
Bros., Inc.; Leonard Lewy, Lewy & 
Goodman Co.; Coby Knights, Ball Com- 
pany. David E. Newman, D. E. New- 
man Co., was elected for one year, 
replacing Harry Mitchell, Mitchell & See- 
back, who resigned. The other one year 
directors are Ed. Cain, E. Cain & Co.; 
Thomas F. Monk, Westclox; Ben Teitle- 
man, Teitleman-Danzinger, Inc. After 
Mr. Brown had taken his obligation as 
president and received the gavel and 
jewels of office from Mr. McMahon and 
expressed his appreciation of the honor 
he presented Tom Walsh who gave a 
talk on golf, its ethics and technique, 
using motion picture close-up of prom- 
inent golfers. 
q The Chicago Horological Guild held 
a very interesting meeting in the Em- 
bassy room of the Morrison Hotel on 
April 26. Principal talks of the evening 
were made by Brooks Dodson, president 
of the Northern Indiana State Guild, 
who discussed association affairs, and 
Wm. Pillath, Jr., Chicago representative 
of American Time Products, who ex- 
plained the functions of the Watchmas- 
ter and pointed out its efficiency and 
time saving advantages. 
q The promotion and operation of the 
Jewelry Training Service, a school of 
instruction in watch and jewelry repair- 
ing, has been taken over by three jewelry 
organizations of Chicago—Chicago Jewel- 
ers Association, Credit Jewelers Associa- 
tion of Chicago and the Manufacturers 
Association of Chicago. James H. 
Swartchild, Swartchild & Co., heads the 
committee in charge of raising in the 
trade an estimate $12,000 which will be 
required this year in addition to the 
tuition of $15.00 a month for evening 


CHICAGO 


classes and $37.50 for day classes, The 
government pays the cost for Veterans 
Associated with Mr. Swartchild we 
Hyman Wein, president of Clinton Wat, 
Co., Charles G. Brown, Stein & Elbogen; 
Benjamin Sacks, executive secretary af 
Chicago Credit Jewelers Association; 
Henry Brookstra, R. Haefliger & Co, 
Jacob Berg, Nathan & Berg. The school 
which was established in 1942 by a fey 
members of the trade headed by yy 
Wein and was financed and administered 
by the Jewish Vocational Service 
a non-sectarian basis until recently when 
it became evident that the financial 
burden was too much for one organize 
tion. The school was located at 17 V, 
Wabash Ave., but larger quarters have 
been secured at 226 N. Wabash Ave. 
Operation of the school will continue to 
be under the direction of Mr. Charles 
Goldstein. 


Chicago Credit Jewelers to Help 
Staff Vet Watchmaking Classes 
At Local V. A. Hospitals 


May was a double header month for 
the Chicago Credit Jewelers Association 
which held its regular monthly dinner 
meeting at the Standard Club on the 
second and the annual dinner dance 
in the Terrace Garden of the Morrison 
Hotel on the twelfth. At the dinner 
meeting Dr. Lewis B. Newman, for 
four years in the Navy and now a mem- 
ber of the medical staff, Veteran Ad 
ministration, at Hines Hospital, deserib- 
ing what is being done in the medical 
department toward the rehabilitation of 
injured men, not only physically but 
mentally and socially. Of interest to 
jewelers was the proposal to install a 
watch repair shop. Dr. Newman stated 
that C. & E. Marshall Co. had donated 
benches and tools and asked for a 
sistance in setting this up and providing 
men to instruct. A number of members 
promised assistance by sending their 
watchmakers to the hospital to instruet 
the men and give whatever assistance 
is required. 

Herbert Cohn, Linn Jewelers, 6400 
Cermack Road was elected to member 
ship. President Phil Martin named 4 
nominating committee to report at the 
June meeting when new officers will 
elected. 

More than 400 members and guests 
attended the dinner dance to enjoy #@ 
excellent dinner, fine music and a top 
floor show arranged by Dave Martin and 
his committee. 


Gordon Jailed 

(From page 381) 
courage of U. S. Attorney Thorron wh? 
prosecuted the case with vigor and 
ability.” 

Mr. Murphy’s capacity at the trial was 
as “amicus curiae” or “friend of 
court.” He did much of the spade work 
on the case and it was largely thro 
his efforts that Banning was fin 
given a chance to identify Gordon it 
court. 
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ry Segall, who operated a jewelry 
p beg Baltimore, Md., for 14 years, 
has opened a new jewelry store at 6011 
W. Pico Blvd., Los Angeles. 

Martin M. Slaton who owns the Dodds 

Jewelry Store in Burbank, Calif., has 
opened the second of his contemplated 
chain at 1029 San Fernando Rd., San 
Fernando, Calif. 
4 Jack Hartfield and Wm. Friedberg, 
operating @ jewelry store under the 
name of Hartfield’s Jewelers, just opened 
at 10 W. Center St., Anaheim, Calif. 
The location is the same as the jewelry 
store run by Mr. Friedberg’s father 
from 1905 to 1930. Both partners have 
just been released from the service.: 


4 Budd Rosenberg, vice-president of 
Gensler-Lee, California jewelry chain, 
celebrates his 25th year of service with 
the organization this month. 

In charge of advertising, sales and 
merchandising, one of his major interests 
is designing and building of the new 
stores that Gensler-Lee have opened in 
the past months in California at San 
Pedro, Santa Cruz and Palo Alto. They 
now operate 26 stores in the state. 

Before joining the Gensler-Lee or- 
ganization Rosenberg operated an ad- 
vertising agency of his own. 

q Robert B. Stuart recently released 
from the Navy has joined his mother 
in operating their jewelry store in Bur- 
bank, Calif. His father Paul Stuart 
passed away while Robert was in the 
service. 

4 Everitt Wilson, who was connected 


with the Meyer Jewelry Co., Kansas - 


City, Mo., for 15 years has opened a 
retail jewelry store at 340 °W. Garvey 
Ave., Monterey Park, Calif. 


4 Recently acquired space at their pres- 
ent address gives the House of Charms, 
48 S. Hill St., Los Angeles, over twice 
the space for their shipping and stock 
rooms. Rapid expansion of the busi- 
ness made this move necessary accord- 
ing to President M. Sater. 


q The Jewelers Service Co., specialists in 
repairing expansion bands and bracelets 
for the trade have moved from 448 S. 
Hill St., Los Angeles, to larger quarters 
at 355 South Broadway, L. A. 


q Charles W. Stooke, a former lieutenant 
in the Navy, is now connected with the 
zane Company, San Diego jewelry 
™m. 


( The Zweng Jewelry and Gift Mart at 
12232 Ventura Blvd., North Holly wood, 
is planning a complete remodeling of the 
store with more emphasis placed on the 
gift merchandise, Leslie F. Sweng, the 
Proprietor, operated a jewelry store in 
Bloomington, Ill, for 15 years before 
making North Hollywood his home. He 
8 assisted in the store by both his wife 
and daughter. 


( Gray’s Jewelers, who have operated a 
Jewelry store at 5869 S. Vermont St., 
los Angeles, for 15 years have just 
opened a branch store in Lynwood, Calif., 
according to owner Ernest F. Gray. The 
hew store is managed by Harold C. 
Gray. 

4 Haney’s Jewelers have taken over the 
Colnin Jewelry Store at 911 Van Ness 
Ave., Fresno. Myron M. Haney was 
Previously in the Helm Bldg. while Mr. 
-olnin has retired from business. 





Warren, Henshel Describe Vet 
Rehabilitation Plan to Catholic 
Vets and Michigan Horo Group 
Ray F. Warren, vice-president in 
charge of advertising of the Bulova 
Watch Company, addressed the Catholic 
War Veterans on Thursday evening, May 
9, at a meeting held in the Grand Ball- 
room of the Hotel Pennsylvania. 
Approximately 2,000 people were gath- 
ered to hear Mr. Warren explain the 
Bulova Plan for Rehabilitation of Dis- 


RAYMOND F. WARREN 





abled Veterans. A specially prepared 
motion picture of the Joseph Bulova 
School of Watchmaking was shown. Mr. 
Warren’s speech was the first of a series 
planned to organize American industry 
to help the disabled veteran. 

Colonel Harry D. Henshel, vice presi- 
dent of the Bulova Watch Company and 
trustee of the Joseph Bulova School of 


HARRY D. HENSHEL 





Watchmaking, flew to Lansing, Michi- 
gan, to address the Michigan Horolog- 
ical Association on Sunday, May 5. 

Speaking about the Bulova Plan for 
Rehabilitation of Disabled Veterans be- 
fore an audience of 300, Colonel Henshel 
urged American industry to heed the 
Bulova Plan and aid the disabled vet- 
erans. 





Twenty-four Karat Club of N. Y. 
Announces Golf Tournament for 
Membership at Essex County Club 


At the regular meeting of the Twenty- 
four Karat Club of the City of New 
York, held at club headquarters on May 
6 it was announced that the Golf 
Tournament will be held for members 
only at the Essex County Country Club, 
West Orange, New Jersey, on June 25. 

Plans for holding a fourth gathering 
of the club during the year were also 
discussed and August Packer was ap- 
pointed chairman of a committee to 
arrange for a clambake to be held dur- 
ing the early part of September. 

Four new members were admitted to 
the club. They are: Martin Untermeyer 
of Untermeyer & Robbins; Walter J. 
McTiegue of Walter J. McTiegue & Co.; 
Herman Eldot of Eldot & Co. and Alex- 
ander Harris of Ronson Art Metal Co. 








EXCLUSIVE 
DESIGNS 


FINEST 
QUALITY 


14K GOLD AND GOLD 
ON STERLING SILVER 
PINS — EARRINGS 


COMBINATION SETS 


Write for Our New 
IIlustrated Catalogue 
WHEN IN CHICAGO VISIT ouR 


HANDSOMELY APPOINTED SHOW- 
ROOMS 


JOHN J. CERKOFF JEWELRY CO. 


Suite 1600-5 No. Wabash Ave. 
CHICAGO 2, ILLINOIS 








ROSFELDER 


BROS. AND CO. 
MANUFACTURERS 


Special Order Work 


413 RACE ST. 
CINCINNATI 2, OHIO 
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Qik Serrice 


Harry Greenwold Co. 


> th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 


CELLINICRAFT Jewelry 


HEHANEIE TONS Jones s 


hI INS @ 

Lines of quality and style that give you prc- 

tected profit. You can recommend these lines 
to your customers with confidence. 
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GERWE-BROWN CO. 
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WE specialize in special 
order work. Send us your 
specifications. We'll sub- 
mit a design without 
obligation. 


THE SCHUMER BROTHERS CO. 


Manufacturing Jewelers 


5 E. Third St. Cincinnati, Ohio 
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LITWIN & SONS 
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q Louis Hummel, 4th & Vine St. jeweler, 
recently returned from a Florida vaca- 
tion. His son in the air forces is ex- 
pected back soon. 


4 Gus Kubnheim, with D. Jacobs Sons 
Co., who has been sick is now up and 
about again. 


4q The top bowler of Carroll’s Bowling 
Team is still Cliff Flint who rolled a 
score of 265. 


4q William “Bill? Owens, one of the 
Gerwe-Brown salesmen in Tennessee and 
the South reports things are going “great 
guns” with him. 


q Ray Stetler of Detroit is now con- 
nected with Ed Herschede, Jr. 


q Elmer Kaesling who was transferred 
from the J. C. Hockett Store in Madison- 
ville to Lange’s on Vine St. has returned 
to the Madisonville store and Carroll 
Sauer has taken over at Lange’s. 


q John Gerwe and George Brown of 
the Gerwe-Brown Co. recently returned 
from an eastern trip. Mr. Gerwe has 
just returned from a sojourn in Florida. 


4q Geo. Hobey who formerly was with. 


Lange’s on Vine St. is going to asso- 
ciate himself with Carroll Seghers—Fifth 
& Main St. Jewelers. 


q Sidney Doppelt, formerly with Sam 
Fox, Inc., Mansfield, Ohio, is now under- 
going tutorship to become a new addi- 
tion to the me force of the Twentieth 
Century Co. He will cover the Ohio 
territory exclusively. 


q Twentieth Century Co. has just re- 
modeled its present location. They have 
emphasized in their remodeling job the 
display and office room which makes 
out-of-town visitors more comfortable 
and able to see their complete line bet- 
ter. 


4q Ed Herschede, Jr. has announced the 
formal opening of his new store in the 
Keith Building. He is carrying a com- 
plete line of diamonds, gems, watches 
and jewelry. 


q Phillip Wasserstrom has opened a 
jewelry store in Port Clinton, O., in 
the building formerly occupied by the 
Ward Sisters’ store. 


q Jay’s Jewelers, Inc., Cincinnati, has 
been incorporated under Ohio laws with 
authority to issue 250 shares of no par 
value common stock, principals being 
Jack Golde, Sara Golde, and Samuel L. 
Chalfie. 


q Tom Canton, well known in Colum- 
bus, O., jewelry circles, has opened a 
modern jewelry store and watch re- 
pair service at 2448 No. High St., Col- 
umbus, O. 


q Mrs. Jack Baker, Lansing, Mich., who 
operates two jewelry stores in that city, 
has opened a similar store at 1022 South 
Calhoun St., Fort Wayne, Ind. George 
Rye, formerly with Michigan State Sales 
Tax Division, has been named manager 
of the new store. Mrs. Baker has been 
in the jewelry business for 25 years, and 
also operates leased jewelry departments 
in ladies’ ready-to-wear stores. 


q Louis, Philip, and C. N. Hetzler, 





brothers, all of Peru, Ind., have pur. 


CINCINNATI 





chased the Ohmart Jewelry st 
Wabash, Ind. 7s 


q Civilian 


Production 


Administration 


has approved a $2,500 remodelling Proj. 


ect for Kahn Jewelers, 


Columbus, O. 





24 No, High St, 


Jewelers Mutual Fire Insurance 
Elects Directors for Next 2 Years 


At the annual policyholders’ mee 
held on May 8 at the Schroeder Hotel in 
Milwaukee the National Jewelers Mutual 
Fire Insurance Co. elected as directory 
to serve two years: J. P. Hess, Fond dy 
Lac; H. F. Stecher, Milwaukee; I, w, 
Andersen, Neenah. Holdover directors 
are: J. R. Chapman, Oshkosh; T, J, 
Dale, Kenosha and Henry Rank, Mil 


waukee. 


Reports 


from 


Officers and 


auditors indicate the company is in ¢ 
strong position financially with cop. 
tinued increase in number of policy 
holders served. The proposed new block 
policy with complete insurance cover. 
age for jewelers was discussed but no 
definite date was decided upon when this 
form of policy will be introduced. Fol- 
lowing this meeting the directors met 
and reelected all officers, namely presi- 
dent, E. R. Fuchs, Milwaukee; vice- 
president, Sam Dalin, West Allis; secre- 
tary, A. W. Anderson, Neenah; assistant 


secretary, I. 


W. Andersen, 


Neenah; 


treasurer, H. F. Stecher, Milwaukee, 


London Letter 
(From page 385) 


have to use the older and less fit sec- 


tions of the 
Douglas 


Anstey, 


community. 


president of the 


B.J.A., says permission from the Board 
of Trade to make more jewelry for the 
British market is an urgent necessity. 
Surely, he says, it is better to launch 4 
new fashion on the home market and 
get quick reaction and criticism, tha 
to rely on the belated opinion of cu- 
tomers thousands of miles away. 
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THE D. JACOBS SONS CO. 
Wholesale Jewelers 


811-13 RACE STREET 
CINCINNATI 2, OHIO 


DISTINCTIVE 


JEWELRY 
WATCHES 
DIAMONDS 
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tetter to the Editor 
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Lost Wax Process 

Editor, JEWELERS Crmcutark KEYSTONE: 
In your April issue of the JEWELERS 

Cmc Keystone you have an article 

by Floyd McKnight about the Lost-Wax 
rocess casting system, giving credit to 

t. G. Jungersen as the originator of that 


— as a matter of record I want 


ou that I have been using 
oot pore in my plant since 1929, and 
have cast platinum rings as early as 
1931. This fact is known to a great 
sewelers in the city. I can verify 
all this with documentry proof. 
For the sake of truth, I would ask 
you to publish this letter. 
Yours truly, 
Cuarites Binsavum, 








New York, N. Y. 


ar ae 











Kocher Reports Gratifying Response 
To Catholic Charities Appeal; 
Cardinal Praises Work of Group 


Walter Kocher of 9 Rockefeller Plaza, 
chairman of the Jewelry Division of 
the Special Gifts Committee for the 1946 
Fund Appeal of New York Catholic 
Charities, announces gratifying response 
in his collections to the appeal by mem- 
bers of the jewelry trade. Mr, Kocher 
recently returned from Switzerland. 


The Special Gifts Committee, headed 
by John S. Burke, president of B, Alt- 
man and Co. as chairman and John 
A. Coleman, chairman of the board of 
governors of the New York Stock Ex- 
change as executive chairman, is a com- 
mittee within the Cardinal’s Committee 
of the Laity. Its special appeal to the 
public is made in view of the wide com- 
munity service rendered by the 186 mem- 
ber agencies of Catholic Charities. 


"CONSTANT GENEROSITY" 


“In a recent letter, written to all 
Catholics of the Archdiocese,” Mr. 
Kocher said recently, “Cardinal Spell- 
man said: ‘Your constant generosity is 
8 matter of deep consolation to me. 
By your contributions you determine the 
extent of our meeting the new and press- 
ing needs that confront us. There are 
many who exercise fraternal charity by 
occasional acts, but for the true Chris- 
tian, charity must be the very fibre of 
his daily life, for charity has no limits 
: time, nor bounds of race, color or 

ass, 


“Jewelry men,” Mr. Kocher added, 
“have for years been generous sup- 
porters of this charity and I am look- 
Ing for a big response this year. If it 
would make it any easier I would be 
glad to receive the contributions and 
save the trouble of mailing them down- 
town. I am anxious to have the 
Jewelry Division uphold the fine record 
that it has made in the past.” 


Serving with Mr. Kocher on the divi- 
sion are Pierre C. Cartier of Cartier’s 
Inc.; Walter W. Schwab, of J. R. Wood 
and Sons; Joseph Davis of .Charles W. 
Sommer and Bro., Inc.; Gustave O. 
Drescher, Marine Midland Trust Co. and 
Raymond J. Volpi of Mr. Kocher’s firm. 
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Wisconsin Confab 
(From page 893) 


merchandising department of Better 
Business Bureau, Milwaukee, told of 
their work and listed many rackets now 
working on the post-war pocketbooks. 
Henry Rank reported on what had been 
and is being done by the Wisconsin Ad- 
vertising Committee and urged universal 
support by all the jewelers of the State. 
Oscar Stotzer, secretary of the Stotzer 
Granite Co., Milwaukee, extended wel- 
come for the Milwaukee Association of 
Commerce and urged that better business 
standards be practiced in every phase of 
business life. 

Among the resolutions adopted was 
one recommending drastic restriction of 
importation of Raskopf cylinder, and 
pin-lever movements and urged jewelers 
and watch makers to refrain from selling 
or repairing such watches. 

With the election of officers and selec- 
tion of Milwaukee for the 1947 conven- 
tion on April 27, 28 and 29 the con- 
vention adjourned. Officers elected are: 
President, Ralph Young, LaCrosse; vice 
president, Ray Nelson, Madison; secre- 
tary, Ben W. Heald, Milwaukee; treas- 
urer, Henry F. Stecher, Milwaukee. Di- 
rectors are Sam Dalin, West Allis; E. 
R. Fuchs, Milwaukee; Henry Rank, Mil- 
waukee; Ray Treiber, Appleton; A. C. 
Henchel, Milwaukee. The four officers 
were selected as delegates to the 
ANRJA Convention at New York in 
August. 

The social side of the program was 
not neglected. Sunday evening there was 
the Association social hour, with re- 
freshments, Monday night buffet lunch- 
eon, dancing and floor show sponsored 
by wholesale jewelers of Milwaukee, card 
parties and theatre parties for the ladies 
and climaxed Tuesday night by the an- 
nual dinner dance and show attended by 
more than 500 guests. 


GOLDEN WEDDING BAND 





A gold wedding band used in real life by 
Minetta Ellen 50 years ago is used in the 
repledging of vows by Mother and Father 
Bardour of NBC's “One Man's Family" 
drama. Miss Ellen is heard as Mother Bar- 
bour and J. Anthony Smythe as Father 
Barbour in the famous radio serial. The 
Golden wedding anniversary will be cele- 
brated by the Barbour family on broadcast 


of Sunday, May 10, over NBC nefwork. 








GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


816 LIBERTY AVE. PITTSBURGH 








LOS ANGELES 
SALES REPRESENTATIVE 


has centrally located sample room. 
Ample space for display and redistri- 
bution of manufacturer's goods. Can 
satisfy any financial inquiry. Covers 
West Coast better wholesale jewelers 
only. Address 


Box AA16 
Care Jewelers’ Circular-Keystone 
201 Oceano Drive, Los Angeles 24, Calif. 








CHAS. ASCHERMAN 
AND COMPANY 


Wholesale Jewelers 
GENTS’ GENUINE HEMATITE 
RINGS $11.25 te $30.00 


503-7 Hippodrome Bldg. 
CLEVELAND 14, OHIO 











1233 SIATH AVE.. MEW TORK 19. %. © 





Sterling Rhinestone Jewelry 
Simulated Pearls — Costume Jewelry 


URIE F. MANDLE CoO. 


411 Fijth Avenue 


NEW YORK 16, N. Y. 
MUrray Hill 3-9107 














STAR GARNETS F 
Deep rich red, with 4 rayed star. Quoted on 
request. 
CRYSTAL SPECIMENS for window display. 
Free price list. 


V. D. HILL 


Complete Gem & Mineral Establishment 
R#7, Box CD em, 








409 








Where to Buy 
IMPORTED 
China and Glass 








Dr. importers of 
oJ ENGLISH CHINA 
and 
EARTHENWARE 
Steck and Impert 
FONDEVILLE & CO., INC. 
149 Fifth Ave. New York 10, N. Y. 
L. 4-0104 

















ROYAL DOULTON 


English Bone China and Earthenware 


DOULTON and CO., Inc. 
Successors To 
WM. &. PITCAIRN CORPORATION 
212 Fifth Ave. New York, N. Y. 











JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
Buglish Staffordshire Ware 











PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 
Importers of 
China, Glass and Earthenware 
Dinnerware, Art Goods, Giftwares 


Murray Hill 38-5460 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 




















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 














MADDOCK & MILLER, INC. 
English China and Earthenware 
CROWN DUCAL Dinnerware 
MASON’S Ironstone China 
COALPORT Bone China and Kingsware 
ROYAL CAULDON Bone China and Earthenware 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 3, N. Y. 











ENGLISH CHINA 


Smoking accessories, lustreware pitchers, Toby 
Jugs, Teapots, Sugars and Creamers, Individ- 
ual Breakfast Sety 


TEDMAN IMPORTING CO. 
225 Fifth Ave. Room 829 New York, N. Y. 
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| Tri-State Meeting 
(From page 384) 


lic relations, he said, mentioning such 
facts as the involved contract forms 
which create the unfavorable impression 
on the purchaser, the apologetic attitude 
on the part of some credit jewelers to- 
ward their own businesses. Credit sell- 
ing is a proper and useful merchandising 
device, he stated, and the merchant who 
sells on credit can and should be just 
as worthy and responsible a citizen as 
any other retailer. 

P. Irving Grinberg, Executive Vice- 
Chairman of the Jewelers Vigilance 
Committee, described the work of that 
organization, pointing out how it com- 
bats improper marking, misbranding, un- 
truthful advertising and in general, up- 
holds the standards of the industry. Mr. 
Grinberg also described briefly the pro- 
posed program of the Jewelry Industry 
Publicity Board to stimulate jewelry 
sales and urged support for the cam- 
paign. ; 

He was followed by Virgil Zimmer- 
man, Assistant Price Executive, House- 
ware and Jewelry Section of OPA, who 
explained OPA’s policies on removal of 
price controls by various classes of 
goods. This may be done under any of 
three sets of conditions, Mr. Zimmerman 
stated: 

1. When conditions with respect to 
that product are such that prices are 
not likely to go up even if price ceilings 
are removed. 

2. When the cost of administering 
and enforcing the price ceilings is out 
of line with the benefit derived from 
the enforcement. 

3. When the price of the item is an 
inconsequential factor in the cost of 
living. 

Under those provisions, watches of 
domestic manufacture and several other 
items of jewelers’ merchandise have re- 
cently been taken from under price ceil- 
ings with the result that today very 
little of the jewelers’ goads is still sub- 
ject to OPA control. 


Mr. Zimmerman also told of the ad- 
justment about to be made in the ceiling 
prices on clocks, both spring wound and 
electric, which has since been officially 
announced and is recorded elsewhere in 
this issue. 

He defended the principle of cost ab- 
sorption by the retailer on the ground 
that with increased volume, the cost of 
doing business has gone down percent- 
agewise, and therefore, today, he stated, 
the retailer can afford to do business on 
a lower gross mark-up. 


In the business session which followed 
the speakers, David R. Lakein, Balti- 
more, treasurer of the association, re- 
ported a substantial increase in the bal- 
ance in the treasury and Secretary Harry 
Groll, Wilmington, stated that a con- 
siderable number of new members had 
been signed up at the convention. 

Officers elected for the ensuing year 
by unanimous vote are: President, How- 
ard R. Collins, Wilmington; First Vice- 
President, Melvin M. Levitt, Wilming- 
ton; Second Vice-President, Samuel T. 
Schwartz, Washington; Secretary, Harry 
Groll, Wilmington; Treasurer, David R. 
Lakein, Baltimore. 

Named to the Executive Committee, in 
addition to the officers were the follow- 


ing: A. C. Mayer, A. J. Sundlun, John J 
Minster, Elwood David, Howard y 
Kleitz, Jay Engel, Sydney J. Ross, Jug. 
son Mealy, James Levi and Julius lL 
Peyser. 


Predicts Bright Future for 
American Diamond Cutters 


New York, which took on added im- 
portance as a diamond cutting cente 
during the war years, will probably te. 
tain its prominence as a focal point of 
the diamond polishing trade, believed 
Capt. Louis A. Roselaar, who recently 
returned to the United States after typ 
and one-half years in Europe. 

The war has left the diamond jp. 
dustry in Amsterdam, and to a lesser 
degree in Antwerp, damaged—so notice. 
ably that it is expected to take some 
time for Holland and Belgium to x. 
establishe their prewar status in the 
trade, he stated. 

Captain Roselaar, a member of the 
firm of Roselaar Company, with offices 
in New York, London, Amsterdam and 
Antwerp, visited Holland while on leaye 
from his company in Germany. 

During the occupation, the Germans, 
confident that they would establish firm 
hold over Central and South Africa 
and thereby gain control of the diamond 
mines, at first protected the diamond in- 
dustry in Europe. But after being 
driven out of Africa, they began to 
tighten up on that industry as they did 
with other peacetime manufacturing 
establishments,” he said. 

Thousands of Dutch diamond cutters, 
deported to Germany, never came back. 
As a result the number of workmen and 
the number of cutting firms left in 
Amsterdam is much smaller than the 
prewar figure, according to Captain 
Roselaar. 

It is estimated that there are only 
abut 1,000 diamond cutters, including 
apprentices now in training, in Amster 
dam today. Having been dealt this heavy 
blow, Amsterdam is working very hard 
to create a new generation of diamond 
cutters—a task which will take from 
five to ten years, he said. 

Another factor to which Captain 
Roselaar attributed partial responsi- 
bility for the slow recovery of the in- 
dustry in Holland is the difficulty of 
obtaining rough diamonds in sufficient 
amounts. Today also, Holland must 
compete with industries in Palestine, 
where many houses were started by ex 
patriates from Holland and Belgium, 
well as in Capetown, London and New 
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Avisos WINDSOR WARE 


F.B&C? English Earthenware 
U.S. A. Representatives 


FISHER, BRUCE 4 CO. 




















SWEDISH CRYSTAL 


Kosta Alsterfors 
Maleras Bohlmarks 


D. Stanley Corcoran 


212 Fifth Avenue New York 10, N. Y. 











Murray Hill 3-8948 
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Increase in Contributions to 
Greater New York Fund Sought 
By Industry, Says O. M. Lazrus 


A quota 25 per cent higher than 1945 
contributions was accepted last week 
by the newly-formed committee repre- 
senting Manhattan’s jewelry industry in 
the Greater New York Fund’s ninth an- 

campaign. 
sy o iewes, chairman of the 
board of the Benrus Watch Company, 
and chairman of the jewelry committee 
who made the announcement, said that 
a campaign was already underway to 
assure the successful participation of 
the jewelry industry in the fund’s ap- 


al. 

PeThis year the fund seeks $5,900,000, 
which is 25 per cent more than was 
contributed last year. The appeal is 
made annually to business concerns and 
employee groups, including organized 
labor, on behalf of 415 local hospitals, 
health and welfare agencies which serve 
all the people of New York City. 

Mr. Lazrus, who was active in 1942 
and 1948 campaigns stated that all fields 
of the trade including wholesalers, re- 
tailers, diamond and precious stones and 
clocks and watches were being can- 
vassed, 

“Support of the Greater New York 
Fund is needed now more than ever he- 
fore,” said Mr. Lazrus. “The agencies 
which receive financial assistance from 
the fund are faced with new and com- 
plicated problems in this post-war 
year.” Mr. Lazrus cited the increased 
operating expenses which confronted the 
agencies. He pointed out that the war 
years made it virtually impossible for 
them to replace equipment or make 
necessary repairs. Now, such work has 
become urgent. 

“All businessmen,” Mr. Lazrus de- 
clared, “are keenly aware of the fact 
that the health and morale of a city 
depend directly on the services of the 


hospitals, health and welfare agencies. 


Manhattan’s businessmen 


will not let 
them down.” * . 





Swiss Watch Imports 
(From page 404) 


the purposes of the Trade Agree- 
ments Act by encouraging unemploy- 
ment in the United States and otherwise 
in the curtailment of American watch 
production. 

It was charged also that Switzerland 
subjects imports of American goods to 
certain quotas and other import restric- 
tions, in addition to regular duties. It 
is equally well known, Representative 
Holmes said, that notwithstanding the 
concessions we have extended to the 
Swiss, they have not reciprocated to the 
extent of any appreciable modification 
in their quota system. He expressed dis- 
satisfaction with the State Department- 
Swiss Government agreement. 

f you were wholeheartedly deter- 
mined to protect the Stability of any 
industry,” Representative Holmes told 
the President, “it is my honest opinion 


that ample legal authority can be found. 


to justify any ap i i 
! J propriate action you 
ag wish to take in this direction. 
y your failure to act, and by your de- 
of such authority, you simply 


nullify the purpos d 
ments Act poses of the Trade Agree 
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Frepertc Witt1Am Brown, 56, assis- 
tant sales manager of E. Ingraham Co., 
Bristol, Conn., died suddenly in Bristol 
on March 6. A Mason and member of 
Day Spring Lodge Co. in Hamden, 
Conn., Mr. Brown had been with E. 
Ingraham Co. for fifteen years. He is 
survived by his wife, two sons and a 
daughter. 


Irvine Cuucnin died May 8 in 
Providence. He was president and 
treasurer of the E. L. Logee Company, 
president and treasurer general man- 
ager of the Sherman Manufacturing Co. 
and a partner in Washington Plastics 
Co. 


AsraHaM COHEN, 61, jeweler of Allen- 
town, Pa., died at the Ventnor, N. J., 
Sanitarium on April 18. An _ expert 
watchmaker, Mr. Cohen had been in the 
jewelry business over thirty years. He 
was official watch inspector for the 
Lehigh Valley and Central R. R. of 
New Jersey. He is survived by his wife, 
Theresa, who will continue the business 
under the same name. 


Roserr H. Fenn of Whitestone, New 
York, secretary and treasurer of the 
Oscar Trilsch Co., manufacturers of set- 
up boxes for jewelry and perfumes, died 
suddenly on April 22. Mr. Fenn was 
the first graduate of Clarkson College 
of Technology at Potsdam, New York, 
and was past president of its Alumni 
Association. He was a member of the 
American Society of Mechanical Engi- 
neers and was also president of the Man- 
hattan Figure Skating Group for many 
years. 


Rotann M. Ferevson, president of 
Charles W. Warren & Co., of Detroit, 
Mich., died on March 27. 


Wittarp F. Kerru, 77, treasurer and 
manager of J. A. Merrill & Co., jewelers 
in Portland, Maine, died April 17 after 
a long illness. Mr. Keith was associated 
during his entire career with J. A. 
Merrill & Co., a store which was estab- 
lished by his father and uncle, Jonathan 
A. Merrill in 1851. A member of the 
Boston Jewelers Club, Mr. Keith was 
also active in the Rotary and Cumber- 
land Clubs and the Sons of the American 
Revolution. 


Wit1am H. Rovanp, Sr., president 
of the Roland & Whytock Company, 
jewelry manufacturers of Providence, 
died in Pawtucket, Rhode Island. 


Epwarp Cuarres Voetter, 68, jeweler, 
and optician at 46 E. Broad St., Colum- 
bus, O., and Boy Scout official for 15 
years, died April 27. 


Jutivus Perxtns Woon, 65 Springfield, 
Vt., jeweler, died on April 3. 


Tueopore F. ZirzetMan, 76, member 
of the jewelry firm of Brennan, Baisden 
& Zitzelman, Scranton, Pa., died April 
8 after a short illness. For a number of 
years he was associated with the Luther 
Jewelry Store, lafer going to N. B. 
Levy & Bro. For the past 12 years he 
was associated with Brennan, Baisden & 
Zitzelman. Surviving are two sons, Carl 
and Frederick; one daughter, Mrs. Her- 
bert Schnell, and five grandchildren. 
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Where to Buy 
AMERICAN 
China and Glass 











GIFTS foe MEN 


A comprehensive selection of 


Accessories with Sporting Motifs. 
LYNN BOGUE HUNT 
Sterling Game Bird Sets—Folder Available 


225 FIFTH AV 
SUN GLO STUDIOS 73, Ton Yn 








MARY RYAN 


225 Filth Avenve. Nuw Yert 


Merchandise Mart, Chicege 








ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 
DE LUXE TABLEWARE 


for the 
FINE CHINA TRADE 
» MADE IN AMERICA- MADE OF AMERICA 


212 Fifth Ave., New York, N. Y. 





THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exclusive 


THEODORE HAVILAND CO., INC. 
26.W. 23rd ST. 1550 MERCHANDIGE MART 
NEW YORK CITY 











wy LENOX 


America's Finest 
MADE INU.S:4 Trenton 5, New Jersey 


CHINA 








“CARENADE” CRYSTAL 
Stemware, Bowls, Vases, Perfume Bottles 
and Smoking Accessories 


Send for IMustrated Catelog 
+ 
sae ENRIGHT-LE CARBOULEC, INC. 


Fifth Ave. New York Clty 
CHelsea 2-5558 


Kiusington © 


rune CRYSTAL ano BENT GLASS 
Giftware of Distinction + ° 














KENSINGTON, ING. NEW KENSINGTON, PA. 


HAWKES CRYSTAL 
GLASSWARE 
for discriminating 
people—WRITE 
T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y. Office: 542 Sth 








Ave. 


Fitting a Balanee Staff 


Second in a series of articles on how to remove and repla< 


a damaged staff. Parts three and four herewith, outline 


methods of removing the two types of staffs in use today. 


by HENRY B. FRIED 
Executive Secretary, 
The Horological Society of N. Y. 


Part III: Removing the Staff from the Balance Wheel 


TAFFS fall into two main divisions: those that are 

driven into the balance wheel, friction tight (Fig. 
9), and those that have undercut shoulders that are 
riveted over the edge of the hole in the balance wheel 
to secure them. (Fig. 10). The method employed to 
remove the staff therefore depends upon the type of 
staff used in a particular balance. Considerable damage 
to the balance wheel may be caused by the failure to 
recognize the type of staff used. 


Fig. 9, left, illustrates the friction staff. The her 
type, shown in Fig. 10, right, have undercut shoulders 
and are riveted over the edge of the balance wheel hole. 


To determine the type of staff used, an examination 
is made of the staff and balance wheel after the hair- 
spring and roller are removed. Generally the hub of 
the staff will reveal the information desired. Manufac- 
turers of watches with friction staffs make an effort to 
notify the watchmakers that the balance contains a 
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friction staff. They often will place some (unusual) 
means of identification to warn the watchmakers that 
the balance hub and the staff are two separate pieces. 
In the case of the Waltham watches of 13 lignes and 
upwards, the hub is of blue steel, and the staff of 
polished steel. This company makes one roller of bronze 
and the small (safety) roller of steel in their effort to 
inform the watchmaker that these are two separate 
pieces. 

Where the hub is one color and the staff another, the 
chances are that it is a friction staff. A closer examin- 
ation with a powerful loupe will reveal the separating 
lines between the staff and the balance hub. Friction 
staffs are not generally used in smaller watches because 
of the absence of sufficient body around the balance and 
staff to support the staff rigidly. 

Most experienced watchmakers rely upon their knowl 
edge of the make of the watch in knowing whether 4 
friction staff is used. For future reference the watches 
using friction staffs are listed in table on page 414 


Part IV: Removing the Friction Staff 

pena staffs appear in many styles and pat 

terns or systems of attachment to the balance 
wheel. Some are driven into hubs which are set into 
the balance center; others are set or driven directly into 
a boss on the balance arms; others like the Swiss MST 
models or the pinlevers are simply driven friction tight 
into the hole in the balance wheel. 
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l) “Before installing a National Cash Register we The service given by National Cash Registers 
at had no way of systematizing our business. We _ has resulted in many thousands of statements like 
3 could not tell where losses were occurring. this from enthusiastic users. Businessmen all over 
if “Now we know where we are making the the country have discovered that National Cash 
ie money and where we are losing and we are able _— Registers help them save time, money and pro- 
bo to concentrate on the items that will bring us the _ vide increased control and information about their 
' greatest profit. We are convinced that we couldn’t _ businesses. 

" afford to be without the control and information Call your local National representative and let 
provided by a National Cash Register. It has given him demonstrate the advantages of the right Na- 
8 us results we’ve never obtained before.” tional Cash Register System for your jewelry store. 
D 

fe 

d 


<= See the National Cash Register for Jewelry Stores 


This National Cash Register is designed for use in jewelry stores. It will enable 
you to know how your profit-building specialty items are selling. It records 
sales made in each of five departments and provides individual cash drawers and 
totals for each of four salespeople. It also shows a total of money paid out. In 
addition, the register prints a receipt or certifies a sales-slip on every transaction. 
Specially designed models for time-payment sales are available for stores selling 
on time payments. Ask your National representative for a demonstration. The 
National Cash Register Company, Dayton 9, Ohio. Offices in principal cities. 


CASH REGISTERS +» ADDING MACHINES 
ACCOUNTING-BOOKKEEPING MACHINES 
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In Fig. 11, the most commonly used friction staff, 
the Waltham models, are, shown separately and in the 
process of being removed from the hub in the balance 
wheel. The Waltham Watch Co. recommends the use of 
special stumps in the staking set to seat the hub. How- 
ever, since most staking sets do not contain these stumps, 
a satisfactory method is illustrated here. The balance 
hub is placed over a hole in the staking set table that 
is barely smaller in diameter than the blue colored hub, 
yet large enough to permit passage of the friction staff. 


Fig. 11. Most commonly 
used friction staff is 
the Waltham model shown 
here separately and in 
the process of removal. 


< 
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This hole is then centered with the centering punch and 
the table locked in place. A driving out punch is then 
brought over the staff as shown in this illustration and 
a few light taps will be sufficient to drive out this type 
of staff. When the staff is broken, there is no need to 
preserve the pivots. In such a case, the special cross 
hole punches should not be used since these are delicate 
and should not be subjected to any unnecessary strain, 
a small-mouth tapered punch is used. 
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Fig. 12. Another type of 
friction staff is the one 
shown here which is simi- 
lar to the type used by 
the Howard Watch Company. 
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The Hamilton friction staff is pictured in Fig. 10. 
The Hamilton Watch Co. mark their friction staffs with 


' the groove shown by the arrow. This type of frig 
staff is removed in the same manner as the Waltham type, 

The Howard Watch Co. used a friction staff similar 
to the type illustrated in Fig. 12. The Howard fact 
recommended the removal of their friction staff, 
placing the balance on a stump or a punch inverted t, 
act as a stump. The hole in this flat stump should % 
around the boss or hub in the balance wheel. The driy 
out punch is brought over this staff and driven out o 
the balance wheel. The old model Admiral, sometime, 
called Tacy, Tavannes or Cyma, have friction staff, 
that resemble the Howard model. 

The type of staff illustrated in Fig. 13 is used jp 
some of the Central Alden models. Here the staff cop. 
sists merely of a small straight tapered pin pivoted a 
both ends. This is driven into a one-piece tube which 
also serves as the roller and safety roller. Examination 
of the balance will reveal that the post housing the hair- 
spring is made up of the same piece that goes through 
a hole in the balance wheel and emerges from the other 
side as the combination roller table and safety roller, 
This unit should not be removed. 


Ln 


Fig. 13. This friction 
staff consists of a small 
tapered pin, pivoted at 
both ends. This is driven 
into a one-piece tube 
which also serves as the 
roller and safety roller, 


> 








eae oe 
= CL LLLLLD 


———— 


‘The staff of such an assembly is removed by placing 
the balance upon an inverted punch or stump that has 
a flat face and with a hole just large enough to accommo 
date the tube surrounding the staff. The illustration 
indicates a driving out punch forcing the staff out from 
the direction of its thinnest part towards the thicker end 
of the slight taper. This will loosen the staff sufficiently 
to remove it. The punch must not be driven down too 
far or too hard as this might injure the roller assembly. 

(Please turn to page 418) 





WATCHES USING FRICTION STAFFS 
(American Watches) 


Waltham 
3/0, 12s, 16s 


Hamilton 


No. 992 16s 
No. 992b 16s 
No. 915 10s 
No. 921 


16s R.R. Elinvar 10s No. 799 
12s No. 560 
16s No. 338 


Howard Hampden Alden (B.W. Co.) 
6/0 Central A 


6/0s Central B 


L2s Paul Revere 
8/0s Mary Jane 
11/0s No. 11721 


(Swiss Watches) 


Civatas 
all models 


Avon Moeris 
all models 


All pinlever watches 


Meyer Studeli (MST) 
12s 


Admiral (Cyma, Tavannes Tacy) 
s old model 
WIL 
12s old model 
16s old model 
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CLEAR THINKING WILL CONVINCE YOU 
THAT NOW IS THE TIME TO START BUILD- 
ING A SOUND FUTURE BUSINESS ON A 
GOOD SOUND NAME LIKE SESSIONS .. . 


It’s no news to anyone that you can sell 
almost any kind of electric clock you can 
lay your hands on today. 

But when tomorrow comes, and custom- 
ers get particular again, you'll be a lot bet- 
ter off if you’ve built up a trade on a line 
like Sessions — a line that’s good for the 
long pull. 

Right now the feature in the new Ses- 
sions line is the mahogany-colored table 
model with birdseye maple veneer panel 
and the famous Sessions electric time move- 
ment — self-starting, of course. 


essions 


Other models will follow, and be nation- 
ally advertised, so that you can build up, 
under a single dependable name, a com- 
plete stock with rapid turnover and a gen- 
erous profit margin. Better see your dis- 
tributor or wholesaler today! 





HERE TODAY! 


WALL MODEL NO. 386W. 
White plastic case, 7”x 7/2”. 
High visibility dial. Conven- 
ient bottom set. 


NO. 453D DESK AND 
DRESSER MODEL. Ma- 
hogany - colored case, birds- 
eye maple veneer front, 
gold-colored feet. 442”x53%4”, 
with 4” dial. 


locks 











The House of Westminster Chimes” 


FORESTVILLE, CONNECTICUT * MERCHANDISE MART, CHICAGO 
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ARTIME STEEL—I have been having great 

trouble with steel I have bought lately for making 
staffs, screws, etc. It doesn’t seem truly round when 
set in lathe chuck; won’t run true; when turning with 
graver, there seem to be harder spots in it than other 
places, and it won’t take a good polish, no matter how 
I harden and temper it. Can you tell me anything to 
do about this? (Question No. 5838) I. G. 


Answer—No doubt your troubles about steel are due 
to wartime difficulties dealers had in obtaining material 
of definite standards of quality, finish, etc. . Better throw 
out what you have, and buy a new stock; the steel trade 
is again looking to needs of civilian customers, competi- 
tion is reviving, which is what promotes good quality. 
The small quantities of steel used by a watchmaker do 
not justify buying from a manufacturer; but your watch 
material dealer could supply you with good steel, if you 
are more specific in ordering than just to say what sizes 
you want. We suggest that you state not only the sizes, 
but that you want “polished drill-rod, straight carbon 
steel approximately 1 per cent carbon, sizes to a toler- 
ance of plus or minus .0003 in. From among the hun- 
dreds of different trade-brands of dozens of manufac- 
turers, such specifications will obtain, from any good 
dealer, steel for staffs, screws, etc., that will be a 
pleasure to work with. 


INNING HAIRSPRINGS—I was told that correct 

pinning of hairsprings in collets requires pins filed 
square or with a flat side to press against the flat side 
of inner end of hairspring. What do you say about this? 
(Question No. 5839) H. M. 


Answer—The matter in question turns up now and 
then as a “shop-argument” and it may suggest asking: 


“What advantage would there be in a square pin, with- 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


out a square hole to support the opposite side of the 
hairspring wire?” And another question: “By whom 
have square collet pins and holes been used, and how 
many?” Since the answers would be negative, there 
could be no experience-data available to prove practical 
advantage, and discussion of the question is academic, 


EST LACQUER—What kind of lacquer is best for 

plates of small French clock with beveled plate 
glass panes in gilded brass case? (Question No. 5840) 
H. R. G. 


-Answer—The best way to clean plates of such clocks 
to have them keep bright for longest possible time, is 
to polish them with powdered fine rouge mixed with 
water on a jewelers lathe, first with bristle-buff, fol- 
lowed with sewed muslin buff. Then scrub the work 
with soap and water, rinse in very hot water and dry 
with clean rags while hot, so the heat will evaporate 
water to hasten drying. After assembling the clock, 
before oiling it, wipe plates with clean rags or chamois 
skin. Lacquer on plates would hasten thickening of oil. 


NTIQUE WATCHES — In antique watches, s 

many of which are signed with a maker's name 

“M. J. Tobias & Co., Liverpool, England,” we under- 

stand that these watches were made in both England 

and Switzerland. Is there any way to tell whether one 

of these was made in England or in Switzerland? 
(Question No. 5841) E. L. R. 


Answer—The Tobias watches made in England with 
lever escapements have escape-wheel teeth of the 
“ratchet” or ‘sharp-pointed form, the wheels always 
made of brass. Tobias watches made in Switzerland 
always have club-tooth escape-wheéls, made of steel. 
Another indication that checks with the above is that 
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SENTINEL 


CLOCKS AND WATCHES 
Guaed your y —_ y an P 
Nation-Wide 


Sensation! 


Announcement of the new Ingraham Sentinel Line 
was big news to the trade! 






Leading distributors throughout the country have 
signed up and are already receiving their first ship- 
ments of merchandise. Quantities at present are 


limited. 


Amarvelous little“ one-two-three” pleasant voiced 
self-starting alarm started the ball rolling. Other 
top-notch values will follow as fast as the great 
Ingraham plant can produce them. See your dis- 
tributor for details. 


Look for the champ Shepherd Dog Trademark. 
Join with us in a profitable, fast turnover, business-: 
building operation. 


The E.IIngraham Company ° Bristol, Connecticut 


NGRAHAY 


ESTABLISHED 1831 
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English-made Tobias watches have the signature spelled 
“M. I. Tobias & Co.,” but Swiss-made ones have it 
spelled “M. J. Tobias & Co.,” because in continental 
European usage the letter J stood for I. The only 
Tobias watches that might have any rarity are among 
the English-made ones. The Swiss-made ones were of 
ordinary commercial grades, exported to America in 
great numbers, and surviving too plentifully to have 
any rarity now. 


ALANCE-ASSEMBLY—Exactly which parts are 
meant when we read about the balance-assembly 
in a modern watch? (Question No. 5842) W. C. 


Answer—The balance-assembly includes (1) the bal- 
ance “wheel”; (2) the balance-arbor or staff; (3) the 
hairspring-collet; (4) the hairspring; (5) the hair- 
spring-stud; (6) the roller-table, or both rollers in a 
double-roller escapement watch. 


IVOT POLISHING—In using a rotary-lap pivot 

polisher, should the lap be set against the work 
(for polishing conical pivots) with the polisher spindle 
parallel to the pivot, or at right angle to it? (Question 
No. 5843) P. O. S. 


Answer—There are advantages in setting the lap 
(and spindle) at a right angle to the pivot. (1) In file- 
dressing the lap, filing across its face produces a surface 
truly perpendicular to the axis of the lap so that setting 
this at 90 degrees to the pivot insures producing a true 
cylinder on the acting portion of the pivot. (2) Slightly 
vibrating the spindle by its finger-knob while set at 90 
degrees during polishing, will cause a “honing” effect 
and a better polish than vibrating a parallel lap would, 
since the face of lap is naturally filed to run with greater 
trueness than can be done in filing the circumference of 
the lap. 


ILVER STAMPING—On silver-plated dishes, 
pitchers, etc., what is the meaning of stamped let- 
ters E.P.N.S.? (Question No. 5844) M. L. 


Answer—E.P.N.S. means “electro-plate on nickel- 
silver.” This is found on wares made of relatively thin, 
hard metal, which is possible by use of alloys of nickel, 
copper and zinc. Another name for nicke]-silver is 
German silver. The other principal type of base-metal 
used in silver-plated ware is called “white metal,” for 
wares that may be of thick or heavy soft stock. The 
principal alloys for this are variations of tin and anti- 
mony, or zinc and copper. Such goods may be stamped 
E.P.W.M.—“electro-piate on white metal.” 


EPAIRING BELLOWS—How should I mend a 

cuckoo clock bellows that has a hole in the leather? 
Also, a crack along a fold of the bellows? (Question 
No. 5845) C.N. 


Answer—Cut a patch from an old thin kid glove; 
glue it over the hole with any good liquid glue. As to 
the cracked fold, use a strip of surgical adhesive tape 
that is fresh and has plenty of adhesive gum. Fold this 
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over the crack and pinch it between fingers. Howey 
this cracked condition usually indicates that the leather 
has deteriorated all over, from age and if the mend 
doesn’t hold well, renew the entire leather or instal} a 
new bellows. 


FITTING A BALANCE STAFF 
(From page 414) 


The cheaper Swiss watches such as the Jagot, MST, 
Medana, Avon Moeris have staffs such as illustrated jn 
Fig. 14. These are simply removed from the balance 
wheel by selecting a hole in the staking table that fits 
around the hub of the staff and removing the staff by 
pushing it out with the punch. 


SSS SSS 


Fig. 14. Type of staff used on cheaper Swiss watches. 


Pinlever, or Roskopf staffs as they are sometimes 
called are shown in Fig. 15. Figure 15a shows the pin- 
lever staff. The finger-like projection serves as the roller 
pin in substitution of the more expensive jewelled roller. 
This finger-like projection fits into the fork of the pallet 
and receives the impulse from the pallet to send the 
balance into its vibratory arcs. Figure 15B shows the 
method of removing this projection from the old staf. 


AWW JHE 


EWU 


Fig. 15. Pinlever or Roskopf type staffs 
showing steps necessary in removing them. 


It should be removed since new staffs seldom come sup 
plied with it and the old one therefore must be used with 
the new replacement staff. A cutting tweezer placed 
under the projection will remove it. 
After the projection is removed the staff is placed in 
a hole in the staking die in the position shown in 15C. 
With the balance arm resting on the staking table the 
punch (shown in this figure), drives out the staff. 
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SPECIALIZING IN 
FANCY ROCS AND LUCITES 
CRYSTAL CO. 
542 So. B’way 
LOS ANGELES 13, 
CALIFORNIA 
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WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 
Dept C. Peoria, IH. 
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AMERICAN OILS 





S$ Four 


Great 


There’s a stability to Nye Oil quality that 
is more than the result of laboratory safe- 
guards. It comes from the ‘‘human equa- 
tion,’’ for only our most skilled employees 
are entrusted with its processing. Two 
have been with Nye for 60 years, others 
ranging from 25 years up. They take great 
pride in the product; have seen it become 
the preferred oil for all watches, clocks 
and delicate precision instruments. If you 
are not a Nye part: time ask your 

materials supplier for 
EST. 1844 Nye Oil—and you'll see 
a difference. 
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GILBERT'S NEW HAMPSHIRE BRANCH 
WILL HELP 








One Gilbert factory isn’t enough. All the 
machines and every pair of hands available 
in the original plant can’t make enough 
clocks or make them fast enough to meet 
today’s tremendous demand. 


So now Gilbert has made Laconia “the 
capitol of New Hampshire clockmaking” ... 
with a branch plant devoted exclusively to 
the assembly of those Gilbert Alarm Clocks 
you've been waiting for. 


Production is still limited . . . but im- 
proving every month. There are not yet 
enough clocks for everyone... . . but estab- 
lished Gilbert wholesalers get regular allo- 
cations. 


— 





Clack makers to the nation since 1807 


THE WM. L. GILBERT CLOCK CORP. 
WINSTED, CONNECTICUT 


Laconia, N. H. 
551 Fifth Avenue 141 W. Jackson 


New York 17, N. Y. 


Blvd. 


Chicago 4, Ill. 
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PAUL LINN 
em WATCH CRYSTAL FITTINGS 
“Rant 4 Leading in Quality, Dependability and Service!! 


eo ms we ms at (It pays to do business with a Jong-established) kKkKkek* 
> a>. ae ae. ae errr rr rrr ) k*KkeKKwkk 











—. 


1/10th—I4 K.Y.G.F, LADIES’ CROWN 1/10th—14 K.Y.G.F. MEN'S CROWN 
Can be mt for 10 models & more. Highly polished! Our Gee ene for 12 different models. Fine Quality! Our No. 
- 10. 3 . 10. 


No. 30%—T 
ONLY $1.20 per dozen ONLY $1.20 per dozen 
(Obtainable in rose & white also) (Obtainable in rose & white also) 








ATTRACTIVE ASSORTMENT OF SPRING RINGS! 


Consisting of 5 Dozen assorted as follows: 


(2 Dozen in Sterling Silver ................... Assorted Popular Sizes ) 
(2 Dozen in 1/20th-12 K. Y. G. F. ............ Assorted Popular Sizes ) 
(1 Dozen in 10 K. and 14 K. Solid Gold........ Assorted Popular Sizes ) 


PRICED AT ONLY $9.00 — (A saving of 40%) 
WE CARRY A FULL LINE OF FINISHED FULTON FIT-TITE GLASS CRYSTALS! 


Write for complete information! 








GENUINE SWISS-MADE PIVOT BROACHES! WE CARRY A FULL 
G. S. FLEXO 90¢ per eam FINEST QUALITY LINE OF 
NO ay A SIZES — ROUND & FANCY —- $1.00 per dozen L & R PRODUCTS! 








WE FEATURE THE L. I. ©. STAFF ASSORTMENT NO. 46—Consisting of 1 GROSS of staffs for the full Swiss line— 
$30.00—Write for Details! 





For Ladies’ and Gents’ Watches memesaians | We CARRY A COMPLETE LINE OF SANDSTEEL MAINSPRINGS FOR SWISS & 


Assorted Taps — Yellow, White : 
ond Rose per 100 .............. $7.00 AMERICAN WATCHES ... $3.00 per Dozen... Write for latest Sandsteel Catalog No. /2II 








p AU L L | N N Jobber of Watch Materials and Jewelers’ Supplies _ Crystal Fittings 


Established sinee 1922 5 SOUTH WABASH AVENUE , ” CHICAGO 3, ILLINOIS 


















CONTROLLED A Matnespuing 
HIGH 


TEMPERATURES 





TYPE 11 


This ruggedly constructed, muffle _ elec- 
tric furnace has proven itself to be indis- 
pensable to the manufacturing jeweler for 
wax elimination, heat-treating dies, anneal- 
ing, enameling, etc. 


Maximum temperature — 2000°F. Heating 
chamber dimensions are 4 inches high by 4!/2 
inches wide by 8 inches deep. Price com- 
plete with rheostat and pyrometer—$ 107.50. CROSSCURVED MAINSPRING S 


For complete details—see your dealer || iim eaiheai fe ni 


or write W 0 ee. 
WESTERN GOLD & PLATINUM WORKS pe ES 


SAN FRANCISCO 7, CALIF. a ——a me 


S puPSTEER NDSTEER), 


eet 
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Make Your 
: Readjustment 


Include the clean-up and disposition of unnecessary 


scrap, filings and sweeps. Larger working capital and 





quicker turnover produce more profits. 





Kastenhuber & Lehrfeld 


21 West 46th Street Tel. BRyant 9-1060 New York 


We solicit your Sweeps—Filings—Scrap Gold and Platinum, Metals 
Your Old Gold shipments will receive special attention 


’ Twnmedicte Delivony wateh ae 























FROM STOCK! FASTER, WITH PROVEN ACCURACY 
and with greater profit 


When watches come in for repairs, a 
WatchMaster printed record tells you 
immediately what is wrong with the 
watch. When work is completed, a 
chart gives you the 24-hour rate (with 
the watch in any position) all in 30 
seconds. 


And, repairs done with “proven” accu- 
racy justify higher charges, too. 





For Jewelry Polishing or Buffing. Write for details about the 


Type used by the industry for years. 


The Bench Model shown here is for underneath belt drive. Wa TSC Vi a 
Has ring oll bronze bearings, deep oil wells, lever control M 
for start or stop. Overall length without spindle 14%", with to et ashe ef 


spindles 25!4,"". Weight 70 Ibs. net. Comes complete with 
one left and one right hand taper spindle as illustrated. 








PRICE 665) F.0.B. PROVIDENCE 
Write Dept. P. for further information 


REYNOLDS MACHINERY CO. Ameriean Time Produets, Ine. 
303 EDDY STREET, PROVIDENCE 3, R. 1. 580 Fifth Avenue, New York 19 


Telephone GAspee 5187 
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Special Notices 


Payable invariably in advance. 

Rates under all headings except “Situations 
Wanted” $1.50 for first 25 words. Additional 
words, Se. a word. 

SITUATION WANTED 75e. fer first 25 
words. Additional words, Se. a word. 

Heavy type, $3.00 for first 25 words. Ad- 
ditiunal words, 10c,. a word. 

Name, address, initials and abbreviations 
ecovat as words, and are charged for as part 
of the advertisement. 

If amswers are to be forwarded, enclose 15e. 
extra to cover postage. 

Ali answers will be directed care Jewelers’ 


CHEMIST, B.S., 1938, taking graduate 
studies; two and a half years’ experi- 
ence refining precious metals; highest 
references. Sheldon Asher, 125 Lenox 
Rd., Brooklyn 26, N. Y. In. 2-1464. 





ALERT jewelry salesman, 32, married, 
18 years’ cash, credit experience, thor- 
ough knowledge jewelry, desires posi- 
tion with opportunities; vicinity New 
York City. Address ‘‘M., 3564,” care 





SALESMAN, 10 years’ experience, with 
following in and around New York, 
desires to represent high grade jewel- 
ry manufacturer. Address “T., 3879,” 
care J C-K. 





Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of 1 dati 


Jewelers’ Circular-Keystone 
100 E. 42nd St. New York 17 





Situations Wanted 


7Se. for first 25 werds, Se. for each addi- 
tional word; minimum charge 75c. 





WATCHMAKER, looking for an opening 
with retailer, either salary or percent- 
age. Address “G., 3859,” care J C-K. 





BOOKKEEPER, typist, many years’ 
jewelry experience; full charge. Ad- 
dress “H., 3842,” care J C-K. 





PRESS hand on watch cases, with many 
years of experience, as an all around 
man. Address “M., 3404,” care J C-K. 


ENAMELER;; if you are seeking the ser- 
vices of an experienced enameler, this 
is an opportunity of contacting that 
man. Address “B., 3703,” care J C-K. 


VETERAN, desires apprenticeship jewel- 
ry manufacturing and repairing; will- 
ing, conscientious. Henry Stern, 617 
W. 168th St., New York City. 


JEWELRY salesman desires position re- 
tail jewelry store; veteran; ambitious; 
some experience. Write, L. Getansky, 
601 W. 110th St., 9P, New York City. 


WATCHMAKER, 30 years’ experience in 
all grades of watches, wishes a job 
with reliable house. Address ‘“‘S., 3768,” 
care J C-K. 


SALESMAN, 23, capable continental 
traveler, previous sales experience ; 
well known; reliable firms only. Ad- 
dress “G., 3546,” care J C-K. 


WATCHMAKER, eight years’ experience, 
own tools; age 35; wishes permanent 
Position, in Los Angeles or vicinity. 
Address “E., 3193,” care J C-K. 


VETERAN, some watchmaking experi- 
ence, own tools, would like a job with 
New York watchmaker expert, to learn 
trade thoroughly. Address “K., 3722,” 
care J C-K, 


INTERVIEWER for credit department 
progressive jewelry store; high class, 
sales minded individual who “has what 
it takes”; unquestionable reference. 
Address “N., 3694,” care J C-K. 


WATCHMAKER, with 30 years’ experi- 
ence, wants permanent position; best 
references; married; mention salary 
and store hours. Address “K., 3844,” 
care J C-K 


VETERAN, 28, wishes position to repre- 
sent firm in South; selling experience 
in all lines of jewelry; resident of 
Miami and able to travel. Address 
“D., 3786,” care J C-K. 


WATCHMAKER, desires position in New 
York City; best references; can repair 
all kinds of watches, smallest and 
a Address “S., 3826,” care 






































SALESMAN desires to represent dia- 
mond concern, on Pacific Coast; New 
York man who knows trade; refer- 
ences furnished upon request. Address 
“M., 3760,” care J C-K. 








WATCHMAKER, 22 years experience, 
age 40, hard worker, fast and effi- 
cient; Southwest or California; ex- 
cellent references. Address “Y., 
3788,” care JC-K. 


o 


SALESMAN seeks position in better class 
West Coast jewelry store; highly re- 
garded man of thorough experience, 
enviable background; minimum salary 
to start, $150 a week. Address “E., 
3663,” care J C-K. 








YOUNG LADY, 15 years’ experience in 
jewelry and watches, ambitious and 
capable of handling a jewelry repair 
and special order shop; excellent ref- 
erences. Address “A., 3651,” care 
J C-K. 


SALESLADY, experienced, watches, dia- 
monds, jewelry, silverware, etc., win- 
dow dresser, repair estimator, light re- 
pairing, general assistant; permanent, 
offering opportunity; references. Ad- 
dress “T., 3701,” care J C-K. 


SALESMAN, manager, credit jewelry, 20 
years’ experience; understands  thor- 
oughly all phases of the _ business; 
Metropolitan area preferred; excellent 
references; investment considered. Ad- 
dress “H., 3718,” care J C-K. 


SALESMAN, traveling, experienced, ag- 
gressive, with following retail trade, 
seeks better line of costume or staple 
jewelry; manufacturer preferred; 
commission basis. Address “X., 3884,” 
care J C-K. 


EXPERIENCED watchmaker with knowl- 
edge of selling, advertising and display 
work, desires position in or near New 
York; want to start in July when 
separated from Army. Address “C., 
3785,” care J C-K. 


SALESLADY, bookkeeper, diamond 
jewelry experience, wholesale and re- 
tail, desires to make a connection with 
a reputable concern; no preference to 
city; my employer knows of this ad. 
Address “C., 3875,” care J C-K. 


APPRENTICE, young man of good char- 
acter, high school graduate, mechanical- 
ly inclined, desires position as jewel- 
er’s apprentice, in New York City or 
vicinity. Neil Mitchell, Cross St., Fort 
Lee, N. J. 


WATCHMAKER, executive ability, very 
capable workman of wide experierce, 
seeks an opening with a high class or- 
ganization; state salary and hours; 
also requirements. Address “L., 3815,” 
care J C-K. 


SALESMAN, 12 years’ experience, with 
first class New York jewelry concern; 
full knowledge of business including 
watches and clocks; interested in mak- 
ing change. Address “G., 3806,” care 





























WATCHMAKER, first class, with long 
experience on all types of watches; 
fast and accurate; will go any place 
where fine workmanship is appre- 


ciated, on a 50-50 basis. Address 


“M., 3846,” care J C-K. 


YOUNG MAN, 22 years, some college edu- 
cation, desires position as trainee sales- 
man with jewelry firm; New York pre- 
ferred, but will travel; worked one 
year for wholesale jewelry house; sin- 
cere willingness to learn. Address ‘“‘A., 
3654,” care J C-K. 








JEWELRY, veteran, beginner, seeks 
prenticeship as a benchhand jn Mg 
fornia, G.I. training paid for by go 
ernment; conscientious, faithful] will 
ing; salary no object to good opporty, 
nity. Israel A. Tessler, 2174 Davidson 
Ave., Bronx 53, N. Y. a 


ADMINISTRATIVE job wanted by oy. 
standing retail jewelry salesman a 
managerial ability; this man know 
the business and knows it well; invaly. 
able asset to any prominent stor®; firs 
class reference; strictly _ confidentia), 
Address “D., 3662,” care J C-K, 








eel 
STORE manager, man of 40, very ag. 
mirably qualified, intensified experi. 
ence, excellent background, desireg af. 
filiation progressive credit jewelry 
chain, or independent operator; mini. 
mum salary expected first year, $12. 
000. Address “G., 3665,” care J C-K.’ 





MY background will convince you I am 
producer, familiar with all phases of 
operation; ace diamond and watch 
salesman, thoroughly experienced jp 
credit management and -loans; ab. 
solutely reliable. Address “C., 3799” 
care J C-K. ; 





TOP flight retail jewelry executive, out- 
standing qualities of leadership, can 
be invaluable to important organiza. 
tion anywhere; knows management, 
buying, promotion, selling; experienced 
in department, chain, class stores, Ad- 
dress “J., 3810,” care J C-K. 


MANAGER, now employed, will con. 
sider change; enviable, proven 
record; over 20 years successful ex. 
perience large volume credit stores; 
fully informed every conceivable 
phase; top notch salesman; excep. 
tional administrative ability, Address 
“E., 3744,” care J CK. 


EXCEPTIONALLY productive salesman; 
extremely versatile, creating attractive 
window and interior displays; enviable 
knowledge diamonds, watches, jewelry, 
ete.; fully qualified estimating repairs 
or special orders of any description; 
young, friendly, diplomatically aggres- 
sive; unquestionable reference. Address 
“RE. 3664,” care J C-K. 


SALESMAN, present abode Austria, 
about to wind up affairs; available, 
latest in July; age 22; would appre 
ciate position with wholesale dia- 
mond house, junior salesman; last 
position, salesman for large retail 
credit jewelers; capable; nice per 
sonality, appearance. Address “A,, 


3783,” care J C-K. 


EXPERT watchmaker, 20 years ex- 
perience, age 39, at present have 
own shop, considering 
change; will use my Watchmaster 
timing machine and heavy duty 
cleaning machine, and about $700 
worth of material; want $150 per 
week salary, under long term con 
tract; references exchanged. Ad 
dress “W., 3802,” care J C-K. 

MANAGER, age 45, married, good 4ap- 
pearance, presently employed, desirous 
of making a change; qualifications, 
outstanding salesman with complete 
knowledge of modern methods of mer- 
chandising, credits, collections and win- 
dow trimming; competent to give esti- 
mates on diamond mountings and spe 
cial order work; manage store with 
maximum efficiency; minimum salary 
$125, plug bonus arrangement. Address 
“D., 3743,” care J C-K. 

WATCHMAKER, one of the finest in 
the U. S., capable as head wa 
maker, with the very highest clas 
firms, age 43; 26 years as a 
watchmaker; splendid letters of t 
commendation; wishes to locate 
with a high grade concern in 
Cleveland, Ohio area; minimum 
salary $125 weekly for 44 hours; 
overtime accepted on com 
basis; available in 10 days. Address 
“V., 3632,” care J C-K. 
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Lines Wanted 


Minimum charge (25 words) $1.50 
Additional words, S cents « word 





epresentation now available, 
DEAL bie , manufacturers of displays, 
boxes, etc. Address “P., 3695,” care 


J C-K. 


ING salesman, extensive follow- 

TRAV Dealing on jewelry stores, desires 
swiss watch line. Address “N., 3762, 
care J C-K. 


Gl ates representative, headquarters 

oF Ga., seeks additional first 
ade lines. Address “B., 3797,” care 
C-K. 


e representation on the Pacific 

a Oey on give it to you; will be in 

New York June 7 to 22, Bretton Hall 

Hotel, Broadway & 86th St., New York. 
Hal Goler. 


SALESMAN calling on the better jewelry 
trade, desires a gold jewelry line, cov- 
ering Pennsylvania, New England and 
New Jersey on_ strictly commission 
basis. Address “R., 3699,” care J C-K. 

















IMPORTANT acquaintance, from Coast 
to Coast, plus unusual creative ability, 
qualifies this highly regarded man to 
represent your lines successfully. Ad- 
dress “R., 3696,” care J C-K. 





HIGH grade diamond ring line sought 
by high calibre man for exclusive rep- 
resentation Denver, West; well worth 
your attention. Address “B., 3784,” 
care J C-K. 





PACIFIC Coast representative, fast-sell- 
ing stone ring line, desires diamond 
mounting and wedding ring line for 
stores, or blanks for jobbers. Address 
“K., 3870,” care J C-K. 


SALESMAN, 10 years’ experience with 
following in and around New York, 
desires to represent high grade jewel- 
ry manufacturer. Address “V., 3880,” 
care J C-K. 


EXPERIENCED salesman, age 28, col- 
lege graduate, desires jewelry line for 
California and adjacent territory; 
commission basis only. Address “W., 
3771,” care J C-K. 


NEW ENGLAND wholesaler, with 20 
years’ experience in this territory and 
permanent showroom in buying center 
of New England, desires attractive 
lines, Address “A., 3774,” care J C-K. 


WATCH SALESMAN, Pacific Coast ter- 
ritory over 20 years, desires good line 
of watches in 14K and gold filled: 
commission basis. Address “E., 1449,” 
care J C-K. 

















HIGH grade watches, gemstone rings 
wanted by active jewelry salesman cov- 
ering Pacific Northwest, by car, three 
times a year: must be tops; has no 
conflictine lines. Address “C., 3661,” 
care J C-K. 





JEWELRY salesman wants to sell high 
grade diamonds, on commission: also 
watches: travel by car, Washington, 
Oregon, Idaho, Utah, Montana through- 
out the year. Ben Nason, 519 White 
Bldg., Seattle 1, Wash. 


MANUFACTURERS’ representative, in 
Chicago, with 17 years’ experience, 
wants manufacturer’s line of quality 
jewelry made exclusively for whole- 
Salers. Address “Circular 1451,” Room 
415, Heyworth Bldg., Chicago 2. 


SALESMAN calling on the better grade 
jewelry stores in the Midwest, with an 
exclusive wedding ring line, wishes an 
Sdditional high gerade non-conflicting 
Ine. Address “Circular 1450,” Room 

_1415, Hevworth Bldg., Chicago 2 

SALESMA N, extensive following 
among jobbers, New York City, 
Philadelphia, Baltimore, Washing- 
ton and Boston, desires to represent 
reliable jewelry manufacturer. Ad- 
dress “N., 3733,” care J C-K. 














PACIFIC COAST salesman who calls on 
the better trade, desires a line of 
platinum, gold chains, lockets, crosses, 
watch cases and specialties; best of 
~— Address “C., 1448,” care 





LINES wanted, by Ohio jobbers with ex- 
Pperienced sales organization and down- 
town showroom; Dun & Bradstreet 
rated; drug, gift and novelty stores ex- 
tensively covered. Write, Personalized 
Products, Inc., 809 St. Clair Ave., N.E., 
Cleveland 14, Ohio. 





SAN FRANCISCO representative, open 
for manufacturer’s merchandise, for 
domestic and export; 250 potential 
buyers; sold trade for 20 years. Chas. 
Grellman, 704 Market St., Mutual 
ae Room 814, San Francisco, 
alif. 





WATCHES, jewelry salesman wants 
connection with reputable concern; 
have over 300 well rated accounts 
on hand; travel by car and cover 
states of Ohio, Indiana, Kentucky, 
Tennessee; A-l references. Address 
“E., 3877,” care J C-K. 


SALESMAN, residing in Southern terri- 
tory, wants strong, nationally known 
line watches, diamonds or jewelry; no 
side lines; well acquainted Virginia to 
Texas; veteran; 18 years’ jewelry ex- 
‘oe Address “F., 3805,” care 








DIAMOND rings, jewelry salesman 
wants connection with reputable 
concern; have over 300 well-rated 
accounts on hand; travel by car and 
cover states of Ohio, Indiana, Ken- 
tucky, Tennessee; A-1 references. 


Address “G., 3878,” care J C-K. 


SALESMAN with large following among 
jobbers and wholesalers, would like to 
make connection with reliable concern; 
covers New York, New Jersey, Penn- 
sylvania, Maryland, Delaware, Vir- 
ginia, West Virginia, North and South 
Carolina, Georgia and Florida. Address 
“D., 3799,” care J C-K. 


CALIFORNIA salesman, calling on 
better department and jewelry 
stores, desires manufacturer’s qual- 
ity line in high grade costume and 
karat gold jewelry; excellent refer- 
ences; commission basis. Address 


“B., 3889,” care J C-K. 


REPRESENTATIVE covering Boston, 
Providence, Hartford, Philadelphia, 
Baltimore, Washington, Pittsburgh. 
with manufacturers exclusive 14K 
jewelry, would be interested in a non- 
conflicting line. Address “A., 2409,” 
care J C-K. 














PACIFIC Coast sales representative 
has permanent sample room in 
Metropolitan Building, Los Angeles; 
calls only on wholesale jewelers; 
open for representative lines; ex- 
cellent credit rating; 30 years 
jewelry sales experience. Address 


“K., 3755,” care J C-K. 


MANUFACTURER’S opportunity: well 
known, live wire, experienced sales or- 
ganization, with New York showroom, 
traveling entire U.S.A., with A-1 jobber 
following, is open for an additional cos- 
tume jewelry or metal compact line; 
bonafide manufacturers only: commis- 
~~ _ Address “P., 1324,” care 


SALESMAN with established following 
amongst large department stores and 
A-1 rated jewelers in New Jersey, 
Pennsylvania, Maryland, Washington, 
D. C., West Virginia, Ohio, Kentucky, 
Indiana, desires to represent manufac- 
turer of high grade jewelry, high class 
costume jewelry, silverware or kindred 
lines; many years’ experience in the 
selling field; travelling by car; adver- 
tised lines preferred; commission ba- 
sis. Address “B., 3679,” care J C-K. 











MANUFACTURERS only; salesman, 
38, family, car, many years devoted 
to development of exceptional fol- 
lowing among large users in depart- 
ment store, jeweler, specialty shop 
trade, in several Midwest States, de- 
sires permanent association with 
bonafide manufacturers of costume 
jewelry items; currently employed; 
available for Fall season; state prop- 
osition fully. Address “M., 3692,” 
eare J C-K. 


COMPLETE coverage of 20 million dol- 
lar market; once every two weeks 
personally call on my accounts in the 
metropolitan area of the District of 
Columbia; once a month they receive 
my highly successful sales letter and 
at regular intervals, I send_ them 
notices of new additions to my line of 
merchandise; I have developed an 
intimate and intense coverage in this 
worthwhile territory; I am now in the 
position of being able to take on the 
following selected list of jewelry mer- 
chandise, none of which will conflict 
with present jewelry items; silverware ; 
quality watches from $200 up, low 
priced watches up to $25; quality and 
low priced expansion bracelets; cigar- 
ette lighters, alarm clocks, low priced 
gold filled rings: hollowware: only 
reputable firms who can assure delivery 
on shinping date considered. A Louis 
Wingart, Suite 410, Bond Building, 
Washington, D. C. 





Side Lines 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








SALESMEN to carry factory line mar- 
casite jewelry; wonderful earnings. 
Sherwood Lee Co., 700 Chestnut St., 
Philadelphia 6, Pa. 


SALESMAN wanted to carry side line of 
jewelry in Texas, Arkansas, Tennessee 
and Louisiana; state age, experience 
and qualifications; give references. Ad- 
dress “D., 3681,” care J C-K. 


SALESMAN calling on better jewelry 
and department stores. West Coast, to 
carry small line of fine sterling jewel- 
ry; good commission; give reference. 
Address “A., 3831,” care J C-K. 


MANUFACTURER’S line, ladies’ and 
gents’ gold wedding rings; sell to 
department stores, large retailers, 
ete.; many territories open. Address 


“S., 1309,” care J C-K. 


MANUFACTURER of ladies’ and gents’ 
colored stone rings, wants salesman 
with following among retail jewelers, 
New York City and vicinity. Address 
“V., 3416,” care J C-K. 


MANUFACTURER has side line of genu- 
ine stone sterling jewelry, for sales- 
man who has jewelry and department 
store following; write full details, ex- 
perience, references and territory. Ad- 
dress “S., 3652,” care J C-K 


SALESMAN wanted, by manufacturer, 
ladies’ and gents’ gold stone rings, on 
commission basis; men with experi- 
ence among jobbers, for New York, 
and man for Chicago: give all details. 
Address “T., 3415,” care J C-K. 


SALESMAN to carry manufacturer’s line 
of 10K and 14K solid gold rings; 
preferably one who has _ following 
among retail jewelers; all territories 
open; write full particulars in first 
letter; all replies held confidential. Ad- 
dress “H., 3838,” care J C-K. 


SALESMAN to cover Rocky Mountain 
territory, to carry manufacturer’s line 
of solid gold jewelry; prefer one who 
travels by car; established trade 
throughout this territory; write full 
particulars in first letter. Address “F., 
3837,” care J C-K. 
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MANUFACTURER with line of ladies’ 
and gent’s 10Kt and 14Kt birthstone 
rings for delivery, wants experienced 
salesman with car and established re- 
tail stores’ trade, Pacific Coast; also 
man for Chicago and vicinity, on com- 
mission basis; state full particulars. 
Address “S., 3414,” care J C-K. 





WANTED, experienced salesmen with 
following among better jewelry stores, 
department stores and specialty shops, 
to carry side line of popular price 
sterling costume jewelry; territories 
open New York, New England, Detroit 
and entire West Coast. Address “A., 
3740,” care J C-K. 





SIDE line for jewelry salesmen; 50% 
commission; we have a fine line of 
lucite display fixtures, beautifully 
presented in a gravure booklet; fast 
seller; immediate delivery; we'll pay 
a 50% commission to salesmen on all 
orders; all territories open; write for 
details to Mr. Ruderman, Kaplan Prod- 
- 460 Fourth Ave., New York 16, 





HIGH type commission representatives 
wanted, with good following among 
watch material jobbers, to handle 
high-grade line of springs, staffs 
and stems; write fully stating terri- 
tory covered, lines carried, volume 
of business, ete. Address “K., 3678,” 
eare J C-K. 





ESTABLISHED sales agencies wanted, 
covering department stores, cos- 
tume jewelry and gift shops, to 


handle smartly designed California’ 


costume. jewelry and _ household 
gift items; several exclusive terri- 
tories available to qualified organ- 
izations. Address “C., 3778,” care 


JC-K. 





SALESMAN calling on department 
stores, jewelry stores and gift shops, 


to carry exceptionally fine new 
novelty jewelry line; one small 
sample case; all territory open; we 
are sole manufacturers of this item; 
only experienced, live wire sales- 
men will be considered; references 
required. Address “Circular 1448,” 
Room 1415, Heyworth Bldg., Chi- 
cago 2. 


Help Wanted 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





WANTED, fine platinum jeweler; steady 
work; high pay, for Boston shop. Ad- 
dress “A., 3794,” care J C-K. 





JEWELRY repair man; top wages; fine 
opportunity and a future. Address ‘X., 
3752, care J C-K. 





DIAMOND setters: good pay, steady 
work; transportation; Northwestern 
Ohio. Address “C., 3229,” care J C-K. 


WANTED, first class watchmaker; com- 
mission or salary. A. R. Brandenburg, 
Independence, Iowa. 


SALESMAN, for old established whole- 
sale jewelry firm, to call on retail 
jewelers in Florida, Georgia and Ala- 
bama. Address “C., 3856,” care J C-k. 


MAN, experienced for shipping depart- 
ment in watch importing house; good 
opportunity and salary. Address “W., 
3883,” care J C-K. 














WANTED, jeweler and setter combina- 
tion, for Los Angeles, Calif.; $5,000 per 
year guaranteed; excellent future. Ad- 
dress “D., 3876,” care J C-K. 





WATCHMAKER wanted, to take com- 
plete charge of repair department; 
give complete details; Oklahoma. Ad- 
dress “‘T., 3769,” care J C-K. 





ENGRAVER wanted; must be first class 
to hold down a permanent position in 
A-1 store. Address P. O. Box 114, 
Jacksonville, Fla. 





SETTER on a general line of stone set- 
ting; good wages and commission on 
ek job. Address “C., 3751,’’ care 





JEWELER, experienced and capable as 
foreman; American; fine opportunity 
and a future for a man with ability. 
Address “J., 3748,” care J C-K. 





JEWELRY platinumsmith; steady work 
and if ability is shown a fine opportu- 
nity for foremanship. Address “Q., 
3753,” care J C-K. 





JEWELERS, four, good mechanics; 
steady work; $1.75 per hour to start; 
write in detail. Address “F., 3749,” 
care J C-K. 





PROMINENT, active custom-made watch 
strap manufacturer has _ territories 
available; commission basis. Address 
“J.. 3677,” care J C-K. 


MANUFACTURER of pearl necklaces 
and earrings, excellent line, wants rep- 
er. Address “G., 3709,” care 








HOME work available to experienced, 
honest watchmaker; send your refer- 
ence to L. H., P. O. Box 91, Miami 
Beach, Fla. 


WATCHMAKER, experienced, to take 
complete charge of watch repair de- 
partment; salary or commission. Rogers 
Jewelry Co., Fairmont, W. Va. 


WINDOW dresser, one preferred with re- 
tail jewelry selling experience; perma- 
nent future. Morris Steigler, Inc., 188 
Market St., Newark 2, N. J 


WANTED, experienced engraver in high 
grade retail store, located southern 
New England; permanent; pay good. 
Address “D., 3264,” care.J C-K. 


WANTED: first class watchmaker; po- 
sition permanent; good working 
conditions; 44 hour week. Klein & 
Son, Montgomery, Ala. 


WATCHMAKER; permanent position; 
salary or commission basis; must be 
experienced; good habits; furnish ref- 
erence. Box 1201, Fayetteville, N. C. 


WANTED; competent jeweler and 
stone setter for general repairs; 
shop air conditioned; 44 hour week. 
Klein & Son, Montgomery, Ala. 


WATCHMAKER for West Coast posi- 
tion; permanent; good working condi- 
tions; state age and experience. Ad- 
dress “E., 2040,” care J C-K 


NATIONAL manufacturer of fine gold 
jewelry, requires high type repre- 
sentatives, for New York and Chi- 
cago. Address “L., 3729,” care J C-K. 


WANTED, engraver-watchmaker; fine, 
old Southern store; permanent job; ex- 
cellent salary; references required. Ad- 
dress “J., 3295,” care J C-K. 





























SALESMAN, calling on retail jewelers in 
Texas, to represent prominent whole. 
sale jewelry firm; native son of Texas 
eo Address “W., 3854,” care 





rr, 

SALESMAN, covering retail jewelry 

stores in North Carolina, South Caro- 

lina and Tennessee, to represent high. 

grade wholesale jewelry house, Address 
“A., 3855,” care J C-K. 





a, 

PROVIDENCE manufacturer has a few 

territories open for general line of 

jewelry, being sold direct to retajj 

outlets. Write, Joseph Maxfield Co, 
87 Weybosset St., Providence, R, I, 





TWO good watchmakers wanted; will 
pay $100 per week; permanent pogi- 
tion for Midwest; give full particulars 
in pax letter. Address “Y., 3882,” care 
i lo 





COSTUME jewelry salesmen to sell to 
department and specialty stores; com- 
mission basis; all territories open; 
references required. Address “a, 
3872,” care J C-K. 


EXPERIENCED diamond and jewelry 
salesman, for central California retail 
store; permanent position; excellent 
soy: Address “B., 3873,” care 
J C-K. 


WANTED, first class watchmaker for 
permanent position; two _ bedroom 
house available if desired; state quali- 
fications in first letter. C. W. Mang- 
ham, Jeweler, Santa Paula, Calif, 


INSTRUCTOR watchmaker, capable of 
teaching students; excellent working 
conditions; New York; state training 
and experience. Address “T., 3823,” 
care J C-K. 


SALESMEN, experienced for new auto- 
matic cigarette lighter; full or part 
time; write, listing experience and busi- 
ness references. Snap-Lite Corp., 19 
W. 44th St., New York City. 


WANTED, experienced jewelry repair 
man capable of setting diamonds; good 
salary and hours; in progressive Mid- 
yew Address “C., 3704,” care 




















STONE setter and jeweler combined; $2 
per hour; steady position for a capa- 
ble man; fine place in which to work; 
will pay transportation. Address “A, 
3750,” care J C-K. 


OPTICAL wholesaler, manufacturer, in- 
terested in salesman, with car, cov- 
ering Middle West; excellent side line 
for jewelry salesman. Address “A, 
3672,” care J C-K. 


WATCHMAKER, who wants permanent 
position with old established jewelry 
firm; good salary; pleasant working 
conditions. Fayman Jewelry Co, 
Springfield, Mo. 


SALESMAN, now calling on department 
stores, jewelers, gift stores, house fur- 
nishing; good repeat items for these 
outlets; references required. Ad 
“F,, 3708,” care J C-K. 


SALESMAN wanted, in all territories, to 
sell staffs and stems, also watch at- 
tachments, from $4.50 a dozen to $72.50 
each. J. Ranz, 545 Fifth Ave. New 
York City. 


YOUNG man for watch and jewelry esti- 
mating; we are authorized Southern 
Pacific inspectors; moderate salary. 
Write to Grunewald & Adams, Box 
270, Tucson, Arizona. 


$100 WEEK watchmaker; permanent 

position; paid vacation; year-roun 
job, progressive store established my 
years: Texas town around 25,000. 
Address “P., 3734,” care J C-K. 























WATCHMAKERS wanted; permanent 
positions; good working conditions 
and hours. Write Goff Jewelry Co., 
812 Franklin St., Tampa, Fla. 


WINDOW trimmer wanted, to take com- 
plete charge of our windows .and in- 
side decoration of the store. Write to 
Grunewald & Adams, Box 270, Tucso®, 
Arizona. 





WHOLESALE jewelry company desires 
competent salesmen, with following in 
jewelry, gift and department stores; 
several territories open. Address “‘J., 
3862,” care J C-K. 





$90 WEEK jeweler, engraver, diamond 
setter; paid vacation; permanent; pro 
gressive store established 25 years; 
night work. Address “R., 3735, care 
J 


a 
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HELP WANTED—Continued 





elry salesman, experienced ; 

RETAIL Jom iee surroundings; modern 

store; good salary and future. Morris 

Steigier, Inec., 188 Market St., Newark 
J. 





5 . 

DESIGNER for factory producing fine 
costume jewelry; prefer one famil- 
iar with gold and platinum jewelry; 
permanent; interesting salary. Ad- 
dress “O., 3847,” care J C-K. 








ULD like to get in touch with a first 
pa all around jeweler, with trade 
shop experience; a man who is inter- 
ested in going in for himself. Address 
"C,, 3189,” care J C-K. 








ATCHMAKERS; trade shop in New 
“a will give work out to first class 
watchmakers, no others: write for 
interview. Address “N., 1179,” care 
J CK. 
WATCHMAKER wanted; permanent 


position for capable man; _ pleasant 
working conditions; excellent salary. 








‘Kay Jewelry Co., 133 E. Market St., . 


Warren, Ohio. 





WANTED, watchmakers and combina- 
tion men in well equipped air condi- 
tioned jewelry store; can make as 
much as you want to. Carter Jewelry 
Co., Leesville, La. 


WATCHMAKER, capable of taking 
complete charge repair department 
and doing simple sizing and solder- 
ing; excellent salary, or commis- 
sion, or both. Sather’s, Craig, Colo. 








WATCHMAKER, experienced, for per- 
manent position; ideal working con- 
ditions and hours, with old estab- 
lished firm. Rost Jewelry Co., 25 N. 
Illinois St., Indianapolis 4, Ind. 





JEWELERS, engravers, setters, jobbing, 
special order, fraternity, permanent 40 
hour week and overtime; large mod- 
ern shop. Midwest Jewelry Co., Okla- 
homa City, Okla. 





ALL around engraver; straight salary 
or salary and commission; ideal 
working conditions; established in 
1889. H. E. Berry & Son, 728-729 
Symes Bldg., Denver 2, Colo. 


WATCHMAKER, permanent position for 
A-1, experienced in high grade Ameri- 
can and Swiss watches, with old estab- 
lished firm in the South at once. Ad- 
dress “M., 4889,” care J C-K. 


MODELMAKER, for fine costume 
jewelry factory; one familiar with 
precious jewelry preferred; perma- 
nent; interesting salary. Address 
“R., 3848,” care J C-K. 


WANTED, watchmaker for permanent 
Position; ideal climate, fishing and 
hunting, educational advantages for 
the family; University town; good sal- 
ary. Frank Borg, Missoula, Mont. 


WATCHMAKER, first class only; $85 
and 50% commission, or straight 
sa $ permanent position open 
now; write giving details to, James 
E. Hart, Jeweler, Waycross, Ga. 


WATCHMAKER, dependable and capa- 
le; excellent opportunity; pleasant 
working conditions; permanent; state 
age, qualifications and salary expected. 
Address “J., 4321,” care J C-K. 

ete 


WANTED; experienced and ca 
4 pable 
watchmaker; $100 a week; leading 
sare in a live town; state age and 
urnish references. Bell Jewelers, 
Aberdeen, Wash. 























WANTED;; first class watchmaker; one 
capable of taking charge of repair 
department, with old established 
firm; $75 per week and commission. 
E. W. Phillips, Wallace, Idaho. 





WATCHMAKER, experienced man to 
take complete charge of repair depart- 
ment; ideal working conditions; will 
pay right man $125 per week: write or 
wire The Diamond Shop, 517 Broad St., 
Gadsden, Ala. 





WANTED: two expert watchmakers, as 


instructors at the New Jersey School . 


of Watchmaking; call personally with 
references. New Jersey School of 
Watchmaking, 728-730 Newark Ave., 
Jersey City, N. J. 





WANTED experienced stone setters; top 
salary or commission; references; per- 
manent positions; well established 
firm central Ohio; good working con- 
ditions; pleasant surroundings. Ad- 
dress “T., 3738,” care J C-K. 





SALESMAN, male, high-type, thoroughly 
capable and experienced in diamond 
and watch jewelry selling, for fine re- 
tail jewelry establishment; good sal- 
ary; excellent opportunity. Granat 
Bros., San Francisco 10, Calif. 





WATCHMAKER wanted, or combination 
engraver, or jeweler and watchmaker ; 
excellent working conditions in store; 
permanent position; $75 per week, plus 
overtime; by old established high grade 
store. Carl W. Rose, Fort Wayne, Ind. 





ENGRAVER, experienced, for production 
work on ladies’ and gents’ cast mount- 
ings; opportunity to head department 
on proven ability; location, Middle- 
west; state full particulars in first let- 
ter. Address “E., 3707,” care J C-K. 





WATCHMAKER wanted; must be capa- 
ble; good workmanship appreciated ; 
excellent working conditions; fine op- 
portunity for right man; state salary 
desired, references in first letter. Des- 
jardins, Manchester, N. H 





SALESMAN, well acquainted with retail 
jewelers in Virginia, West Virginia 
and Kentucky to represent wholesale 
house selling exclusively to retail 
jewelers; excellent opportunity. Ad- 
dress “E., 3857,” care J C-K. 





WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent; take 
complete charge; state age and quali- 
fications first letter. Albert Munday, 
Greeley, Colo. 





SALESMEN; well established wholesale 
concern, with headquarters in Los An- 
geles, has two openings in Texas and 
Northern California, for costume jewel- 
ry and side lines sold to retail trade. 
Address “E., 3800,” care J C-K. 


SALESMAN wanted; manufacturer’s 
line of fine gold jewelry; well estab- 
lished trade in the better retail and 
department stores; territory, Pitts- 
burgh to Denver; fine opportunity. 
Address “R., 3780,” care J C-K. 


SALESMAN wanted; established watch 
importer and jewelry house, with 
national reputation, seeks aggressive 
man with friends and following in 
Southwest territory. Address “J., 
3869,” care J C-K. 


WATCHMAKER, first class workman; 
permanent position; salary in keep- 
ing with ability; wonderful oppor- 
tunity for the man who can handle 
the job; ideal working conditions. 
Hoffer Jewelry Co., Camden, S. C. 


WANTED, watchmaker in college town 
of 4000, in Arkansas; good working 
conditions, in well established store; 
state qualifications, experience and sal- 
ary expected in first letter. Address 

“M., 3816,” care J C-K. 

















JEWELER, stone-setter, plain engraver 
for permanent position; old, well 
established firm; good salary; shop 
well lighted and air-conditioned; 
phone or wire our expense. H. Post 
& Sons, Decatur, Il. 


WANTED; experienced and capable 
watchmaker; good salary and working 
conditions; air conditioned store; fine 
climate; state age and furnish refer- 
ences. Crothers Jewelers, Yakima, 
Wash. 


JEWELER and engraver; splendid po- 
sition for capable workman; air con- 
ditioned shop in leading Central 
New Jersey store; give full details, 
experience, etc. Address “A., 3187,” 


care J C-K. 


WATCHMAKER; permanent position ; 
excellent working conditions, long 
established retail store in 
New York State; state salary and 
references in first letter. Address 
“V., 3220,” care J C-K. 


WANTED, watchmaker; will pay good 
salary, plus commission; pleasant en- 
vironment, steady employment; good 
opportunity for the right man to earn 
$5,000 a year or more. Klivans Jewel- 
ry Co., Oil City, Pa. 


WANTED, first class watchmaker, 
summer season, June to October 
inclusive; $75 weekly; give full 
particulars and experience in first 
letter. J. H. Sawyer Estate, Bar 
Harbor, Me. 


WANTED, watchmaker and _ engraver, 
$75 week guaranteed and all overtime 
you want to make; plenty of good 
clean work in nice air conditioned store. 
J. L. Albriton, 418 East Capitol, Jack- 
son, Miss. 


SALESMAN for Middle West to han- 
dle exclusively manufacturer’s line 
of 14K gold and platinum mount- 
ings, watch cases, watch attach- 
ments and emblems. Address “F., 
3891,” care J C-K. 


WATCHMAKER, A-1 mechanic with 
supervising ability; excellent opportu- 
nity with old established school, New 
York City; describe background and 
experience in first letter; a fine posi- 
tion for the right man. Address “J., 
3843,” care J C-K. 


POLISHER and lapper on 14K gold 
watch cases; must be first class 
mechanic and able to take charge of 
polishing department; give full de- 
tails; confidential; factory in New 
York City; excellent opportunity for 
a: a Address “E., 3836,” care 


SALESMAN to call on costume jewelry 
jobbers; side lines permissible; advise 
territory you are now covering; com- 
mission basis only; state all details in 
first letter; information treated confi- 
wx a Address “G., 3684,” care 



































COMMISSION salesman, one working 
from Chicago to St. Louis for Mid- 
western territory, one carrying non- 
conflicting line; our line consists of 
high-grade sterling silver costume 
jewelry. King Products, Inc., 40 Church 
St., Pawtucket, R. I. 


LIVE wire salesman for a fast selling 
and promotional line of costume 
jewelry for retail trade; side lines per- 
missible; commission basis only; ad- 
vise territory interested in and all de- 
tails in first letter. Address “F., 3683, 
care J C-K. 

BOOKKEEPER, female, thoroughly ex- 
perienced all details of jewelry and _sil- 
verware, retail store, Midtown New 
York City-; answer in full; state ref- 
erences; excellent opportunity for alert 
and ambitious young lady. Address 
“D., 3705," care J C-K. 


(Continued on page 426) 
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(Continued from page 425) 





JEWELRY store manager, must be ex- 
perienced with all details of store man- 
agement; excellent opportunity with 
Indiana’s most progressive installment 
chain; top earnings; give full details. 
Address “Circular 1449,” Room 1415, 
Heyworth Bldg., Chicago 2, IIl. 





POLISHER, lapper on_ rings, watch 
cases, bracelets; will make you my 
partner to take charge of completely 
equipped polishing shop; no investment 
necessary if you’re top man with some 
business ability; this is a rare oppor- 
tunity. Address “J., 3689,” care J C-K. 





DIAMOND setter and general jewelry 
repair man to run small new shop; 
no trage work, our work only; $100 
week, bonus, paid vacation; right man 
will be given opportunity to earn more 
immediately. Acme Jewelers, 428 Main 
St., Evansville, Ind. 





WE HAVE the following openings in 
our store; watchmaker, jewelers, 
engravers and front man; this is in 
a town with a population of about 
20,000, not ‘an industrial town, 
with a firm founded in 1875. Keller 
& George, Charlottesville, Va. 





WATCHMAKER wanted; prefer com- 
bination man, although not necessary ; 
nice city; steady job; agreeable sur- 
roundings; good salary, or can work 
on commission basis; write, wire or 
phone Lewis Jewelry Co., Gainesville’s 
Leading Jewelers, Gainesville, Fla. 





SALESMAN wanted for the Middle 
West, who calls on retail jewelers, 
representing manufacturer’s line of 
men’s solid gold medium priced syn- 
thetic and genuine onyx stone rings; 
give experience and States covered. 
Address “C., 3834,”’ care J C-K. 


ADVERTISING novelty side line: fast 
selling items especially for jewelers; 
high commissions; re-order protection; 
for sale only West of Mississippi River; 
state qualifications completely. Leder- 
er Advertising Gifts, 125 W. 33rd St., 
New York. 


MANUFACTURERS agent wanted for 
California, Chicago and New York: 
must have fine contacts with trade to 
represent large firm, making line of 
fast selling ladies’ and men’s 14K 
ba cases. Address “P., 3410,’’ care 


SALESMAN wanted for New England 
States or New Jersey, Pennsylvania, 
and Delaware, to represent long 
estalished manufacturer of ladies 
and men’s synthetic stone rings; 
state experience and territory cov- 


ered. Address “G., 3864,” care J C-K. 


JEWELER; first class all around man, 
some setting: good opportunity in old 
established firm; enjoy living by the 
blue Pacific, in Sunny California: fast 
growing city with finest climate; write 
fully. J. Jessop & Sons, 1041 Fifth 
Ave., San Diego 1, Calif. 


WATCHMAKER wanted in Los An- 
geles; must be familiar with fine 
‘ work in retail store; excellent work- 
ing conditions; give detailed infor- 
mation as to qualifications and ex- 
= Address “W., 3790,” care 


WE would like to communicate w'th an 
experienced watchmaker who is capa- 
ble and dependable; must be able to 
do light jewelry work; we have a 
promising and well paying position 
open. . Lipson’s Jewelry Store, Fair- 
mont, W. Va. 























FIRST class watchmaker for perma- 
nent position with old established 
and leading jewelry firm, in Texas 
city of 50,000 population; air-con- 
ditioned store; qualifications and 
full references required; good sal- 
ary. Address “T., 3457,” care J C-K. 





SALES representatives, with established 
following Midwest, Southland, and 
West Coast, jewelry and department 
stores; quality gold line, established 
firm; state references, proposition de- 
sired. Morris Kaysen Co., 740 Sansom 
St., Philadelphia, Pa. 





WE have two, we want two more watch- 
makers; air-conditioned store; ideal 
working conditions; salary $85 to $100 
to start, according to ability; expenses 
paid for interview. MHerbert’s, Your 
Jewelers, Corner 58th St. & 7th Ave., 
Kenosha, Wis. 





WATCHMAKER; a real good position, 
under the most pleasant working 
surroundings; leading store in Cen- 
tral New Jersey; air conditioned; 
give full details as to experience and 
—— Address “B., 3188,” care 
J “Ee 





JEWELER, stone-setter, some special 
order work; permanent position; 
air-conditioned shop; good salary: 
progressive firm; established 74 
years. Write or phone, our expense, 
for details. H. Post & Sons, Decatur, 





WANTED: retail jewelry salesman, with 
managerial ability, for store in Balti- 
more, Md., must have a_ thorough 
knowledge of diamonds and watches 
and all qualifications for top man; 
good salary with opportunity for fast 
jos Address “H., 3667,” care 





SALESMAN, resident of South or Mid- 
dle West, thoroughly experienced with 
retail trade, either full or side line, to 
represent a well known New York City 
firm with a general complete jewelry 
line; write stating experience and ref- 
ea Address “M., 3724,” care 





SALESMAN wanted, South and Middle 
West; men’s watch expansion brace- 
lets, lockets, sterling sprays, crosses, 
rosaries, wedding rings, costume jewel- 
ry, ladies’ expansion heart signet 
bracelets; commission basis; direct or 
eck a Address “H., 3865,” care 





WANTED, engraver; one of the oldest 
and largest firms in the South, moving 
shortly into a modern five story fire 
proof building; shops clean; well 
lighted, air conditioned year around; 
state salary expected and give refer- 
ences in first letter. Bromberg & Co., 
Birmingham, Ala. 





RETAIL jewelery store has opening for 
a few good ambitious, experienced 
salesmen and window dresser; Metro- 
politan area; permanent; future; please 
state experience, age, salary, last posi- 
tion and references in first reply; con- 
ou Address “H., 3727,” care 





SALESMAN, pleasant young man with 
neat appearance; some small knowl- 
edge of the jewelry business would be 
helpful; moderate salary with excellent 
chance for advancement, in a fine or- 
ganization; ideal year around climate. 
Write to Grunewald & Adams, Box 
270, Tucson, Arizona. 





OPPORTUNITY for an ambitious young 
man, with jewelry background, to join 
a fast growing chain organization lo- 
cated in New York State; must show 
initiative and be able, with capable 
training, to fit himself into a responsi- 
ble position within a short time. Ad- 
dress “K., 3690,” care J C-K 





SALESMAN, Southern States, nationa) 
advertised, highest quality “wanteq” 


merchandise; expansion program pro. 
vides substantial earnings for com 

tent man, experienced in departmen; 
gift and jewelry trade; give detaijs: 


» Care 


confidential. 


Address “E., 35 
J C-K. 





SALESMAN for retail store; must 
dependable; excellent experience jn 
selling diamonds, watches, and jewel. 
ry; position permanent; state age, ex. 
perience, salary expected and refer. 
ences of firms worked for, in first 
letter. Sanders Rones, 503 S. Boston 
Tulsa, Okla. . 





SOLDERER, to supervise soldering de- 
partment of progressive costume jewel- 
ry manufacturer in Attleboro, Mass : 
thoroughly experienced in_ preparing 
and working with impression moulds 
on sterling silver and gold filled items: 
excellent opportunity. Address “R’ 
3820,” care J C-K. ™ 





YOUNG woman, experienced in handling 
finished rings, who knows all details 
re manufacturing, and is capable to 
take charge of a department; excellent 
opportunity to advance to responsible 
position; $40 to start; state full ex- 
a a etc. Address “P., 3818,” care 





WANTED immediately, all around jewel- 
ry repair men as instructors in a 
jeweler’s training school; no watch- 
making experience necessary. Write 
or phone, The New Castle Jeweler’s 
Training School, 226 Pearson St., New 
Castle, Pa., stating all qualifications, 
Phone 6731. 





WANTED, watchmaker; wonderful 
opportunity for capable  watch- 
maker, in modern store, in Georgia’s 
greatest small city; engraving ex- 
perience preferred, but not es 
sential; top salary; give references, 
full details in first letter. Cran. 
ford’s Jewelry Store, Moultrie, Ga. 





MERCHANDISE man, to take com- 
plete charge of all merchandising 
for credit jewelry chain; must be 
thoroughly experienced in_ buying 
and merchandising and capable of 
assuming full responsibility; excel- 
lent opportunity for right party. Ad- 
dress “J., 3668,” care J C-K. 





SAMPLE line of lockets, crosses, pins, 
bands, men’s jewelry, chains, 1/20 and 
10K, and S.S. and straps; fast moving; 
by well known established house, seek- 
ing representatives for jewelers and 
department stores; several territories 
open; wonderful possibility. Address 
“R., 3766,” care J C-K. 





SALESMAN experienced, with follow- 
ing among retail jewelers, covering 
the Middle West or Pacific Coast 
territories, representing manufae- 
turer’s line of popular priced men’s 
synthetic stone rings; state experi 
ence and territory covered, Address 


“D., 3835,” care J C-K. 





JEWELER; production manager for 8s 
tablished New York firm, must have 
experience in manufacturing styled 
jewelry in bracelets, brooches and eat- 
rings; tooled and casted; fine oppor- 
tunity for suitable person; state fully 
experience and references. Address "Ge 
1518,” care J C-K. 





WATCHMAKER;; exrellent position open 
for one or two first class watchmakers 
or combination men, in an old_ esta 
lished firm; ideal working conditions; 
good salary, plus overtime; permanen 
positions; write giving references am 
salary expected in first letter. Address 
“N., 3359.” care J C-K. 


—— ) 
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_—— 


man; excellent position for 

MATER ‘ned watch material man with 
established, ag ressive Pacific North- 
west organization; salary dependent 
upon training and experience; write 
ving references, previous positions 
and salary. Bernard Italie, Inc., P. O. 
Box 710, Portland 7, Ore. 





————— 


MAKERS: we are located in the 
ge fastest growing town in West 
Texas; our position offers a good sal- 
ary, pleasant working conditions and 
permanency ; requirements are capabil- 
ity, honesty and a willingness to work ; 
if interested write, Vosatkos, Box 188, 


Midland, Tex. 








MANAGER’S assistant, in fine jewelry 
store, located in Ohio; splendid 
opening for one who has some 
jewelry store experience and is in- 
terested in the future; in first letter 
give background of experience, age, 
etc.; correspondence confidential. 


Address “E., 3316,” care J C-K. 





WANTED, assistant manager; must be 
excellent salesman, experienced in 
cash and credit jewelry business; 
full knowledge in merchandising, 
credit collections, window trimming, 
advertising, etc.; state age and give 
references in first letter. Neiman’s 
Jewelers, Charlotte, N. C. 





WANTED, buyer and manager, thor- 
oughly experienced watch and jewelry 
line, selling ability, capable assuming 
full responsibility; New York whole- 
sale jewelers and importers; excellent 
opportunity for right party; first class 
references required. Address “C., 1341,” 
care J C-K 





SALESMAN with established following 
in Midwest, to call on department 
stores and gift trade, for well known 
manufacturer of silver plated hollow- 
ware and metal and wood giftware; 
commission basis; excellent opportu- 
nity; give complete particulars in con- 
fon Address “L., 3691,” care 





SALESMAN wanted with following 
among retail jewelers in New York 
State, Pennsylvania and Midwest 
States; also salesman wanted for the 
Pacific Coast area; manufacturer’s 
line of popular priced, attractive 
ladies’ fancy cluster stone rings; 
state experience. Address “B., 3659,”’ 
eare J C-K. 





TWO salesmen wanted, one for staple 
jewelry, watches, diamonds and ap- 
pliances; one for material, tools, find- 
ings and supplies; excellent opportu- 
nity in Southwest with reliable, grow- 
ing, well known firm; commission and 
drawing account; car necessary; ref- 
erences required and confidential. Ad- 
dress “D., 3779,” care J C-K. 








$100 a week for competent combina- 
tion watchmaker and engraver; all 
applications held strictly confiden- 
tial; mild climate; pleasant working 
conditions with the oldest jewelry 
firm in El Paso, established in 1888; 
this is a permanent position. W. T. 
Hixson Co., 118 Mills St., El Paso, 


_ Texas. 


SALESMEN ; manufacturer of high grade 
costume jewelry has openings for ex- 
perienced men to call on jobbers and 
wholesalers; one to work out of New 
York City office; territories open in 
New England, Midwest, Southern 
States, Southwest and Pacific Coast; 
commission basis. Address “S., 3821,” 
care J C-K. 





TO the right man, an experienced 
salesman, we have a position open 
for you starting July 1, 1946; our 
line, diamond rings and stone set 
rings, is well known; Midwest terri- 
tory where over 150 excellent ac- 
counts are active; write us all par- 
ticulars in confidence now. Address 
“N., 3817,” care J C-K. 





WATCHMAKER wanted; first class; 


home owned store; would like man 
capable assuming responsibility in re- 
pair department and eventually manag- 
ing same; diamond setter and engraver 
preferred, but not necessary, if a good 
workman; state starting salary ex- 
pected. Kirkman’s Jewelry Store, 
Anderson, Ind. 





SALESMEN wanted for high grade gold 


filled and sterling silver costume jewel- 
ry line, for New York City, New Jer- 
sey and surroundings; also for New 
England and Michigan, Indiana, Ohio, 
Illinois, Far West; line well known in 
above territories; liberal commission 
basis; state full particulars first let- 
ter; all replies confidential. Address 
“H., 3861,” care J C-K. 





WANTED; the following mechanics in a 


new, clean, well ventilated shop, 
equipped with the latest type equip- 
ment; positions permanent, with good 
salaries and liberal bonus arrange- 
ments; one fine diamond setter, one 
fine platinum worker, one experienced 
polisher, one fine engraver and carver. 
E. W. Vick & Sons, 205 E. Broadway, 
Long Beach, Calif. 





MANAGER: unusual opportunity for ex- 


perienced jewelry man to manage store 
in town with population of 100,000; 
salary to start $5,000, plus share in 
earnings; position good for $7,500 to 
$10,000 first year; must know dia- 
monds and jewelry value, merchandis- 
ing and salesmanship; marvelous op- 
portunity for right man. Address “K., 
3669,” care J C-K. 





SALESMAN wanted for extensive and 


diversified, popular and higher priced 
costume jewelry, pearl and compact 
line, by well established wholesale 
firm; Pennsylvania, New Jersey and 
several other territories available; 
good opportunity for man well ac- 
quainted with the trade; car essential. 
Tilda Co., Inc., 366 Fifth Ave., New 
York, N. Y. 





WANTED; watchmaker, or combination 


watchmaker and engraver; good steady 
position; salary $100 per week, plus 
liberal bonus; bonus unlimited, depend- 
ing upon your ability; this position 
offers an unusual opportunity; ex- 
penses paid to investigate this posi- 
tion in Green Bay, Wis.; all replies 
will be strictly confidential. Address 
“C., 3287,” care J C-K. 








SALESMAN wanted; one of the larg- 


est manufacturers of gold finding 
rings in the country requires a top- 
notch salesman, to represent him on 
the West Coast; we sell strictly to 
wholesalers and manufacturers only ; 
give complete details in letter; re- 
plies held in the strictest confidence. 
David Pfeffer Co., Inc., 106 Fulton 
St., New York 7, N. Y. 





SALESMEN, for high grade _ sterling 
silver and gold-filled costume jewelry 
line; resident men in territory pre- 
ferred, with car; experienced men only 
with following retail jewelers, depart- 
ment stores, specialty and gift shops, 
etc.; generous commission basis; 
prominent house; give full details, ter- 
ritory covered, etc.; no objection to 
non-conflicting lines. Address “G., 
3860,” care J C-K. 





MANUFACTURER of outstanding line 
of popular priced gold filled and 
gold lockets, crosses, chains, brace- 
lets and other gold filled jewelry 
items has several territories open 
for salesmen with experience and 
following; this is an excellent op- 
portunity for the right man who 
may continue to handle any non- 
conflicting side lines. Address “S., 


3736,” care J C-K. 





SALESMAN wanted by old established 
manufacturer of gold rings, consisting 
of men’s and ladies’ birthstones, ladies’ 
engagement and wedding ring ensem- 
bles, gents’ diamond ring mountings, 
boy’s and men’s signates, diamond and 
colored stone clusters, etc.; must prove 
past performance and have good fol- 
lowing, to be used in conjunction with 
this firm’s accounts. Address “B., 
3832,” care J C-K. 





EXPERIENCED man wanted for chain 
installment jewelry firm; want a skilled 
jewelry window display and merchan- 
dise man, who is now making around 
$300 or better per month, and who 
will begin ;here at around $400 or 
slightly better per month; require 
sober, dependable, steady type man, 
with ability to train others, etc.; im- 
mediate opening; give details as to 
past earnings, etc. Apply P. O. Box 3, 
Birmingham, Ala. 





TRAVELING salesman wanted for Mid- 
dle Western States, Texas, Oklahoma, 
to’ represent well established wholesale 
concern carrying general line of 
jewelry, wedding rings, stone rings, 
mountings, watch attachments, costume 
jewelry; only aggressive and experi- 
enced salesman with extensive follow- 
ing amongst retail trade need apply; 
generous commission paid; give all de- 
tails including references. Address “C., 
3742,” care J C-K. 





WATCHMAKER, preferably a man 
capable of doing light jewelry re- 
pairs; permanent position, pleasant 
working conditions; have Watch- 
master cleaning machine, jeweling 
machine, fully equipped repair de- 
partment; fine healthy climate with 
fine fishing and hunting; can ar- 
range so you can enjoy it; we take 
in only fine watches; salary or com- 
mission. A. E. Mackie, 304 Ashmun 
st., Sault Ste. Marie, Mich. 


WANTED: watchmaker competent to es- 
timate and take charge of repair de- 
partment, doing work of only a casual 
nature, mainsprings, hands, crowns, 
etc.; established store of more than 50 
years standing; well located in mod- 
ern building, air conditioned; pleasant 
surroundings in every respect; send 
references, photo,. qualifications and 
salary expected in first letter; young 
man preferred. Address “K., 3814,” 
care J C-K. 


PRODUCTION supervisor, take full 
charge of plant employing 50 to 75 
people; old established firm located in 
New York City, manufacturing fine 
metal specialties in brass, silver, gold 
filled and solid gold; applicant must 
have complete knowledge of _ tools, 
press work, soldering, finishing and as- 
sembling; ability to handle factory 
personnel important; write in detail, 
stating qualifications, background and 
experience. Address “C., 3890,” care 
J . 
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WANTED; first class watchmaker, 


benchwork only; air-conditioned shop; 
plenty of natural light; well equipped, 
with modern cleaning machines and 
dust collecting buffers; guaranteed 
salary $100 per week; also, opening 
for combination branch store manager- 
watchmaker; good salary and share of 
profits; inquire in person, or by letter, 
giving full particulars, about your ex- 
periences to Pugh Bros., Youngstown’s 
Largest Jewelers, 15 W. Federal St, 
Youngstown, Ohio. 


DIAMOND salesman, Southern States, 





OUTSTANDING salesman, with suc- 


cessful record, calling on retail and 
department stores, wanted by one 
of America’s leading distributors of 
nationally advertised silverware, 
clocks, appliances, novelties, etc.; 
to work out of our Miami office and 
cover Southeastern States; car neces- 
sary; send complete resume and 
references; these will be held in 
strictest confidence. Address “T., 
3828,” care J C-K. 








established territory; old established 
firm has opening for energetic man 
capable of producing volume busi- 
ness with mounted diamond line of 
delivery merchandise; this is an 
established territory with active ac- 
counts; to travel Texas, Louisiana, 
Oklahoma, Kansas, Arkansas, Mis- 
sissippi, Alabama, Tennessee and 
Georgia; require man who has fol- 
lowing among retailer jewelers in 
this territory; to carry only this 
line; 10% commission paid; draw- 
ing account given; all replies will 
be confidential. Mack M. Burn- 
stine, 220 W. Fifth St., Los Angeles 
13, Calif. 





For Sale 


Stores, Stocks and Businesses 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





STORE for sale, Upstate New York; 


re $12,000. Address “V., 3853,” care 





TRAVELING salesman, experienced 


and with good following; must have 
ear; calling on retail jewelers in 
Tennessee, Alabama, Mississippi and 
Georgia, representing wholesale 
jeweler 40 years in business, selling 
best lines of goods such as R. F. 
Simmons, Hadley, Gemex and other 
top lines; straight commission on 
sales and mail orders; splendid op- 
portunity for aggressive man to 
earn upward of $10,000 year. Ad- 
dress “C., 3680,” care JC-K. . 





RETAIL jewelry salesman; we are in- 


terested in obtaining the services of 
a high grade experienced jewelry 
salesman; this is an excellent op- 
portunity for a man who is aggres- 
sive and has ability to work in a 
large store, that has been established 
over 59 years; earn top salary with 
best working conditions; no night 
work ; our store hours are 9 to 5:15 
daily, including Saturday; give com- 
plete information in first letter. Rost 
Jewelry Co., 25 N. Illinois St., In- 
dianapolis 4, Ind. 





WATCHMAKERS; permanent positions; 


newest Yorkaire conditioned store in 
heart of Chesapeake Bay country; 
prefer combination men capable of 
sizing rings and light jewelry repairs; 
engraver gets precedence; cleanest 
and most modern shop equipment 
available; only highest grade work- 
manship acceptable; good prices; no 
junk accepted; one bench completely 
equipped with all tools for cracker- 
jack who has none; 50 hour week, 
$75; vacation with pay; picture of 
store appeared in September National 
Jeweler, Jewelers Circular-Keystone, 
Gift & Art Buyer. Write full -details, 
Lednums Jewelers, Cambridge, Md. 





SALESMAN, one of America’s fore- 


most manufacturers of nationally 
advertised costume jewelry has open- 
ings for salesmen to call on jewel- 
ers and department stores; we seek 
top notch men; only apply if you 
have an established following in the 
trade and have sold jewelry; terri- 
tories open, Midwestern, Southern 
and Eastern States; splendid earn- 
ings assured; commission basis; 
send complete details and references 
in strict confidence. Address “T., 


3849,” care J C-K. 


R SALE; entire jewelry stock; one- 
half stock solid gold, no watches or 
clocks; mostly pre-war merchandise. 
A. C. Reisz, Baraboo, Wis. 





JEWELRY store located in heart of big 


business district New York doing pros- 
perous business; clean stock worth 
$20,000; owner retiring. Address “E., 
3682,” care J C-K. 





WELL established jewelry and gift 


store; large select stock of merchan- 
dise; good steady watch and clock re- 
pair trade; near New York City. Ad- 
dress “A., 3887,” care J C-K. 





COMPLETE jewelry store ror sale; clean 


stock, nice fixtures; air-conditioned ; 
long lease, under priced rental; 100% 
block Flagler St., Miami, Fla. Address 
“Y., 3886,” care J C-K. 





PAWN shop, for sale, State of Tennes- 


see, city of 200,000 population; ideal 
location; low rent; progressive busi- 
ness; very attractive. Address “L., 
3845,” care J C-K. ‘ 





. JEWELRY store, central Massachusetts ; 


20 years established; A-1 reputation; 
plenty of repairs; low overhead, lease; 
no competition; must sell, sickness; 
be ag cash, Address “Y., 3772,” care 





FOR SALE: emblem manufacturing busi- 


ness, established for many years in 
large Eastern city, including stock, ma- 
chinery, fixtures, tools and a large 
number of dies, also good will; cash 
sale proposition. Address “H., 3764,” 
care J C-K. 





EXCELLENT opportunity to buy well 


established, small jewelry store with 
plenty of watch and clock repair work, 
located in mid-town Manhattan; about 
$7,000 will handle stock, fixtures and 
‘ Address “S., 3851,” care 





EXCELLENT opportunity in  countrv 


town of Indiana for watch repair and 
jewelry; well established and growing 
business of years; health forces this 
sale; willing to reduce stock to meet 
your capital; the opportunity for 
veteran or man wishing to start for 
himself; act at once if you are inter- 
ested; replies kept in strict confidence. 
Address “C M Y, 3803,” care J C-K. 








ON Lincoln Road, Miami Beach, Fla., one 


of the finest and most up-to-date jewel- 
ry stores on the road; it is truly con-. 
sidered the outstanding store in Great- 
er Miami today; on account of ill 
health this store is offered for sale 
and a most satisfactory deal can be 
consummated; will give further in- 
formation upon request. W. I. Feuer, 
Realtor, 309 Lincoln Rd., Miami Beach, 
Fla. Phone 5-6479. 








FOR SALE, watch and jewe 
business, established 16 Fat & wat 
ern Massachusetts city, popy 
. 160,000 and potential drawing suburban 
trade of 200,000 within radius of 95 
miles; opportunity to develop Bales: 
splendid following in city of diversified 
industry, doing $7,500 to $8,000 a year. 
this has been done by one man with 
no advertising; will sell for $10,099 
cash; reason for selling, ill health, 
Address “Y., 3793,” care J C-K, 


a, 
COMBINATION retail and manufactur. 
ing jewelry shop; agency class rings; 
fine location watchmaker, optician: 
population 283,000; annual volume, 
$11,000, merchandise $2,300;  pricg 
$5,334; established 1881; tiled floors: 
display windows; heat, lights, janitor 
service, included in rent of $26 month: 
located bank building arcade; attrac. 
tive shops; heart business district, cig. 
ton Herrick, 327 Bremer Arcade, St 
Paul 1, Minn. 


ESTABLISHED jewelry store in San 
Diego, Calif.; 100% location; doing 
over $100,000 gross yearly with only 
four employees; clean _ stock; allot. 
ments from all nationally adve 
brands; modern, up-to-date maple fix. 
tures; doing nearly all cash business; 
total price approximately $50,000 
cash; can reduce inventory if neces- 
sary; substantial reason for selling; 
for particulars. write Phil Gershon, 
8938 El Cajon Blvd., San Diego, Calif, 


MANUFACTURER of an old estab 
lished firm, with A-1 background, 
selling the highest standard of 
jewelry, consisting of wedding rings 
in matched sets with and without 
diamonds, engagement rings, em- 
blems, stone rings, etc., is offering 
his plant for sale; very unusual op. 
portunity; will require approxi- 
mately $130,000; reason for selling, 
wishes to retire; can reduce stock 
if necessary to suit buyer; for one 
who understands the business this 
is an opportunity of a_ lifetime. 
Address “C. V., 3746,” care JC-K. 











For Sale 


Tools, Equipments, Merchandise 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








THREE jewelry wall cases; three jewel- 
ry show cases, 8 ft.; fine condition; 
ready for delivery June 1st. Robert A. 
Harrell, Jeweler, Cochran, Ga. 


SAFETY catches, joints, nickel-silver, 
brass fold-over clasps; decent work- 
manship; quantity consumers; best 
price. Address “F., 3437,” care J C-K. 


MANUFACTURERS of unmounted plati- 
num mountings and gold mountings at 
popular prices; no castings. Josep 
ane Co., Inc., 93 Nassau St., New York 

y. 


ARCH CROWN celluloid and pare 
ment tags, available in all colors 
and sizes; send for cataog; factory 
and office moved to 277 Halsey St. 
Newark 2, N. J. 


SAFES—jewelers, with and without 
burglar proof chests, also with and 
without drawers. Mike Krasilovsky, 
Safe & Machinery Movers, Showroom, 
245 Canal St., New York 13, N. Y. 


NEW polishing machine’s top motor 
or spindle head, AC or DC; two 
weeks delivery. Francis E. Lavallee, 
Room 426, 333 Washington St» 
Boston 8, Mass. 

GENUINE leather wrist watch straps 
just received from England; without 
buckles $2.50 dozen, with buckles $ 
dozen; not on cards; limited quantity; 
act fast. A. Haber, 1206 48th 
Brooklyn 19, N. Y. 
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FOR SALE—Cont. 





NEW AND USED wheel cutters; slide 
rests; lathes and attachments; cash 
id for used watchmakers’ lathes 
ar attachments. R. P. “Dick” 
Gallien, 220 W. Sth St., Los An- 


geles, Cal. 


EE 


-Kleen price labels for jewelry, sil- 
ee. gifts; easily peeled off; popu- 
lar sizes in round, oval and oblong; 
$1 to $1.60 per box of 1000. E. Perga- 
ment, 3224 Grand Concourse, Bronx, 


New York. 











dozen Ingersoll pocket and wrist 
ony not running, $9; five Swiss 
wrist watches, in white cases requir- 
ing some repairing, $15; in yellow 
cases, $25. B. Lowe, Holland Bldg., 
St. Louis 1, Mo. 





TEN Swiss wrist watch movements, for 
material, $10; five Elgin, Waltham, 
Illinois or Hampden, 18 size move- 
ments, for material, $10; three 16, 12 
or 0 size, $10. B. Lowe, Holland Bidg., 
St. Louis 1, Mo. 


RING tag you can scratch the prices 
on, write on with ink, wash rings and 
tags brilliantly clean, retaining price 
marks; in blue, green, white and other 
colors; for ladies’ size rings, $5.50; 
men’s, $5.75; white $1 less per 1000; 
scratch pen, Stylus, or pen and ink 
included; made of celluloid. E. Perga- 
ment, 3224 Grand Concourse, Bronx, 
New York. 2 





JEWELRY CARDS for rings, pins, 
brooches, lockets, pendants, lavaliers, 
bar pins, earrings, watches, bracelets, 
wrist bands, etc, and displays for 
counter sales. Dauer Printing Co., 
America’s foremost card manufactur- 
ers, jewelers’ printed display supplies, 
31 E. 22nd St., New York 10, N. Y. 
Algonquin 4-2174-5. U. S. parcel post 
makes us your next door neighbor; 
= get acquainted; write for sam- 
ples. 





ATTENTION collectors; fine old Swiss 
pocket chronometer, 24 ligne, made in 
early 1800 by H. C. Courvoisier, Fleur- 
ier Swisse, 21 exquisite ruby jewels in 
gold settings, pivoted gold spring de- 
tent, cylindrical balance spring, weight 
regulated balance, fuzee driven, beauti- 
fully made and preserved, extremely 
accurate, in 18K solid yellow gold, full 
hunting case, beautifully hand _ en- 
graved, all in perfect condition; fam- 
ily heirloom. Address “Watchmaker, 
3777,” care J C-K. 





100,000 solid boxes, 2 11/16 x 211/16 
x %”, lined in pyroxylin silver cov- 
ered with red waterproof paper, 
telescope cover of newsboard cov- 
ered with gray kraft. Address “F., 
3858,” care J C-K. 





MANUFACTURERS of assembled 14K 
yellow gold pierced ear wires, and 10K 
and 14K yellow gold assembled French 
screw back ear wires, for unplerced 
ears; immediate delivery. Joseph Ring 
Co., Inc., 98 Nassau St., New York City. 





GENUINE Swiss staffs and stems, all 
caipers of A. S. Schild, Eta, Gruen, 
Bulova, Benrus; sold in dozen lots 
only; staffs, $2 a dozen; stems, $1.50 
a dozen; checks must accompany 
order; immediate delivery. A. E. 
a 912 G St. N.W., Washington, 





COMPLETE fixtures for jewelry store 
comprising five, 6 ft. wall cases, with 
reflectors, four, 6’-6” hanging display 
cases; five, 5’ show cases, with reflec- 
tors, cashier’s counter, wall paneling 
and mirror, all in Primevera, built new 
in 1942; for release January ist, 1947. 
Mexic Bros., 634 Canal St., New Or- 
leans, La. 





RHINESTONES, finest quality white or 
colored, all sizes; special package, 
one gross assorted sizes, only $1.50; 
enclose check or money order; im- 
mediate delivery. Sasson Jewelry 
Co., 144 W. 49th St., New York 19, 


a 





REFLECTORS, patented blue or white 
silver mirrored glass, double walled and 
diamond cluster, for durability and 
brilliancy on jewels, for windows, dia- 
mond rooms, diamond lamps or drops 
Over jewel cases; also adjustable 
focusing holders, Pittsburgh Lighting 
Equipment Co., P. O. Box 801, Battle 
Creek, Mich. 








FIXTURES and safes; eight, 8 foot wall 
cases; two, 6-foot glass top floor cases; 
one, circular front floor case; two, 8- 
foot counters; above all walnut and 
with drawers; one large jewelers’ safe 
with burglar proof chest; one larger 
Jewelers’ safe, with burglar proof in- 
Ind doors, M. Meyer-Jeweler, Marion, 





SWISS mainsprings, $2.45 dozen; staffs, 
$2.45 dozen; stems, $1.98 dozen; most 
pular sizes now available; sleeves 
$1.08 dozen; D.E. 8-day clock keys, 
1.19 dozen; 48 different sizes convex 
clock glass, $6.63; three dozen, 1/10 
14K yellow, pink or white gold filled 
bracelet crowns, $3.97; 100 Geneva 
crystals, $1.98; 100 case screws, 0 to 
18 size, 79¢; send for bargain bulletin 
of round and fancy unbreakable and 
glass crystals, hands, staffs, stems, 
screws, tools, supplies, etc.; hundreds 
of items. Beck Bros., 715 W. Wild- 
wood, Fort Wayne, Ind. 





JEWELERS! read carefully; this is im- 
portant; in stock for immediate de- 
livery, watch and jewelry repair books 
and checks; jobbing envelopes with 
attached call checks, all sizes; complete 
stock books for diamonds, watches, 
jewelry ; diamond guarantees; daily re- 
port sheets; complete credit forms; 
business. stationery; window priced 
cards; if not in stock we will make it. 
Dauer Printing Co., manufacturers, 
headquarters for jewelers; printed sup- 
Plies of every description; 31 E. 22nd 
St.. New York 10, N. Y.; estimates 
given; write for samples; a good house 
to get acquainted with; U. S. parcel 
post delivery service makes us your 
~~, " neighbor. Phones Algonquin 
-2174-5, 








HANDIEST new tools for jewelers, 
watchmakers, engravers, lapidarists ; 
Tungsten carbide tipped engraver 
guaranteed to cut hardened steel 
balance staffs; long point for long 
life, $5; diamond laps, 1” diameter 
to keep engraver sharp and to trim 
and shape precious stones (Diamond 
laps made up to 10” diameter, for 
fast production cutting), $10; pol- 
ishing laps for precious stones 534” 
diameter, $6.50; 10” diameter, $10; 
diamond lapidary drills 14% and .2 
mm., $6.50; diamond reamers (to 
drill fast and enlarge holes in onyx, 
jade, other precious and hard stones, 
and crystals), $6.50; diamond pen- 
cil and scriber (for marking any 
hard object), $3; diamond saws for 
sawing precious stones 1” to 10”, 
prices on request; all tools are great 
time savers and pay for themselves 
many times over in faster produc- 
tion; your check with order assures 
prompt delivery. Action Diamond 
Tool Co., 125 W. Hubbard St., Chi- 
eago 10, Ill. 


Business Opportunities 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





EVERY EFFORT ia made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, ecte., 
must furnish trade references... An- 
nouncements must pase the strict cen- 
sorship requirements of The Jewelers’ 
Circular-K eystone. 


COSTUME jewelry; outstanding $1-$2 
line; manufacturer’s representative 
wanted. Address “J., 3603,”-care J C-K. 

WANTED to buy, jewelry store; will 
Pay cash; all information confidential. 
Paul Vermillion, 121 N. Harrison St., 
Alexandria, Ind. 

JEWELER and model maker, desires 
partnership in established jewelry 
manufacturing business; will invest. 
Address “L., 3871,” care J C-K 

OPTOMETRIST, New Jersey, desires 
space for office; have good proposition 
to offer for right kind of place. Ad- 
dress “T., 3829,” care J C-K 

WANTED, jewelry store doing cash or 
credit business of $100,000 or more 
per year; replies confidential. Address 
“J., 3200.” care J C-K. 


GORDON BROTHERS, cash buyers of 
complete jewelry stores and surplus 
stock; for details see our advertise- 
ment page 37. 

WANTED: to buy established jewelry 
store, volume $75,000 or over; New 
York City, or out-of-town; give full 
details; replies confidential. Address 
“M., 3732,” care J C-K. 

INDIVIDUAL will pay cash for an es- 
tablished, reputable jewelry store, cash 
or credit, doing over $50,000 business; 
all correspondence confidential. Ad- 
dress “K., 3813,” care J C-K. 

CASH for diamonds, watches and jewel- 
ry; established 40 years; send surplus 
stock for cash estimate; bank refer- 
ences. Emil Noel, 29 E. Madison St., 
Chicago, Ill. 

HIGHEST cash prices paid for surplus 
or entire stocks and estates of dia- 
monds, watches and jewelry. M. 
Iralson, Suite 402, 209 S. State St., 
Chicago. 

COMPLETELY equipped jewelry manu- 
facturing plant, on West Coast, with 
tool room, stamping, casting; able to 
employ 200 employees; looking for 

far =. Address “B., 3741,” care 






































VETERAN wants to buy _ established 
jewelry store in city of 10,000 or 
larger; Ohio, West Virginia area pre- 
ferred; will pay cash; all correspon- 
dence confidential. Address “B., 3775,” 

_care J C-K, . 

FOR cash, want to buy established 
jewelry store in Southwestern States, 
amount no factor; will consider inter- 
est, with managerial responsibilities 
shared; all correspondence confidential. 
Address “P., 3765,” care J C-K. 

OPTOMETRIST desires connection with 
a New Jersey reputable jeweler, in- 
terested in installing a first class op- 
tical department; have own equipment, 
grinding and refracting. Address “O., 
3764,” care J C-K. 


COLMYES BROS.; cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 18 
Tremont St., Boston, Mass. 

WANTED, established jewelry store; I 
will pay highest cash price as I will 
continue on business; must have good 
lease and reputation; any correspond- 
ence confidential. Address “G., 2370,” 
care J C-K. 

WE have specialized in photographing 
jewelry for the past 12 years: black 
and white, or color; complete cata- 
logues or single illustrations. Don 
Bryan Studios, 53 W. Jackson Blvd., 
Chicago 4. 























(Continued on page 430) 
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BUSINESS OPPORTUNITIES—Cont. 





SAMUEL GANSBERG will buy your 
surplus or entire stock and fixtures of 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; 
bank and trade references of the high- 
est character. Write 15-17 Maiden 
ae. New York. Telephone, Rector 


JACK M. WERST will pay you spot 
cash for your surplus or entire 
stock of jewelry, diamonds, estates 
with or without fixtures; operating 
from Coast to Coast; best refer- 
ences; no deal too large or small; 
act now. Miami Savings Bldg., Day- 
ton, Ohio. 

JEWELRY stores and stocks bought for 
cash; any size, any amount, anywhere; 
my tremendous outlet and direct con- 
nections enable me to pay you highest 
prices; communicate with me at once 
and my representative or myself, will 
call on you; our offer will amaze you. 
Louis Rifkin, 81 Bowery, New York 
City. Phone Walker 5-3936. 

ELDERLY Swiss watchmaker, with 
worldwide business experience visit- 
ing Swiss watchmaking center this 
Summer; will undertake business 
orders and contacts for individuals 
or firms; highest references can be 
furnished. Call VI. 9-2535, 113-06 
Jamaica Ave., Richmond Hill, N. Y. 

WATCHMAKER, exporter, established in 
Switzerland, seeks connection with im- 
porting house for the placing and fill- 
ing of orders for watches, or parts; 
regulation and expedition of shipments 
under best possible conditions; abso- 
lute confidence; large experience, 
initiative. Contact, Dr. Jack Rubins, 
Goldwater Hospital, Welfare Island, 
New York, for details. 
have from eight to ten thousand dol- 
lars and can furnish more capital if 
necessary for a practical jeweler who 
understands pressure castings; must be 
capable of operating and managing 
shop; can sell all the goods pro- 
duced; partner must be a wide awake 
fellow, with good ideas and have an 
equal amount for investment; a won- 
derful opportunify for a man with vi- 
sion. Address “G., 3747,” care J C-K. 

ARE YOU GOING out of business? I 
can guarantee you the cost of your 
merchandise plus the expense of 
running a sale, with my personally 
conducted auction or flat sale; no 
sale too large or too small; I will 
also pay cash for your entire store 
with or without fixtures; write for 
my proposition, all correspondence 
confidential; best of references 
throughout past 30 years. Herman 
me! 5 S. Wabash Ave., Chicago, 
TH. 























WOULD YOU like to retire from busi- 
ness, if you were given a respon- 
sible guarantee, that your entire 
stock, fixtures, material, lease and 
accounts would be sold for much 
more than the actual wholesale 
cost; our service will find you a 
cash buyer for your store as it 
stands today in bulk, or as a going 
concern; do you realize your good 
will is an asset that will bring you 
cash the same as your stock: Write 
us for complete details; you will 
not be obligated; references from 
many jewelers who have had us 
liquidate their business recently will 
be sent you along with unques- 
tioned bank references; no store 
too large or too small. Write at 
once to McRae & Shaw, Sixth Floor, 
168 N. Michigan Ave., Chicago, IIl. 





Wanted to Purchase 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





JEWELRY store in Michigan town of 
5000 population or over; will pay cash 
for stock and fixtures. Address “C., 
3776,” care J C-K. 


om 

WANT TO BUY jewelry store for casi 

in small town up to 50,000 population 

Address “L., 2513,” care Jewelers’ Cir- 
cular-Keystone. 


WANTED to purchase well located jewel- 
ry store in town of 10,000 or larger, 
in East Texas, Louisiana or Missis- 
sippi. Box 1311, Alexandria, La. 


JEWELER-collector wants enameled, 
silver foreign souvenir spoons; send 
list and prices, or spoons on approval; 
references gladly given. <A _ Bruner, 
3989 Saxon Ave., New York 63, N. ¥ 


I want to buy a high grade retail jewel- 
ry business, either cash or credit; 
preferably in or near state of Ohio; 
bar: pay cash. Address “H., 3807,” care 

















POLISHER wishes to go into business; 
must have polishing machine, steamer, 
stripping apparatus, gas stove, ex- 
haust blower, etc. Topps, 126 Maiden 
Lane, New York 7, N. Y. Wh. 3-4238. 


WANTED, watchmakers’ lathes, attach- 
ments and tools, engraving blocks, roll- 
ing mills, scales, drills, etc.; give full 
details. Ernest Linick, 29 E. Madison 
St., Chicago, Il. 

SCHOOL ring manufacturers; we will be 
willing to purchase or exchange use 
of dies, hubs, etc., with others not 
competing in our territory. Write “P., 
3520,” care J C-K. 

WANTED, a jewelry shop; state how 
many work benches and kind of 
equipment you have and approxi- 
mate size of floor area. Write to, 
C. Stetson, care Room 2705, 521 
Fifth Ave., New York. 

WANTED jewelry store, well located 
and established, with first class repu- 
tation; small town or city preferable; 
will deal direct with owner; agents 
or high pressure salesmen will not be 
— Address “L., 3400,” care 

















CASH for’ surplus’ stock; jewelry, 
watches, movements, diamonds, etc., 
broken or new merchandise; ship what 
you have express collect; check by 
return mail and your shipment held 
for your approval; bank references. B. 
Lowe, Holland Bldg., St. Louis 1, Mo. 


Watch Work, etc., for 
the Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





WATCH repairing for the trade; price 
list and reference upon request. M. J. 
Gallo, 922 N. Plum St., Lancaster, Pa. 


WM. Morales, expert watch repairer for 
the trade; prompt and reliable service; 
price list sent upon request. 35 Maiden 
Lane, Room 709A, New York 7, N. Y. 


SVBCIALIZING in repairing of cnronvo- 
exzraphse and all kinds of fine watches 
for the trade. I. Altay, 22 W 48th St., 
New York 19 N Y 


WATCH repairing to the trade; reliabie, 
dependable; for prompt delivery to 
out-of-town trade. H. Drimer, 3726 
Maple Ave., Brooklyn 24, N. Y. Es- 
planade 2-2963. 

CAKE®UL. honest watch repairing for 
the trade, moderate prices: out of town 
orders attended to promptly. I. 
nel, 2 W. 47th St.. New York City. 
Phone Bryant 9-5065. 

WATCH repairing for the trade; fast 
and guaranteed service; price list 
upon request. Esquire WatchCo., 68 
Nassau St., New York 7, N. Y. 

















Kun-. 





CLOCKS repaired, all makes, ¢ 
ahu JoMmestic spring Weight ang they. 
tric. prompt service; work guaranteed, 
t3em Clock Service, 1344 W. Divisio; 
~* Chicago 32 Tl ; 


RELIABLE watch repairing for the 
trade since 1921; efficient, depend. 
able mail service: Standard Wateh 
ee Bos Broadway, New York 


CAREFUL watch repairing, skilled work. 
manship; all watches checked ang 
timed on Western Electric Watch. 
master for accuracy. Frederick Lowey 
48 W. 48th St., New York 19, N. y, ' 


REPUTABLE watch repairer for the 
trade; reasonable prices; repairs 
completed within 14 days. Reliance 
Watch Repair Co., 5 Beekman St., 
New York City. 


WATCH repairing for the trade; you 
will welcome our guaranteed watch re. 
pairing; perfect workmanship; prompt 
service; trial package welcomed. Step. 
hen Brod, 4040 Benton Blvd., Kansas 
City 4, Mo. 

EXPERT watch repairing for the trade; 
many years of experience; all work 
guaranteed; out-of-town trade at- 
tended to promptly; moderate prices, 
Israel Weiser, 24 Eldridge St., New 
York City. Walker 5-9264. 

CLOCK making to the trade; specialist 
in heavier horological work; wheels 
and pinions cut on order; clock eg- 
capements constructed or _ repaired; 
antique clocks restored. Stanley Pro- 
kop, 2680 Dahlia St., Denver, Colo. 


CLOCKMAKER to the trade, special. 
izing in French, antique and 8-day 
traveling clocks; quality workman 
ship assured; references furnished, 
Samuel Greenhill, 116 Nassau St. 
New York 7, N. Y. 


ELECTRIC clock repairing for the trade; 
fast and reliable service on Telechron, 
General Electric, Hammond, Seth 
Thomas, Session; work guaranteed; we 
specialize in mail order work. Acme 
Clock Repair Service, 4611 Clinton St. 
Los Angeles 4, Calif. 

EXCEPTIONALLY fine watch repairing; 
established over 30 years: prompt, 
honest and courteous service; excellent 
references; out-of-town customers In- 
vited: send for price list. Harr Watch 
Repair Co., 545 Fifth Ave., New York 
City. 

EXPERT watch repairing; we specialize 
in mail orders; 10-14 days’ service; 
all watches timed and tested by the 
latest Western Electric Watchmaster; 
time charts for each watch will be 
supplied upon request. L. Z. Orin, 2 
Ellwood St., New York 34, N. Y. Lor- 
raine 7-1261. 


GREENWICH Time Service, with care- 
ful, honest watch repairing at moderate 
prices, will help you to build up your 
watch repairing department; work 
fully guaranteed; special, prompt at- 
tention given to mail orders; refer- 
ences and prices upon request. Green- 
wich Time Service, 1 Astor Place, Jer- 
sey City, N. J. Phone, Delaware 3-8255. 


FIRST class repair shop, able to handle 
repairs of all types, American or Swiss 
made watches, for better stores that 
are interested in obtaining good work- 
manship; every piece checked on timing 
machine; prompt service, city and out- 
of-town; excellent references available. 
Arthur Blatt, 19 W 44th St. New 
Torn 18, WH. Y¥. 


IF you are looking for a reliable place 
to send your watch repair work, we 
offer service of the highest quality; 
all workmanship guaranteed; have 
satisfied customers throughout the 
country for the past 24 years; service 
within five days; postage prepaid one 
way; prices sent upon request. Jost 
Odence, Inc., 215 Fourth Ave. New 
vor: &, N. Y¥. 

CRYSTAL fitting for the trade, special- 
izing in Ross lentille crystals, in the 
clear blue, green, amber and rose 
colors: all fittings are dust-tight, with 
lentilled edges and _ highly polished 
surfaces; prompt, guaranteed service: 
price list on request. Ross Watch 
Crystals, 15 E. Washington St.. Room 
ae Chicago 2, Ill. Tel. Franklin 
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hundreds of jewelers prefer to 
Way their watch repair work to us; 
they like our skilled precision crafts- 
manship and tests for accuracy; they 
like our proven integrity and reliahil- 
ity, as attested by satisfied customers ; 
they like our speedy and efficient ser- 
vice; write us; you'll find our prices 
jow and our work satisfactory. Matt- 
hews Watch Repair Co., 154 Nassau 
st, New York 7, N. we 





——————a———_—_— 


lize in repairing all types of 
— cool both American and foreign; 
in cleaning, movements are entirely 
dismantled and thoroughly cleaned, 
each piece receiving individual atten- 
tion, thus assuring you of the finest 
b possible; all jobs are guaranteed 
against defective workmanship and 
material; in addition, our jewelry re- 
pair department is ready to help you 
with all jewelry repairs, including spe- 
cial order work of all kinds. H. Win- 
dolph, 1548 Belmont Ave., Chicago 13, 
IL 





a 


WATCH repairing for the trade; let us 
help you build up your watch repair 
department with our competent staff 
of high grade watchmakers; we are 
now in a position to handle all your 
watch repairs; all you have to do is 
mail us your repairs; they will be put 
in first class condition at reasonable 
prices, and sent back to you as early 
as possible; years of experience as- 
sure you the finest workmanship; 
every job fully guaranteed; for high 
grade watch repairing, get in touch 
with, M. Rosenthal & Son, 3042 W. 
York St. Philadelphia, Pa. Phone 
Baldwin 0659. 





WE guarantee you first class watch 
repairing; our work will help pro- 
gress your business; we employ a 
staff of eight expert watchmakers; 
we repair all kinds of complicated 
watches, repeaters, chronographs, 
etc.; we also vibrate hairsprings, 
and we make parts, particularly 
staffs for obsolete watches; all the 
work is done in our own shop; we 
can give you good service; price 
list on request. Simon Amtman, 9 


Maiden Lane, New York City. 





GENEVA Craftsmen Watch Repairing 
Co., Graybar Bldg., 420 Lexington 
Ave., New York 17, N. Y.; we are 
an organization of master crafts- 
men who guarantee the finest repair 
service available; your watches will 
be painstakingly examined and 
thoroughly repaired by our expert 
technicians who make the art of fine 
watch repairing a delicate and pre- 
cise science; accuracy is our watch- 
word ; if you wish your repairs to 
receive this type of service, ship 
them to us with full confidence. 





HAVE you a watch repair problem: 
hundreds of jewelers throughout the 
country have found it quicker and less 

to send us their watch repairs; 
our large staff of 45 thoroughly experi- 
enced mechanics assures you of the 
finest quality work and our production 
system will give you rapid service at 
moderate cost: our work is timed on 

Watchmaster Recorder and fully guar- 
anteed; all watches are fully insured 
and protected by Holmes Protective 
Service; over 200 accounts ship us 
thelr repair work regularly and our 
files are full of letters praising our 
workmanship and our service; please 
correspond with us before shipment to 
avoid unnecessary delay. Dependable 
Watch Co., 132 Nassau St. New 
York, 7, N. ¥. Beekman. 3-4427-95. 
Members—Jewelers Board of Trade. 














Special Order Work and 
Repairs for the Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 


— 








POLISHING work wanted for the trade; 
also special tool and machine work. 
H. Strauss, 108 Fulton St., New York 
City. Rector 2-2039. 


HAIRSPRING tweezers hardened, tem- 
pered, sharpened. Valdemar Vir- 
aoe 45 Park Place, Morristown, 

. 8 


ENGRAVING service for the South; 
rings, jewelry, silverware; we engrave 
on anything; 24 hour service; standard 
prices. Links, Box 100, Lenoir, N. C. 


JEWELRY repairing, specializing in ex- 
pansion bands; fast service, all work 
guaranteed; factory method; write for 
price list. Parkers, 124 W. 6th St., 
Los Angeles 13, Calif. 


H. & I. Jewelry Polishers and Lappers, 
93 Nassau St., New York City; ex- 
pert on gold and platinum jewelry; 
mail us your work to be polished; 
prompt service guaranteed. 


BEADS of all kinds restrung by ex- 
perts for the trade; reasonable prices 
and prompt service; bonded. Rankin’s 
a House, Box 1384, Beaumont, 

‘ex. 


PLATING; gold, rhodium and silver 
jewelry; any color or finish; prompt 
mail order service; 28 years’ of ex- 
pert plating. Allied Plating Co., 430 
S. Broadway, Los Angeles 13, Calif. 


LADIES’ and men’s expansion bands ex- 
pertly repaired and polished; trade 
work; no rivets pushed through caps; 
prompt mail order service. Sherman 
Bracelet Shop, 124 W. 6th St., Room 
305, Los Angeles 14, Calif. 


DIAMOND setter, specializing in white 
gold work, has opening for several 
new accounts; jobbers only; excel- 
lent service. Paul Zirkel, 562 Fifth 
Ave., New York. 


JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade: all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bidg., St. 
Louis, Mo. 


DIAMOND setter wishes work from 
out of town trade; finest quality 
workmanship; prompt service; ref- 
erences furnished; write today for 
a list. Address “B., 2361,” care 


BEADS restrung; pearls, novelty knotted, 
or what have you; information fur- 
nished by request: two branches to 
serve vou. Grayam and Hayes, P. O. 
Box 673, Youngstown, Ohio, or P. O. 
Box 52, Cuyahoga Falls, Ohio. 


MANUFACTURERS; let us do your as- 
sembling for you; we can do it cheap- 
er than you can do it in your own 
shop; we handle quantities of 12, gross 
or thousand; quick service. Edward 
Buckalew, Jeweler, 1011 Chestnut St., 
Philadelphia. Established 1925. 


JEWELRY tool and diemaker, estab- 
lished tool and die shop, wants work 
of any kind of jewelry dies, piercing, 
tool cutters, also experimental work; 
40 years’ experience; very best refer- 
ences. Albert Boll, 7315 Lansdowne, 
St. Louis 19, Mo. 









































RETAILERS; now you can have your 
rings sized by machine; your ring siz- 
ing can be done quicker, cheaper and 
better; our machine does not stretch 
rings; it inserts pieces and solders 
them; each ring accurately’ sized; 
something entirely new; the cost is 
25¢ for making any ring “smaller, 50¢ 
for making a gold ring one size larger ; 
other sizings priced in proportion; all 
rings polished; a trial will convince 
you. Edward Buckalew, 1011 Chestnut 
St., Philadelphia. 








To Let 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





FOR RENT, immediate occupancy, office 
and loft space; units from 200 square 
feet and up; also two complete floors, 
approximately 18,000 sq. ft. each, suit- 
able for light manufacturing of cos- 
tume and hand made jewelry, diamond 
setting and cutting and watch as- 
sembling; suitable for trade school for 
veterans; six story high class fire- 
proof office and mercantile building 
located at 555 E. Tremont Ave., cor. 
Monterey Ave., facing Bronx City Hall 
Park; transportation, one block east 
of Third Ave. elevated express station; 
crosstown trolleys stop at door; walk- 
ing distance from east and west side 
subways. Renting agent on premises, 
or Joseph H. Schwartz, 71 W. 23rd St., 
New York City. Gr. 5-23516. 





Patents 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 


| 





PATENT your good ideas; send me your 
simple sketch or model; free con- 
fidential advice-literature ; register your 
trademarks. Z. H. Polachek, registered 
Patent-Attorney-Engineer, 1234 Broad- 
way, New York City. 


PATENTS, trademarks, copyrights ex- 
clusively; booklet upon request. 
Eugene H. Purdy, Registered Patent 
Attorney and formerly member Ex- 
amining Corps, U. S. Patent Office, 
801 Washington Loan & Trust Bldg., 
Washington 4, D. C. 











Miscellaneous 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





LEARN WATCH repairing by doing it; 
thorough training under expert instruc- 
tors. For information write Standard 
Watchmakers Institute, 2061 Broad- 
way, New York City. 


WATCHMAKERS; increase your ability 
through the highly recommended books; 
“Rules and Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 








THE business having been sold, we will 
not be responsible for any debts con- 
tracted for jewelry business conducted 
under name “N., Goodman” at 1517 
a New York City, after April 





ENGRAVING to the trade; engraving 
of jewelry, trophies, silverware, or- 
namental and ring carving; mail 
orders our specialty. Belmar En- 
graving Co., 707 S. Broadway, Los 
Angeles, Calif. 








ATTENTION watchmakers; veteran, 
some watchmaking experience, own 
tools, would like to contact expert New 
York watchmaker; am confronted by 
some problems to which I would like 
to find solutions; will pay for services 
rendered. Address “L., 2723,” care 





FOR JUNE, 1946 
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Waltham's $500,000 Ad Campaign 
Features Full Pages in Color 








Here is the first of the new series of full 

page advertisements in four colors which 

Waltham will run in leading consumer mag- 
azines through the coming year. 


Launching the largest advertising 
campaign in its 96-year history with 
the June 1 issue of the Saturday Eve- 
ning Post, the Waltham Watch Co. will 
spend a half million dollars during the 
coming year. In addition to the Satur- 
day Evening Post, full pages in four 
colors will be run in six other leading 
magazines during June. 

The campaign is to be a consistent 
all-year effort with full pages in full 
color every month in America’s biggest 
circulation magazines, the company an- 
nounces, 

Each advertisement will conclude with 
the statement, “As with all precious 
gifts, let your jeweler be your trusted 
adviser,” in order to help bring more 
gift business to the jewelry store. 

The consumer campaign will be sup- 
plemented with regular space in the 
jewelry trade papers to keep fully in- 
formed about Waltham’s program. 





To Promote "Velva" Pearls 


American Pearl Company, Providence, 
will merchandise through the wholesaler 
a newly created line of “Velva” simu- 
lated pearl items: necklaces, chokers, 
multiple and single strands “of dis- 
tinctive velvety lustre.” 

Simulated pearls made by this com- 
pany are already nationally distributed. 

“By creating our own private brand 
and identity,” says Carl H. Goldberg, 
treasurer,” we will be in a position to 
render to wholesalers and retailers the 
promotional assistance which will form 
a complete merchandising program to the 
ultimate consumer.” 

The program includes distinctive tag- 
ging in purple and gold, with suitable 
boxing, a long-term guarantee. Already 
nationally advertised to the jewelry 
trade, “Velva” pearls will receive addi- 
tional forms of promotion as_ rapidly 
as expanding production permits. 
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Manufacturers? News | 


Sheldon Clock Corp. Formed 


A new company has entered the popu- 
lar-priced electric clock field with head- 
quarters in Chicago. Named the Sheldon 
Clock Corp., it is headed by Samuel 
Feldman as president and Robert Kaiser 
as vice-president. 

Mr. Feldman is well known in the 
trade, particularly in the Chicago area, 
as a manufacturers’ representative, a 
field in which he intends to continue. 
Among the companies he represents are 
Crescent Silver Mfg. Co. and Asterloid 
Mfg. Co., offices of which henceforth will 
be on the 15th floor at 29 E. Madison 
Street. 

Mr. Kaiser comes to the Sheldon Corp. 
after many years experience in the busi- 
ness—most of it with Aristocrat Clock 
Co. and DeLux Clock Mfg. Co. 

Movement of the new clock is made 
by International Register Co., Chicago, 
which for 54 years has manufactured 
various types of timing mechanisms. 
First two models offered, in plastic cases, 
are a bedroom alarm and a kitchen clock. 
Other models will be released as produc- 
tion permits. . 

The Sheldon line will be exhibited at 
the Jewelry Fair in Chicago beginning 
July 29 and jewelers also are invited to 
visit the firm’s new showroom in the 
Heyworth Building. 





Manning-Bowman Opens 
New Show-room in N. Y. 





A view of Manning Bowman's new showroom 
in New York, decorated, lighted and 
equipped in ultra-modern style. 


Manning, Bowman & Co., formally 
opened its new sales office in New York, 
at 192 Lexington Ave., on April 27. 


In connection with the opening, a meet- 
ing was held of the company’s dis- 
tributors in the Greater New York area, 
at which officials of the company ex- 
plained the firm’s problems of manufac- 
turing under present-day conditions, its 
sales policies, its advertising programs 
and development of new merchandise. 

Executives who spoke include Percy 
G. Hartnett, General Manager; Jordan 
L. Mott, Sales Manager; John Anderson, 
Advertising Manager, and Allen L. 


Wilkinson, Vice-President in Charge of 


New Merchandise. 

At the conclusion of the business meet- 
ing, a buffet lunch was served from the 
model kitchen which is part of the New 
York sales room. 





Luria Announces Appointments 


Manny Gould, after three years of 
service in the Armed Forces, hag Te- 
turned to L. Luria & Son, Inc, well 
known New York wholesale distributors 
He has been associated with the firm 
since 1933 and before entering the Army 





Se 





MANNY GOULD 


BURTON M. PELL 


in 1943, was sales representative for 
New England, Eastern Pennsylvania and 
New York State. In his present duties, 
he will supervise all of the organiza- 
tion’s advertising and sales promotional 
activities, 

Another former member of the or- 
ganization who has returned from the 
Armed Forces is Murray Bettinger. 
After three and one-half years of ser- 
vice with an Army anti-aircraft unit, 
one year of which was spent on Okinawa 
and in Korea, Mr. Bettinger will now 
resume his former duties as sales repre- 
sentative, covering Philadelphia, Pa., and 
the entire State of New Jersey. 

Newly added to the staff is Burton 
M. Pell, whose many years of selling 
and sales promotional experience makes 
him well qualified to serve his old 
friends in his new connection, repre- 
senting Luria in the state of Georgia 
and Florida. : 





New "Easterling" Compacts 
Meet Hearty Welcome 


A handsome portfolio which shows by 
actual unretouched photographs the at- 
tractive new line of “Easterling” com- 
pacts recently placed on the market by 
Donaldson & Co., Ltd., Boston, Mass, 
was mailed last month to a selected list 
of jewelry and giftware wholesalers, and 
according to the manufacturers has pro- 
duced a quantity of orders and a degree 
of interest far beyond expectations. 

These new compacts are made of brass, 
bronze and copper with engraved and 
polished designs on a satin brushed foun- 
dation. All have seamless corners, tight 
closing, with strong spring catches and 
a new type bezel, which with the tight 
closing of the compact is said to prevent 
powder from sifting out. 

The line is to be advertised in a list 
of six of the leading consumer publica- 
tions for women and is also being intro- 
duced to the trade through a consistent 
campaign in the two leading jewelry 
trade publications. 

Copies of the portfolio and further 
information about the line may be had 
by writing to Donaldson & Co., Ltd., 31 
Bedford St., Boston 11, Mass. 
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New Elgin American Leaflet Ties in 
With Publicity Board's Survey 


some leaflet printed in colors 
— been veoualll distributed to 
retail jewelers throughout - the United 
States and Canada by Elgin American 
emphasizes the value of the survey of 
consumer gift buying habits conducted 
by Elmo Roper, @ few months ago, for 
the Jewelry Industry Publicity Board 
to guide its efforts in its proposed cam- 
ar circular emphasizes that the Roper 
survey demonstrated that the gift busi- 
ness is year round business and that such 
items as the compacts, cigarette cases, 
and dresser sets which Elgin American 
manufactures are mamong the gifts most 
desired by the public. ; 
ing in with Mr. Roper’s conclusion 
that “a strong campaign of advertising 
and publicity is important,” Elgin Amer- 
ican points to its own big-scale program 
of advertising and publicity and suggests 
to retailers that by associating them- 
selves with Elgin American promotion 
efforts they can help to reap for them- 
selves the benefits to be derived from 
such activities as the Roper survey rec- 
ommends. 





New Bride's Record Book Makes 
Promotion Piece for Jewelers 











General Products' new bridal record book 
also “doubles” as a photograph frame. 


General Products, Chicago, creators of 
“Arondia” gift books for special events, 
recently added a metal division for gifts 
known as “Sage Craft” and are now 
located in a new modern factory of 
more than 35,000 square feet at 6122 N. 
Clark St., with S. J. Greller as general 
merchandising manager. 

At the present time the company is 
featuring a combination wedding record 
book and pair of photo frames in white 
washable simulated leather, which makes 
an excellent promotional gift for jewel- 
ers to present to bride-to-be. The book 
is 11% by 9% inches, is individually 
boxed, and contains frames for two 8 by 
10 photos, as well as abundance of space 
for the recording of showers, gifts, 
guests, anniversaries, etc. 


New Chicago Office for Evans 


New offices and showroom to serve 
the Chicago area have been opened by 
the Evans Case Co. in the Pittsfield 
Building, 55 E. Washington Street, Suite 
No. 12483. Warren Hendriks is in 
charge of this office. 


FOR JUNE, 1946 





Benrus Introduces the "Embraceable" 





A new line of watches for women 
named “The Embraceable” is being put 
on the market by the Benrus Watch Co. 

It is & 17-jewel model, centered on a 
smart, graceful bracelet which is in- 
tegral with the watch, and does double 
duty as a piece of costume jewelry and 
a dependable timepiece. 

Although the “Embraceable” is an ex- 
pensive-looking unit, with such fine de- 
tails as hidden hinges, a safety-chain 
guard and invisible clasp, it is mod- 
erately priced and its low cost is ex- 
pected to make it a volume seller. 

Benrus is backing the ““Embraceable” 
with an extensive promotion campaign— 
including national advertising, radio, 
dealer ad mats, spot commercials and 
jingles, display cards and envelope in- 
serts. 


A. L. Anderson Now With 
Ripley & Gowen As Gen. Mgr. 


Arnold L. Anderson, for the past 18 
years with Evans Case Co., North Attle- 
boro, is now associated with his father, 
Edward L. Anderson, Treasurer of 
Ripley & Gowen Co., Inc., jewelry 
manufacturers of Attleboro. 

Mr. Anderson, as General Manager of 
Ripley & Gowen Co., has well developed 
plans for the expansion of their line of 
gold-filled jewelry, especially an exten- 
sive line of men’s jewelry which will 
be merchandised under the established 
“La Mode” trade mark. The distribution 
of this new line will be through the 
wholesale jewelers, the pattern Ripley & 
Gowen Co., Inc., have followed through 
the years. 





Forstner Sets Up Scholarship Fund 


The Forstner Chain Corp., Irvington, 
N. J., through its president, William 
Forstner, has established college scholar- 
ships in engineering for Irvington High 
School graduates. The value of the 
award, which will be paid directly to 
the college, is $100 per year per student 
in each of the four years of the course. 

One scholarship will be awarded in 
each of the next five years, to the pupil 
who receives the highest average marks, 
and takes a college engineering course. 
The Scholarship Plan is subject to re- 
newal at the end of each five-year period. 

Clarence E. Chamberlain, High School 
principal, in accepting the offer asserted, 
“This is the first time, as far as I know, 
that an Irvington industry has taken 
such a forward step to encourage bet- 
ter scholarship in our high school.” 





International's Silver Theater 
Back on the Air June 23 


The Silver Theater of the Air, Inter- 
national Silver Company’s summer radio 
show, will be back on the air Sunday, 
June 23, over the network of the Colum- 
bia Broadcasting System. As in previous 
years, the program will be under the 
direction of .Conrad Nagel, who will 
have as his guests various stars of stage 
and screen. The show will occupy the 
same time spot—6 to 6:30 p.m., Eastern 
Daylight Time, every Sunday through 
August. 

While the Silver Theater is on the 
air, Ozzie Nelson and Harriet Hilliard 
will take their annual vacation, but will 
return to the radio for International 
with their special brand of domestic 
comedy on Sunday, Sept. 2. 





The "Sit-Downer" by Ed Freed 





A new type of show case recently 
created by the display and store fixtures 
firm of Edwin Freed, Inc., 1233 Sixth 
Ave., New York, which is pictured above, 
has quickly won a high degree of pop- 
larity in jewelry and gift stores. 

With front and side glass panels, slid- 
ing doors and two deep drawers, it is 
especially well suited to diamonds, 
jewelry, silver and other gifts. 





Otto Baer Moves to Own Building 


Otto Baer, Inc., Buffalo, one of the 
country’s leading manufacturing jewel- 
ers, has just moved its factory to larger 
quarters in its own newly constructed 
building on Delaware Avenue. 

The new factory, equipped with the 
latest in scientific casting equipment, and 
staffed with highly skilled artisans, de- 
signers, and model makers, will enable 
Otto Baer, Inc., to increase production 
and give quicker delivery on orders. 

A well skilled artisan himself, who 
creates many of the original patterns, 
Otto Baer is now operating one of the 
largest jewelry factories in the country, 
with a complete line of men’s and ladies’ 
gold rings in every style and finish. 





Webster Announces District Mgrs. 


Webster Company, silversmiths, of 
North Attleboro, Mass., announce the 
appointment of Donald L. Frazier as 
Eastern Representative with a show- 
room at 366 Fifth Ave., New York, New 
York; also the appointment of Arthur 
G. Suber as Mid-Western Representa- 
tive, located at 31 N. State St., Chicago, 
Ill.; and Thomas H. McCready as Pa- 
cific Coast Representative, covering the 
entire “waterfront.” 
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Longines Radio Play Wins Award 
As One of Year's Ten Best 





Principals in the Harper award to Longines- 
Wittnauer's radio drama. Left to right: 
Capt. Eddie Rickenbacker, Host and narra- 
tor; Lester Vail who directed the show, and 
is also director of "The March of Time"; 
Col. Hans C. Adamson, the play's author. 


One of the Longines-Wittnaur radio 
dramas in “The World’s Most Honored 
Flights” series—entitled “They Fly 
Throngh the Air”’—has been given the 
Harper Award of the Writer’s Radio 
Theater as one of the 10 best radio 
dramas of the 1945-46 winter season. 

The play was, like others in “The 
World’s Most Honored Flights” series, 
written by Colonel Hans _ Christian 
Adamson, and featured Captain Eddie 
Rickenbacker as host and historian. 

The prize-winning program was a 
dramatization of the career of a fictional 
veteran aviator from the close of: World 
War I, through the brief aviation boom 
that followed it and the subsequent 
slump, taking the hearer through the 
barnstorming era, the early air mail 
days, the pioneer transatlantic flights and 
the ensuing developments down to the 
present time. 

Norman SS. Weiser, Editor of the 
Writer’s Radio Theater for 1945-46 and 
head of the Harper Committee, in com- 
menting on the award paid _ special 
tributes both to the dramatic interest 
of the play, and to the restraint and 
good taste of Longines-Wittnauer as its 
sponsor, whose “ultra-short commer- 
cials,” he said, “are styled in such a 
way that they do not detract from the 
mood of the listener, but seem to be an 
integral part of the show itself.” 





Ronson Expanding in Britain 


Reconversion of its British plants to 
production of Ronson lighters and acces- 
sories is making rapid strides, accord- 
ing to Alexander Harris, president of 
Ronson Art Metal Works, Inc., who 
has just returned from a trip to the 
company’s British holdings with Israel 
B. Greene, counsel for Ronson and one 
of its directors. 

“Ronson lighters, whose popularity 
abroad is extremely gratifying, are now 
being manufactured for civilian dis- 
tribution,” says Mr. Harris, “and their 
sale is limited only by the number which 
can be produced. In order to increase 
that quantity, steps are being taken for 
the expansion of the factory at Leather- 
head, Surrey, where lighters are present- 
ly being made.” 

A new plant is also being erected in 
the north of England to increase the out- 
put of parts and accessories. 
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National Silver Company 
Announces New Appointments 


Allen S. Gordon has been appointed 
manager of the National Silver Com- 
pany’s new Detroit office and showrooms. 
He will direct a sales staff of four repre- 
sentatives who will serve the entire State 
of Michigan, including the city of De- 
troit. Scheduled to open in June, the 
Detroit branch will occupy 1,450 square 
feet on the third floor of the Lafayette 
Bldg., opposite the Book-Cadillac Hotel 
on Michigan Ave. 

Another recent appointment is that 
of Arthur E. Eisenberg, recently dis- 
charged from the U. S. Navy, who has 
rejoined the National Silver Co. as 


* Assistant to the Vice-President and as 


Merchandise Supervisor of the firm’s 
flatware, hollowware and jewelry divi- 
sions. Mr. Eisenberg will make his head- 
quarters at the main office in New York. 

Jerome Kaskey has been appointed 
Assistant to General Sales Manager 
Walter Jacobs. Mr. Kaskey joined the 
National Silver Co. a year ago, prior 
to which time he was engaged in the 
practice of law. 

Sam Gross, Southeastern sales man- 
ager has been named to take charge of 
the firm’s newly opened branch office 
and showroom in Atlanta. H. G. Smith 
will be National Silver’s Atlanta repre- 
sentative. The new salesroom will be 
located in the Bona Allen Bldg., at the 
corner of Spring and Luckie Streets, and 
will be ready in July. 





Emerson Noyes Rejoins Oneida 


Emerson Noyes, former salesman for 
Community Plate in Chicago, Ill, and 


EMERSON NOYES 





more recently with the U. S. Navy, re- 
ceived his honorable discharge at Samp- 
son Naval Base early in March, and 
has returned to Oneida, Ltd., as South- 
western District Representative with 
headquarters in Dallas. 

Mr. Noyes was engaged in interview- 
ing and classifying recruits for Naval 
Service Schools and later was a Civil 
Readjustment Interviewer of Dis- 
chargees at the Personnel Separation 
Center, Great Lakes, III. 





Importer Back from Buying Trip 
With Stones from India and Ceylon 


Jacques V. Masson, of Los Angeles, 
who believes that he is the first Ameri- 
can business man to be granted a priority 
for a business trip by air to India and 
Ceylon, has now returned from his first 
trip with the stock of gems which he 


went abroad to purchase. The assort-- 


ment, which he personally selected in 
The Orient, includes a considerable in- 
ventory of star sapphires and catseyes 
in which he specializes. 








Shennan Succeeds Stringer As 
Head of Manufacturing Operations 
At Elgin National Watch Co, 





JAMES G. SHENNAN 


PERCY E. STRINGER 


Percy E. Stringer, who has been Vice- 
President in Charge of Manufacturing 
for Elgin National Watch Co. since 1938, 
has retired after 53 years of service with 
the company, starting as an errand boy 
in the Gilding Department and gradually 
working up the ladder to become head 
of manufacturing operations. 

Appointed to succeed him is James G, 
Shennan, who joined Elgin in 1932, en- 
tering the factory as an assistant in con- 
ducting time studies. 

Like Mr. Stringer, Mr. Shennan h 
gradually worked his way up the ladder 
of promotion, his last previous position 
before his present appointment to the 
Vice-Presidency being that of General 
Factory Superintendent and Assistant to 
Mr. Stringer. 

During the war Mr. Shennan was re- 
sponsible for production and _ personnel 
for all three of the Elgin plants and in 
addition was in charge of Government 
contracting for one of them. More re- 
cently he guided the development of the 
company’s new line of high accuracy 
sapphire gaging instruments for indus- 
try at the Aurora plant. 





Demonstrates Ways of Saving Bread 


Russell W. Camfield, president of the 
Camfield Mfg. Co., toaster manufactur- 
ers, demonstrated last month before a 
select Chicago audience, headed by mem- 
bers of President’s Famine Emer- 
gency Committee, various ways that our 
present supplies of bread may be con- 
served and made into appetizing dishes— 
a timely service in view of the present 
extreme need for providing grain for 
the world’s starving millions. 

Mr. Camfield became interested in 
conservation when surveys which he re- 
cently had.made showed an appalling 
waste of bread. “Twenty-eight per cent 
of American housewives,” he stated, 
“throw away the heels of bread; thus, 
in affect, throwing some seven million 
bushels of wheat into the garbage can 
annually.” 

The exhibit showed ways in which 
bread is wasted, ways of using bread 
which is ordinarily wasted, and new 
recipes which make mouth-watering 
dishes wherein bread and toast are the 
chief ingredients. ‘ 

The streamlined new Camfield toaster 
models which were used in the demon- 
stration were a center of interest to 
every woman and most of the men pres 
ent. 
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Eberhard Faber Pencil Co. 
Introduces New Ball-Point Pen 


The Lberhard Faber Pencil Company 
will announce to the public through na- 
tional advertising, beginning in June, an 
“effortless writing” ball-point pen born 
from the original Laszlo Biro patents. 
American rights to these patents were 
acquired more than a year ago when 
the revolutionary Biro pen was intro- 
duced from South America. The first 
model “No. 1” to be distributed to select- 
ed dealers will be offered at $15.00, plus 
tax, in a choice of four colors with 14 
Kt. gold-filled cap and decorative tip 
that are integral features of the modern 
streamline design. J. Gordon Lippincott, 
New York industrial designer, has been 
several months in drafting the propor- 
tions of the pen to obtain beauty, bal- 
ance and minimum weight. 

The new pen is guaranteed not to leak 
or drip under any conditions and to 
write unfailingly without any “dry spots” 
on any writing surface. These features 
are attributed to the Biro principles of 
an unfailing ink supply fed by capillary 
attraction. The ink dries instantly with- 
out blotting. 

Automatic equalization of air pressure 
within a specially constructed cartridge 
holds viscous ink in suspension against 
the walls of the tubes under capillary 
attraction. It cannot escape, the manu- 
facturers state, until the revolution of 
the writing ball over the surface feeds 
ink into a reservoir directly behind the 
ball, and then only the exact amount 
of ink needed is released to the writing 
surface. 

Easily interchangeable ink cartridges 
will make it possible to use inks of 
various colors in this new ball-point pen, 
the shift requiring only a few seconds. 
Extra cartridges will retail for fifty 
cents. 

According to L. M. Brown, General 
Sales Manager of the Company, one 
cartridge will probably last the average 
business executive for several years, but 
he points out that no claims are made 
as to the exact time each cartridge will 
last, because obviously some people 
write much more than others. “We do 
guarantee, however,” says Mr. Brown 
“that it will write unfailingly until the 
last bit of ink is gone, and that anybody 
can then put in a new ink cartridge as 
easily and quickly as he would insert 
a new battery in a flashlight.” 

N. L. Pearce who has been with the 
Eberhard Faber organization for many 
years, has been appointed Sales Manager 
of the company’s newly created Foun- 
tain Pen Division, and will be in charge 
of distribution of the new pen. 





Hamilton Readjusts Prices 


Effective May 1, the Hamilton Watch 
Co. put into effect a new schedule of 
Prices and a new price list was sent to 
all Hamilton dealers. 

Price changes vary slightly with dif- 
ferent grades but the. advances have 
been held to a minimum, according to 
Hamilton officials, the increase averag- 
ing about 10 per cent which is sub- 
stantially less than Hamilton would be 
permitted under the OPA’s reconversion 
Pricing formula. 

The company purposely kept increases 
to the minimum amount required by 
Increased costs in ‘order that the line 
may continue to give maximum value. 


FOR JUNE, 1946 





DISPLAY OF CHARACTER CHARMS STOPS TRAFFIC 








A pre-Easter feature of the Jewelry Department of The Fair in Chicago was this unusual 

display of Walt Disney character charms. Excellent showmanship demonstrated by the use 

of frames of the tiny charms, supplemented by large, three-dimensional reproductions of 

the famous Walt Disney creations created a traffic stopper that jewelry everywhere can 

adapt with equal effectiveness. The charms are made by Delta Jewelry & Casting Co., 
426 E. Spring St., Los Angeles 13, Calif. 





Associated Mfrs. Names Dorrance 
Vice-Pres. in Charge of Sales 


H. Larned Dorrance, Jr., has been 
appointed Vice-President in charge of 
sales of Associated Manufactures, Inc. 

Mr. Dorrance, a graduate of Williams 


H. LARNED 
DORRANCE 





College, served for four year in the 
Navy on Admiral Kinkaid’s staff in the 
Pacific, and was recently released to in- 
active duty as lieutenant commander in 
the Naval Reserve. 

Associated Manufacturers, Inc., is 
building a nation-wide sales organiza- 
tion under Mr. Dorrance’s direction to 
present its complete line of “Manrey” 
jewelry to buyers in all parts of the 
country. 


Marvin Watch Co. Changes Name 


E. Devay, head of the concern for- 
merly known as the Marvin Watch Co., 
which is the U. S. distributor for Mar- 
vin watches, has changed the firm’s style 
to Devay & Co., Inc., effective June 1. 

The change is one of name only. The 
company continues at the same address, 
580 Fifth Ave., New York, and also 
continues as heretofore to be the ex- 
clusive American distributor for Marvin 
watches and other products of Com- 
pagnie des Montres Marvin, S.A., La 
Chaux-de-Fonds, Switzerland, founded 
by H. A. Didisheim in 1850, and operated 
continuously since then by the Didisheim 
family. 











Bulova "Excellency" Makes Its Bow 


The new Excellency series designed 
by Bulova made its first appearance in 
the jewelry stores throughout the nation 
on Wednesday, May 8. These new, mod- 
ernly styled watches, which retail from 
$52.50 to $225.00, and are the first of 
Bulova’s postwar models, had their in- 
spiration on the drawing board early in 
1945 but had to await the process of re- 
conversion to be put into production and 
so are only now making their appear- 
ance. 

The release of these watches is backed 
up by what Bulova says will be the 
largest advertising campaign ever un- 
dertaken in the jewelry industry. It will 
include newspaper, magazine, radio, bill- 
boards, car cards, window displays, 
counter cards, newspaper mats and other 
dealer helps. 

A handsome portfolio with details of 
the program and samples of the mate- 
rial is being distributed to Bulova deal- 
ers. 





Speidel "Mignon" Now Fair-Traded 


In accordance with its policy of pro- 
tecting the retail jeweler from price-cut- 
ting competition, the Speidel Corporation 
has fair-traded the price of its “Migon” 
ladies’ expansion bracelet at $9 each, 
Federal Tax included. 

This is the third of the Speidel brace- 
lets to be so treated, the other two be- 
ing the “Forty-Niner” at $32.50 and the 
“Miss Forty-Niner” at’ $25, both Fed- 
eral Tax included. 


Other Speidel items as they are in- 
troduced, will also be fair-traded, the 
company states. 





Herb Goldstein Joins Eskay 


S. Korff & Son, 914 Walnut Street, 
Philadelphia, Pa., manufacturers of 
Eskay jewelry, announce the addition 
of Herb Goldstein to their sales force 
in a new expansion program. 
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ALL A MISTAKE 


We WERE RATHER puzzled by the fact that our mail a 
few weeks ago suddenly began to contain a lot of letters 
that said in substance, “Please send us a list of the items 
on which the jewelry tax now applies.” Why this sud- 
den interest, we wondered, in something that has re- 
mained unchanged for more than two years? 

Then along came a letter which explained the mystery, 
After asking the same question as the others, the writer 
went on to say that he had heard a report that a revision 
had been made in the list and that he wanted to bring 
his information up-to-date. 

How, where, or by whom any such rumor was origi- 
nated, we have no idea, but whoever was responsible for 
it, it is 100 per cent incorrect. No change whatever has 
been made in the list of items subject to the excise tax 
since April 1, 1944, when the present revision of the 
tax law went into effect. 

Furthermore, no change will be made until six months 
after the official proclamation declaring the end of the 
war—at which time the rate on all items will automati- 
cally revert to the original 10 per cent—or until a new 
revenue law is written. 

Neither of these alternatives appear very likely for 
the very near future. Meanwhile, let it be clearly and 
unmistakably understood that there has been no recent 
change whatever in the list of taxable goods or in the 
rates. 


THE FORECASTS WERE WRONG 


IT BEGINS TO APPEAR that the reports brought back by 
visitors to Switzerland about the situation in the watch 
industry there are highly fallacious. 

Those reports have been to the effect that, quota or 
no quota, imports of Swiss watches into this country 
would show a marked drop this year. The Swiss manu- 
facturers, it was said, would not be able to increase 
their output materially, and therefore to take care of 
demands from other countries a substantial part of the 
total that was shipped to the United States during the 
war years would have to be diverted elsewhere. 

The theory sounded plausible, and Tue Jeweters’ 
Circutar-Keystone, like many others, accepted it as a 
correct picture of the situation. Apparently, though, 
either the Swiss have increased their production, or the 
quantity to be shipped to other countries has been 
greatly over-estimated. 

Just as we go to press, we have secured the official 
figures covering watch imports for the first three months 
of 1946. The total for those three months is 2,639,095 
units—an increase of 311,000 over the average quarterly 
shipments last year. If this rate of imports is con- 
tinued throughout the year, it means that about one and 


a quarter million more watches will be imported in 1946 


438 





than were brought in during 1945, which was the he 


time high. 


This is a long way both from the reduction that was: a 
predicted in the natural course of events and also from — 
the agreement between the Swiss and American govern. | 
ments to limit the imports in 1946 to not more than the — 
largest quantity imported in any of the years from 1942 


to 1945, inclusive. 3 
In fact, the excess of imports over the theoretical” 

quota is even greater than the above figures sugge: 

For the agreement provides that the total of Swi 


watches brought into this country shall not be greater 


than the total of direct imports from Switzerland during” 
any of the base period years. During all those years 


substantial quantity of watches were imported indirectly’ 
through South America and elsewhere, so that the true” 
quota is something less than the 1945 total of 9,311,846," 

Maybe current demand will absorb this increase with 
out glutting the market—maybe not—we don’t know. In 


any event, though, it certainly seems that a good d 


of misinformation has been broadcast and that the situa-’ 
tion calls for the further review and study provided for” 


in the agreement. 


TIN STILL RESTRICTED — 


Reports FROM manufacturing as well as distributing 
centers indicate that there is widespread violation of the 
regulation which is still in effect prohibiting the use of 
tin in the manufacture of jewelry. Even the sale of 
items of jewelry containing tin is expressly prohibited 
unless the seller has first received a formal authorization 
from the Civilian Production Administration. 

The reason, of course, is that, although the war is 
over, the supply of tin is still critically short and the 
very limited quantities available are urgently needed in 
the manufacture of essential products. 

So flagrant has the violation of the order become that 
the CPA intends, we are informed on good authority, 
to make a thorough and searching investigation of the 


whole situation and proceed to impose penalties upon 


violators. 


The penalties provided by law are decidedly serious © 
and violators of the regulation may find themselves bit? 


terly wishing that they had obeyed its provisions. 


If there is anyone who has been ignoring or floutin J 


this order, we strongly urge upon him for his own pre 

tection that he mend his ways at once and carefully 
comply with the requirements until such time as the 
regulation is repealed. 


Yeh, Cats 


Editor 


THE JEWELERS’ CIRCULAR-KEYSTOR 


Se = ra A Al PIER i RE TE eee 





